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All I need is a good 
looking website.1 You may have your own ideas about website design. Have you paid thousands of 
dollars to a web designer only to leave it sitting on the web, disjointed from your 
other marketing efforts? Often, websites end up being just another billboard in the 
desert with a few pages of beautiful design, little content, providing zero value.

A website is a starting point, not a finish line, and design is only one component to 
a successful website. Let’s look at the five components of a good website strategy.

1. Design
Any website design should be initiated with a clear purpose and consider any 
competitive advantage. Visit your site through the eyes of your patient.

2. Content
Create high quality content focused on your patients that positions you as an 
expert in your industry. Would your patients share it with their friends?

3. Usability
Provide your patients with an easy-to-understand, easy-to-use, and easy-to-share 
website. Don’t be different for different’s sake. 

4. Accessibility
Choose a foundation to build your site on that gives you the most flexibility 

and responsiveness for the different devices people will use to view 
your website. 

5. Updates
Keep your site fresh and up-to-date. Track your sites 
performance so you can adapt your tactics. Use tools 
to monitor your site for any vulnerabilities and take 
action to upgrade or perform maintenance whenever 
necessary.

48% of people cited a website’s design 
as the number one factor in deciding the 
credibility of a business.

SME Website Statistics. February 27 2014. 
Rareform New Media.
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2 I need more traffic 
to my website
Website traffic (quantity) does not equal website results (quality).

Quality patient relationships are built through a strategy that plans on attracting the 
patient, communication with the patient, and asking the patient to take some sort of 
action to indicate they are ready for the next step (buying).

You can buy web traffic through Google Adwords or Facebook or even rent email 
lists (don’t do that) to increase your traffic but it’s more important to focus on the 
process your patients go through.

Organic search drives the most traffic of all channels, and is responsible for 
nearly half (47%) of all visits, compared to paid search, which drives only 6% 
of all visits.

(Conductor, 310 Million Visits: Nearly Half of All Web Site Traffic Comes From Natural Search)

ATTRACT
POSITIONING

CONVERSION
ACTION

COMMUNICATE
FRAMING

Position company as 
an expert and create 
awareness about 
what you can offer 
your targeted 
potential customers.

Indicates higher 
commitment level 
and readiness to 
become a customer.

Educate your networks about 
unique story through 
inbound/outbound strategies.
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3 I will do what my 
competition is doing
We have a tendency to think our competitors are successful so let’s just copy 
what they are doing. Whether you copy your competitors’ strategy or any of your 
favorite brands such as Apple or Verizon or whatever your preference, most of the 
time you don’t even know if what these brands are doing is effective. These are 
known brands and the marketing you do see tends to lean to the more flashy brand 
awareness campaigns. 

Small practices like yours have very specific resources, often limited, that you can 
allocate toward marketing to and developing new patients. The easiest plan is one 
you think is already working.  But the copycat approach doesn’t work because 
you don’t see everything that goes into the larger strategy including the behind the 
scenes tracking and development among other things.

Throwing money into new marketing projects in social media, investing in Google 
Adwords or developing interactive apps when they are not part of an integrated 
plan is a waste of time and resources. Your resources should work together like a 
team focused on one thing—maximizing the value you provide to your patients and 
providing a return on your marketing investment.

Rather than looking to your competitors for marketing advice, work with someone 
to develop a longer more strategic plan for your practice that has a proven track 
record. If they are doing something right it’s likely they are already working with 
outside help.

Email is ranked as the #1 preferred communication channel by consumers for 
initial introduction to a product/service, learning about a product/service, and 
post-purchase follow-up about a product/service.

(The Economist Intelligence Unit, Mind the Marketing Gap, Mar 2013)
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4 I can manage 
everything myself
I can do it myself. Well, that’s great. And I’m sure that most practice managers 
understand marketing from their own different perspectives. But the reason why you 
downloaded this resource is because something isn’t right. 

When you consider building your own website compare it to building your own 
home. If you are an architect, a plumber, a carpenter, or whatever else you need 
to build a home, then by all means, have at it. Go and find some land and start 
building. But if you are someone that has a vision of how great your home should 
be and how you want it to look and feel, then you hire an expert homebuilder who 
knows how to build the right home for you. Utilizing their expertise, then you don’t 
have to worry about the specifics go into building your ideal home.

When you go the do it yourself (DIY) route, you need to split your time between the 
piecemeal marketing and running the practice. It’s easy enough to create a Facebook 
page or have a friend or neighbor build a website but without the required attention 
these assets may not be integrated to produce results. You end up just being hyper-
reactive to every opportunity and every new tool that comes along. Whether it’s 
Twitter, Yelp or Facebook you can fall into the trap of just getting into the latest fad 
and spreading your resources too thin.

Prospects receive an average of 10 marketing touches from the time 
they enter the top of the funnel until they’re a closed-won patient. 

(Aberdeen Group, Marketing Lead Management Report, Jul 2013)

Do you really have the time to get everything done?
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5 I can’t afford 
online marketing
You can’t afford marketing? 

“Things are good, we don’t need marketing,” or “Things are bad, we can’t afford 
marketing.” Does this sound familiar? You’re very passionate about your practice 
and you’ve built it up but now what? 

The internet is an amazingly effective tool and very inexpensive for generating new 
patient business. It’s something you can’t afford not to do.

Who is responsible for developing leads? Are you tracking what’s being said about 
your practice online? Are you asking for patient email addresses? Are you on 
Facebook yet? 

Did you know?

• Email is almost 40 times better at acquiring new patients than Facebook and 
Twitter, McKinsey & Company found.

• 47% of Americans say Facebook is their #1 influencer of purchases.

Huge opportunities are missed when you don’t have someone responsible for 
managing the properties your patients are interacting with online and developing 

content for those properties. 

• Content marketing costs 62% less than traditional 
marketing.

• For every dollar spent, content marketing generates 
approximately 3 times as many leads as traditional 
marketing.

Marketing may seem expensive if you don’t have someone 
competent executing a well conceived plan. Online marketing 
results can be found without breaking your bank.
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6 I need someone who 
understands my industry
The principles of online marketing apply to any industry. So often, practice 
managers think that the process of generating traffic, communicating with 
a particular audience, and converting individuals into a patient is unique to 
their specific industry. 

The marketing process doesn’t change.

Understanding the demographics of your target audience and the language 
needed to communicate with that audience is critical. But whoever you work 
with, whether you hire a marketing consultant or an employee, they need to 
understand all aspects of online marketing. 

• How do you get action from specific offers? 
• How do you write copy? 
• How do you optimize your website and other relevant content for search 

engines?
• How do you generate leads? 
• How do you use content to generate those leads? 
• If you are using online advertising, like Google or Facebook, how do you 

manage that? 
• How do you direct your ad traffic to somewhere it can produce results? 
• How do you integrate all of this with things like social media?

Make sure that you are asking the right questions. 

Per dollar spent, content marketing produces 3 times more leads than paid 
search. Additionally, it costs less than paid search: 31% less for small and 
mid-sized companies and 41% less for large companies. 

(Kapost, Content Marketing ROI, Jun 2012)
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7 Anyone can help me, 
the cheaper the better
A brilliant individual once said “The only thing more expensive than hiring a 
professional is hiring an amateur.” 

The journey from apprentice to master is an arduous one. Of course you 
need to pay attention to your budget but you need to hire a marketing 
manager for their depth of experience and not the numbers on their invoice.

Here are a few questions to ask potential marketing consultants:

• How much experience do you have (or does your team have)? Consider 
how many years they have been in business, their client list, and 
recommendations from past clients.

• What’s your approach to the marketing process? How are you going to 
get my practice results?

• Can you provide examples of your most recent client work?
• Who will be managing my account? Make sure you meet the person 

responsible and have ongoing contact.
• How often will I have contact with my account manager?
• How do you communicate with clients about projects? What resources 

do you use to share information?
• Do you use freelancers? How often? What is their experience level?
• Who do I call if I have a problem?
• For creative projects, how many revisions are allowed? 
• How am I billed?  Are there cancellation fees or longterm commitments?
• What do you look for in an ideal client relationship?

By spending as little as 6 hours per week focused on social media marketing, 
64% of marketers see lead generation benefits, and nearly half say their 
marketing expenses have decreased. 

(Social Media Examiner, 2013 Social Media Marketing Industry Report, May 2013)
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Medical Practice Marketing System

Get started today.
Call 888.555.1212 or  
visit www.netoneclick.com

Online Marketing Since 1996
The difference between success and failure. One click.
Net One Click provides full service outsourced marketing services to small 
to midsize medical practices. Our Platform Marketing System focuses on 
strategic development of core assets that provide our clients with a unique 
competitive advantage to develop, engage, and acquire patients for life.

88% of consumers who search for a type of local business on a mobile device 
call or go to that business within 24 hours. SME Website Statistics. February 27 2014. Rareform New Media.


