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Who isn't a fan of digital advertising? Using online channels
to reach your target audience is a fundamental part of most
marketing programs; it just makes sense given the amount
of time consumers are spending online using their hand-held
devices, laptops, and even their smart home devices.

Healthcare organizations use digital advertising to promote
specific services and drive patient volume. Digital advertising
can be a low-cost solution while offering the benefit of flexibility

and precision. Digital campaigns also come with compelling
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metrics and dashboards that graphically illustrate the impact of
each campaign, giving the marketer the information needed to
make tweaks on the fly to improve the campaign’s efficiency.
But what do most marketers really know about their digital
advertising and how are they using this powerful tool? In
this article, we identify a number of pitfalls and missteps that
are common among organizations that are users of digital
advertising. We firmly believe that addressing these pitfalls will

make your digital campaigns more successful and cost-effective.

PITFALL #1:
Using the shotgun
approach

Avoid the temptation to use digital
media to spew messaging to a very
broad audience rather than being highly
targeted and strategic. We recognize
that patient privacy concerns can limit
targeting and retargeting capabilities.
However, if you are thoughtful and
intentional, you can craft a targeted and
strategic digital media plan to support a
given objective or set of objectives. For
example, in orthopedics, the tactics for a
campaign promoting joint replacement

should look very different from a

campaign promoting sports medicine.

Using the example of joint
replacement, most people are not
sitting at home thinking about joint
replacement surgery. Therefore, your
digital ads about joint replacement are
not relevant to them. However, people
experiencing intense joint pain may well
be receptive to your messages.

So, how do you target people
experiencing joint pain? Beyond using
pain-related keywords and phrases in your
SEM strategy, how about doing contextual
targeting where your digital display or
digital video ads run adjacent to articles

and other content about joint pain?

It is also important to think about your
creative strategy. A powerful strategy
should go beyond the age of the target
audience and consider the lifestyle,
motivations, aspirations, and psychology
of the targeted individuals. Are they more
motivated by the idea of running a half
marathon? Or being able to play in the
yard with their grandchildren or climb a
flight of stairs in their home?

The story you craft about your
target audience (audience personas) will
influence the channels you select, the
overall media mix (including traditional
channels), campaign messaging, and the

creative you develop.
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PITFALL #2:
Becoming enamored
with digital and
abandoning branding

Digital tools can be used to build
your organization’s brand, not just drive
service line volume. A digital campaign
can be used to build credibility for your
organization or service line by linking
your target audience to elements of
a thought leadership campaign: blog
posts, white papers, leadership videos,
articles, and more. Of course, there’s no
contribution margin that you can link
to the conversions your digital branding
or thought leadership campaign
generates. But what price do you put on
brand stature and your organization’s
reputation?
PITFALL #3:
Failing to take advantage
of a media mix

It is important to recognize that digital
media does not exist in a vacuum and that
consumers’ media consumption habits
vary. The old principle still applies: Define
your strategy, then determine your media
mix by selecting the channels that are
most likely to help you meet your goals.

People still watch TV; some even
subscribe to cable services. Others listen
to FM radio in addition to Sirius/XM.
Failing to take advantage of synergistic
relationships between traditional
channels and digital channels is a missed
opportunity.

By using A/B testing, we’ve been able
to see how the combination of digital
advertising and radio advertising leads

to increased registration for weight loss

surgery information sessions. The same has
been true for joint replacement information
sessions. In these cases, we use our media
budget more cost-effectively by pairing
digital and traditional media.
PITFALL #4:
Failing to monitor
and optimize campaign
performance
You’ve no doubt heard the phrase
“set it and forget it.” That is how many
marketers approach digital advertising.
And this is perhaps one of the most
significant failings of those executing
digital marketing campaigns.
One of the great advantages of
digital advertising is that you can track
the performance of the campaign and
its many elements in real time. When
something isn’t working, you can make
a course correction. But if you are only
looking at campaign metrics once a
month or quarterly, you are missing
opportunities to optimize your efforts.
The principle is simple: based on
the data, make small tweaks to your
campaign to improve performance.
Through ongoing optimization, you may
alter messaging and keywords, creative
executions, or specific media tactics to
make your campaign more effective.
PITFALL #5:
Falling in love with vanity
metrics vs. conversions
Vanity metrics such as overall
impressions or total views can look
impressive, but they have very little to do
with the success of your organization’s
marketing efforts.

We prefer to look at conversions, clicks,

shares, and increased patient volume.
Also, reach out to service line staff for
data on increased phone calls, emails,
overall patient volume and new patients.
It is about quality over quantity.

When looking at your campaign
metrics, it is important to not get caught
up in big numbers that aren’t directly
correlated to your business objectives and
defined KPIs.

PITFALL #6:
Failing to vary ad formats
and refresh creative

The concept here is simple: Diversifying
ad formats yields stronger results. Think
about adding video to your digital
campaigns. Through the use of video,
you can share key messages quickly and
effectively while building an emotional
connection with the audience. This makes
it a great format for brand building and
storytelling.

Consumers can process video images
much faster than text and can more easily
establish an emotional connection with
the viewer. If you have any doubt about
the relevance of online video, just Google
“online video impact” and review all the
data. The reach and popularity of online
video is incredible. YouTube has more
than 2.7 billion active users in 2024 with
52% of internet users accessing YouTube
at least once a month. TikTok, another
video-driven platform, has 16,000 videos
posted every minute. Meanwhile, in 2023,
Instagram Reels outperformed video
content on all other social platforms.

Well produced audio content such
as podcasts are also effective, allowing

listeners to multitask while listening.
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Other options include contextual
targeting and native advertising, LinkedIn
sponsored content, Pinterest, Reddit,

and YouTube ads, along with more
typical platforms such as Google Search,

Facebook, Instagram, and display.

PITFALL #7:
Failing to have a
clear and compelling
call-to-action

When you run digital ads, you need
to tell the consumer what you’d like
them to do next. Calls to action (CTAs)
are a vital component of any successful
digital advertising campaign. They often
determine the success of your campaign
more than any other element. CTAs help
the viewer determine the next step in their
journey. Think of them as invitations to the
user offering them a clear path forward.
It’s not uncommon to have CTAs fail
because they are unclear or complicated.
They should be clear and simple. CTAs
are where you move from vanity metrics

to true conversion metrics; they help you

convert the viewer into a new customer
or patient.

Examples of bad CTAs include
“Click Here” and “Submit.” Don’t leave
consumers asking why. Let them know
what you are offering them and where
you are taking them when they click on
that link. What can they expect next?
Examples of good, simple CTAs include
“Download Now,” “Subscribe Now,”

and “Register Now.”

PITFALL #8:

Being too salesy or
promotional with your
messaging

How do you want your brand to
communicate with prospective patients?
We’re in the health and wellness business;
we’re not selling cars.

To go back to the joint replacement
surgery example, is it more effective to
sell surgeries or to offer a pathway to
relief for people experiencing joint pain?
We believe it is more effective to show

compassion and empathy and to speak to
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the individual’s aspirations (being able to
play with grandchildren or simply climb
stairs in their home).

Ideally, you should put emotions and
benefits ahead of features. Pushing features
makes it much more difficult to connect
with members of your target audience.
PITFALL #9:

Playing it safe and doing
what you've always done

A great marketing effort begins with
strategy and the supporting tactics follow.

When considering viable tactics, good
marketers adapt to the ever-changing
marketing landscape. New digital tools,
ad platforms, and channels are constantly
appearing. The biggest risk you can take
is not taking risks and failing to explore
the potential of new platforms.

From our perspective, standing still
is not an option. The world of digital
marketing lends itself to trial and error. So,
learn and adapt. Try new platforms and

evaluate their effectiveness. el
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