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Terminology

•Call-To-Action (CTA)

•Evergreen content

• SEO

•Vlogging

•Content or Content Offer

•Above the Fold

•Paid Search

•Backlinking



Choosing a Purpose
Engagement Tool, Online Brochure, or Somewhere In-Between? Your first 
Impression. Your Brand.



Your website is your brand

•Purpose 

•Assessment
• Site and page performance

•Current state vs. future state
• Enhancement
• Complete Revamp



Your website is your brand

•Online brochure, patient engagement tool, In-between
• Evolution

•How does social media fit in?
• Facebook is not a website



What is the goal of your website?

• Static, with good evergreen content

• Can be DIY
• May link off to other platforms or patient portal
• Can meet practice’s digital goals

Online Brochure



What is the goal of your website?

• Incorporates some social media
• Patient portal access
• Promotional
• Some education

Bridge Tool



What is the goal of your website?

Engagement Tool

• Incorporates other platforms

• Patient portal access
• Educational/Informative
• Promotional
• Frequent subject matter expert content 











Getting Found
Attracting new and existing patients from  “across the web”



4 Ways to Get Found on the Web

1. Search Engine Optimization (SEO)

2. Paid ads/placement (PPC)

3. Business listings

4. Social media



Search Engine Optimization (SEO)

• Long-term strategy

•Winning SEO strategy: consistency + quality 
• “Evergreen” content
• Keywords that match patient families’ searches
• Backlinking

•Blogging or vlogging routine



Paid placement/ads

• First page of search results

• Short-term, immediate 
results

•Reaches specific 
audiences

•Non-search specific ads
• Facebook 
• Service provider platforms



Business Listings

•Online Ratings 

•Google My Business (GMB) 
Listing

•Yelp, HealthGrades, ZocDoc

•Expand on existing feedback



Informing and Educating
Credibility and expertise for your website audience



Informing and Educating
•Doctors rank high

•About the Practice and 
Providers
• Headshot and Bio
• Tell Your Story

•Create a blog or vlog 
and commit 
• Timely topics
• Piggyback on timely 

news
Hubspot – April 2016



Building Trust on Your Website

•Photography

•Association(s) and memberships

•Helpful content means visibility

•Expectation setting opportunity

•Orient your patient audience at the center of all content

• Social media buttons



Attracting New Patients
Bare essentials for bringing new patients in from your website



What Patients Need on Your Site

•Explicit CTA

•Methods to contact your office

•Patient portal access
• Care information
• Online bill payment
• Appointment booking and management

•A way to stay in touch or interact



“Best Practice” Practices
Examples of what can work well and why



Premier Pediatrics NY
Great:

• Good incorporation of social proof by 
using a parent testimonial area

• Unique branding and logo sets distinction

• Our News – Frequently updated, tied into 
mainstream health news topics

• All areas of site are clearly accessible 
“Above the fold” 

Opportunity:

• Option for a clear call-to-action 

• No patient portal access

• For pediatric SME authority

http://premierpedsny.com/


Gramercy Pediatrics

Great:

• Good bio and headshot example

• Shows “authentic photography” doesn’t 
have to mean “expensive photographer”

• Examples of social proof incorporated 
throughout the site 

• Call-to-action for visitors to subscribe via 
email incorporated throughout site

Opportunity:

• Streamline promotional efforts

• Update design

• Add patient portal access

http://www.gramercypediatrics.com/dr-dyan-hes/bio/


Longwood Pediatrics

Great:

• Authentic look and feel is created by 
using photos from the practice and 
including logos of partners

• Audience-focused navigation items

• Immediately provides all most-requested 
info an an easily accessible area on the 
homepage

• Patient portal access

• Frequently and recently updated News 

Opportunity:

• Calls-to-action can be streamlined

• Social media expansion

http://www.longwoodpeds.com/


Kids+ Pediatrics

• Grade A example of digital communications, 
not just a website

• Reflective of very focused, well-executed 
ongoing branding and marketing efforts

• Video content incorporated throughout

• “Doctor’s Notes” section provides timely, 
relevant, educational content

• Your Visit sets expectations well

• Modern design incorporates authentic 
photography of providers, staff, and office to 
immediately establish credibility 

• In-depth “About” sections tell a story

• Easy and intuitive navigation

• Self-serve patient portal

http://kidspluspgh.com/


What You Can Do Now
A few pointers to address your site



Quick Recap

•Choosing a purpose sets the tone

•Thorough assessment of current site

•Getting found based on your purpose

• Informing and educating using relevant content

•Attracting new patients by being clear and concise



Steps to Take Today 

1. Run through PCC’s Website Assessment Checklist to take a finger on your 
website’s pulse

2. Review your last 6 months of data in Google Analytics: What’s performing 
well and what isn’t?

3. Take control of your Google Business Listing
Verify ownership of your practice with the platforms and then edit accordingly

4. Complete the SEO Checklist for 2018 and dispatch the respective updates to 
your webmaster: https://backlinko.com/seo-checklist#basics

5. Claim your space on social media and commit

https://backlinko.com/seo-checklist#basics


Thank You!


