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Outline/Agenda

▪Outline of today’s workshop:
▪ Rethinking your content marketing strategy
▪ Maximizing your content and distribution
▪ Creating pathways for lead generation
▪ Measuring success in patient conversions, not clicks

▪ Learning objectives:
▪ Learn how to achieve operational readiness, implement processes for 

story idea generation and calls to action and have the rigor to maintain this 
consistently.

▪ Be challenged to reimagine the structure of marketing and 
communications teams.

▪ Learn to bring process, purpose and performance measurement to content 
strategy.





Tell Us About Yourself



The Content Marketing Opportunity

▪People want health information.
▪ 7% of all Google searches are health-related1.

▪ 73% of Americans obtain health info on the internet2.

▪Content marketing costs less.
▪ 62% less than outbound marketing, to be exact3.

▪ It’s effective – especially blogs
▪ 8 in 10 internet users read blogs4.

▪ Businesses with blogs get 55% more website visitors 
and 67% more leads4.

1. Becker’s Hospital Review 2. CDC 3. Content Marketing Institute 4. Pew Research



The Good News: We’re Already Doing It



Statistics Say1…

26% say it’s very effective.

66% say they see it as an effective tactic.

70% of healthcare marketing executives say 
they have a content marketing strategy

1. NYT licensing



What Can We Learn From Other Content Marketers?



What Can We Learn From Other Content Marketers?

▪Consumer-friendly topics – goal of answering questions that 
consumers have



What Can We Learn From Other Content Marketers?

▪Content driven by marketing goals – topics are selected based 
on sales or marketing goals

French language
Outdoor furniture

Stain or sealer



What Can We Learn From Other Content Marketers?

▪Conversational writing – sounds like a friend giving advice

“In this article we’ll dive into almost every French word you’ll need to know at a 

restaurant, whether you’re sitting inside the Eiffel Tower or eating pie à la mode at 

your local diner.”

“So many of us want doable ways to live more sustainably. We’d love to grow 

our own food and spend more time in nature, but living in urban areas, it can feel 

a little unrealistic. Here are the basic steps to turn a small rooftop space into a 

garden, bringing all your secret urban-farmer goals to life.”

“The first step in refinishing a deck is to determine 

whether your deck needs to be sealed. Then, you'll need 

to choose the appropriate type of exterior wood coating for 

your specific project.”



What Can We Learn From Other Content Marketers?

▪CTA-focused – provide consumers an easy way to engage



Our Take on Content Marketing

▪ Consumer-friendly topics – goal of 
answering questions that consumers have 
about their health

▪ Content driven by marketing goals – topics 
are selected based on marketing goals, 
keyword research, consumer search habits 
and metrics

▪ Conversational writing – the News Hub style 
of writing is influenced by SEO best practices 
and executed by trained writers

▪ CTA-focused – provide consumers an easy 
way to engage with our services



Is it Working?
Rolling 12 Months, Apr ‘22-Mar ‘23

901,167 1,536,123 +66.76%

1,203,024 2,280,076 +83.73%

560,864 1,237,020 +111.57%

Sessions

Page Views

Users

Apr ’22 – Mar ’23Apr ’21 – Mar ’22
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Health News Hub Revenue at a Glance

119
Leads From 

HNH

$
Contribution 

Margin

$
Expected 

Reimbursement

717
Leads From 

HNH

$
Contribution 

Margin

$
Expected 

Reimbursement

Apr ’22 – Mar ’23

Apr ’21 – Mar ’22

+503% +416%+790%



Rethinking Your Content Marketing Strategy



Where We Came From

Content

Current 
Events in 

Healthcare

Patient Story 
or Testimonial

New 
Programs, 

Technologies, 
Services

New Doctors 
or Surgeons



Marketing First: Business Goals Drive Content

It Starts with a 
Call To Action

-CRM Campaign

-Strategic marketing priority

Define the 
Audience

Who, what, where, when 
why?

Consumer-
Friendly Story 

Idea



Calls to Action: CRMs



Calls to Action: 

▪Classes and events

▪Non-CRM Scheduling

▪Websites or phone numbers

▪E-Newsletter Sign-up



Define the Audience: Knee Replacement

▪ What types of knee problems are people searching for?

▪ What words do they use in their search?

▪ What questions or problems do they have that we can solve?

▪ Who is searching for knee problems or knee replacement and why?

▪ When are people searching for knee replacement ?
▪ Are there seasonality trends throughout the year?



The Power of Keyword Research

What types of knee 

problems are people 

searching for?

What words are 

they using in their 

search?



The Power of Keyword Research

▪Knee pain or arthritis
▪ Shopping for a knee brace

▪ Injuries – Meniscus, ACL, bursitis, patellar 
tendonitis

▪Knee replacement research

Who is searching 

for knee problems/ 

replacement and 

why?

What problems do 

they have that we 

can solve?



Ask the Internet



A Comprehensive Approach That Meets Consumers 
Where They’re At



But What About the New Doc, Program, Etc.?

Content

Current 
Events in 

Healthcare

Patient Story 
or Testimonial

New 
Programs, 

Technologies, 
Services

New Doctors 
or Surgeons



But What About the New Doc, Program, Etc.?

Buffalo Bills safety Damar
Hamlin collapsed from cardiac 
arrest during a game.

New pulmonologist in the 
Fairfield Region Dr. Steven 
Thau

New EVT Stroke technology at 
St. Vincent’s Medical Center



Interactive Activity



Maximizing Your Content and Distribution



▪ There are over 600 million blogs online1.

▪Over 6 million new posts are published 
every day1.

▪ The number of bloggers is expected to 
increase by as much as 40% by 20282.

It’s not enough to just have a blog –
it needs to stand out.

The Competitive Blogosphere 

1. Oberlo.com 2. luisazhou.com



Making Your Blog Stand Out

1. Only 20% of people who read your 
headline will read the article1.
Headlines should solve a problem or create a 
knowledge vacuum.

2. Most readers leave the page in 15 
seconds2.
Get the most important info up to the top and 
bait your reader to keep scrolling.

3. 80% of viewers skim vs. read3.
Incorporate subheads, bullet points and 
numbered lists that draw the reader’s eye.

4. And most importantly: find a way to 
connect with your reader.

1. digitaldoughnut.com 2.  Nagin, Vlad. “Why 55% of visitors spend less than 15 sec on your website?”. LinkedIn.com. 3. blog.polleverywhere.com



The Elements of an Effective Blog Post

Engaging lede: 

Problem and solution

Skimmable subheads

• Conversational 

tone

• Short, choppy 

sentences

• Active voice

• First and second 

person language

Captivating headline



Readability Matters

What goes into a good readability 
score:
• Shorter sentences 
• Shorter, less difficult words.
• Subheadings
• Active voice
• Transition words (so, if, but, etc.)
• Short paragraphs
• Sentences under 20 words
• Less medical jargon



Grading the Readability of Your Stories



Grading the Readability of Your Stories

37 69







Interactive Activity



The Key to Organic Search – SEO

Source: www.wordstream.com/seo



Take 3 Minutes to Boost Your SEO

1

3

2 Write a compelling meta 
description

Offer alternate text for any 
images

Select a focus keyphrase



And Watch Stories Start Taking Off

347,000 views



And Watch Stories Start Taking Off

682,000 views



And Watch Stories Start Taking Off

Throat Cancer
53,000 views

Peppers
48,000 views



The Overall Payoff

182,000 1.6 million
Health News Hub users from organic and direct traffic (Google, Bing, Yahoo, etc.)

August 2021-2022 August 2022-2023

↑780%
year-over-year



Interactive Activity



Maximizing Distribution

Distribution Aug. 2022-2023 Aug. 2021-2022 Percent change

Organic 
(including direct) 1,587,690 445,508 +256%

E-newsletters 136,224 30,281 +349%

Text alert 64,276 78,567 -18%

Social media 32,310 40,606 -20%

HHC websites 25,524 26,448 -3%



E-newsletter Social mediaOrganic search

Maximizing distribution



Organic Opportunity



E-newsletters: Before



E-newsletters: After



Paid Social
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4 Things You Need to Know Before Launching a Paid 
Social Campaign1

1. Your audience.
✓Age?

✓Gender?

✓Location?

✓Preferred channels?

✓ Interests?

2. Your goals. 
✓Leads and conversions?

✓Brand awareness?

✓Traffic to websites?

✓Community engagement?

✓Market research?

3. Your platforms.
✓Facebook

✓ Instagram

✓TikTok

✓YouTube

4. Your optimal strategies.
✓A/B testing

✓Tailor creative to different parts of 

the marketing funnel

✓Optimize for both mobile and 

desktop

1. hunchad.com



Creating Pathways for Lead Generation



Crafting a Call-to-Action

Getting consumers into the marketing funnel.



Pathways to Patient Lead Generation



Crafting a Call-to-Action

Offer many ways to engage.



Crafting a Call-to-Action

Use best practices.

3-5 words

Actionable title

First person language

Image



After the Click
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The Customer Experience We Expect



The Customer Experience in Healthcare



The Customer Experience in Healthcare



Assessing Your Capabilities (and Limitations)

Technology/CRM PlatformCall to Action Support

“Soft” 
CTAs

“Hard” 
CTAs

Data collection

Encounter/billing data

Tracking



Getting operations ready

Capacity/

Readiness
Scheduling

Feedback 

Loop



Measuring Success in Conversions, 
Not Clicks



Using Metrics to Share Your Success

The Week Ahead Schedule
Department Huddle

Reports
Comms Team Meetings



Using Metrics to Share Your Success

Weekly Metrics Update
Up2Date Email Newsletter

Automated Email Reports
Comms Team Meetings



Using Metrics to Share Your Success

Consumer Activation Report
Marketing/Institute Leadership



Value metrics:

▪ Inform optimizations and future 
strategies

▪ Help make decisions to support your 
business in growing and reaching its 
goals

But Not All Metrics are Created Equal

Vanity metrics:

▪ Make you look good to others – but 
lack guidance for subsequent 
initiatives

▪ Can inform preliminary optimizations

▪ They are not: 

▪ Controllable

▪ Repeatable 

▪ Any metric can be a vanity metric

2.15M
Emails 

Delivered*

1M 
Unique Email 

Opens

1.6M 
Total Email 

Opens

45.8%
Email Open Rate

https://www.productboard.com/wp-content/uploads/2014/04/product-value-2100x1182.jpeg


Vanity Metrics
• Pageviews

• Total users

• Total subscribers

• Total downloads or 

leads

• All-time revenue

Value Metrics
• Ratio of new vs. 

existing patients

• Patient conversions

• Conversion rate

• Revenue growth over 

time – compare to a 

previous time frame



When to Use Vanity Metrics

▪ Don’t rely on vanity metrics to 
show success

▪ Raw numbers seldom tell the 
whole story
▪ Instead, compare cumulative 

metrics to a previous time period: 
month-over-month or year-over-year

▪ Use vanity metrics to:

1. Demonstrate trends in 
marketing performance

2. Make preliminary 
optimizations

3. Benchmark against yourself

https://outreachfrog.com/wp-content/uploads/2020/01/content-marketing.jpg


The Results – Views
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The Results – Total Users

63,294 68,090 

386,977 

146,890 

101,042 
91,536 

 -

 50,000

 100,000

 150,000

 200,000

 250,000

 300,000

 350,000

 400,000

 450,000

Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sept

FY21 FY22 FY23



Health News Hub CRM Lead Volume
FY22 Over FY21

ENGAGE
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Health News Hub CRM Lead Volume
FY23 Over FY21-22
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When to Use Value Metrics

▪Value metrics can help you…

1. Adjust your marketing 
strategy

2. Shape upcoming campaign 
initiatives

3. Make informed decisions 
that impact campaign 
operations

4. Evaluate in conjunction with 
vanity metrics
▪ What appears to be working vs. 

what is actually working

https://www.adthena.com/wp-content/uploads/2022/06/illustration-16x9-campaign-optimization.png


Applied: Measure success in patient conversions

2,301
Unique Patient 
Conversions

16%
Conversion Rate

3,539
Unique Patient 
Conversions

18%
Conversion Rate

Apr ’22 – Mar ’23

Apr ’21 – Mar ’22

+2%+54%

14,280
CRM Leads

19,184
CRM Leads

+34%

Applied Scenario:
When analyzing campaign performance, rather than focus on total 
number of leads alone, consider unique patient conversions and 

conversion rate



Interactive Activity



Three Key Take-Aways

1. Own the customer experience – from the story topic and headline, to 
the content you provide, all the way to hand-off.

2. Great content marketing is a team effort – get your stakeholders, 
leadership, writers and digital marketers on the same page.

3. Use best practices to make your content stand out and reach the 
widest audience possible – the benefits don’t stop at page views.



Questions?
Please be sure to complete the session evaluation!
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