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Learning Objectives

Marketing an Orthopaedic practice requires a multi-
faceted approach. In this session, we’ll help you 
understand:

• what marketing an orthopaedic practice entails

• how to budget and prioritize

• understand how to measure the results of your 
marketing efforts while maintaining HIPAA 
compliance



What does 
marketing an 
orthopaedic
practice 
entail?

Building a Brand Identity 

Developing a Professional, Functional Website

Developing & Nurturing Referral Relationships

Creating Brand Awareness

Building Community Support

Search Advertising

Online Reputation Management



Building a Brand Identity

A brand identity helps you to 
differentiate your business from 
the competition.  Developing a 
professional, unique identity helps 
you to stand out from the crowd.



Website
Your website is often the first impression a person will have of your practice. 
Invest in a website this is aesthetically pleasing but also functional and 
informative for your patient.  Every website needs to be responsive and 
adapt to various screen sizes, including and especially mobile.  It should also 
be optimized for Search Engines (SEO).



Referral Relationship Building

• Identify practitioners in the area that may have the 
opportunity to refer patients to you

• Send letters of introduction

• In-person visits

• Continue to foster the relationships by visiting the office. 
Find out what the experience has been like for the referring 
office and learn about any feedback from patients.



Brand Awareness

DISPLAY ADVERTISING SOCIAL MEDIA OUTDOOR ADVERTISING 
(I.E. BILLBOARDS, SIGNAGE)



Display Advertising

Display ads are graphic 
advertisements that can appear on 
other websites to promote your 
business.  Some ads can appear 
based on the context of the page 
content. For example, if an article 
mentions shoulder pain, you may 
see an ad from a pharmaceutical 
company or local orthopaedic
appearing on the page as they could 
be relevant to the person reading 
the content. This is known as 
contextual targeting.



Social Media
Social media is a great place to get in front of your target 
audience.  With millions of people visiting sites like 
Facebook and Instagram multiple times a day, you’ll want to 
make sure you have ad campaigns appearing in their feeds.

Keep your brand image in front of visitors at all times. Your 
branding should be included in your profile picture, cover 
photo and on posts or video ads.



Billboards



Community Support

Support local schools and youth 
athletic organizations by:

• Offering free or reduced sports physicals

• Sponsoring teams (signage, website 
mentions, social media posts)

• Attend events and pass out freebies 
(water bottles, sunscreen, etc.)

Support local fundraising events 
(i.e. 5k Runs) for charities

Attend health fairs



Search Advertising

Search advertising is also 
commonly referred to as “paid 
search advertising”, “google 
advertising”, ”pay-per-click” 
advertising, and 
“search engine marketing” to 
name a few.  It  is 
a marketing technique that 
places online advertisements 
in search engine results.





Reputation Management

• Be proactive

• Automate the survey process

• Use feedback as an opportunity to learn about areas for 
improvement



Facebook Reviews Example Google Reviews Example



Budgeting & Prioritization

• Geographic Location
• Competition in the Area
• Target Audience

There is no one-size-fits-all budget for every orthopaedic practice. Your 
marketing budget can be affected by a variety of factors, including:

Your marketing initiatives will vary from one practice to another, but the 
items that are critical and must be prioritized are:

• Branding
• Website

• Building Referral Sources
• Search Advertising

• Reputation Management



A little advice…

• Don’t try save money by doing your own marketing.  (Hint: Flyers on cars in 
the parking lot is not marketing).  Hire a professional.  Obtain multiple 
quotes and compare.  Ask questions about anything you don’t understand.  

• NEVER give a prospective agency a marketing budget to spend. Ask them to 
provide suggested marketing initiatives for your practice and a 
recommended budget.

• Avoid long-term contracts. Find an agency willing to let you out of a non-
performing relationship.  Agencies who are confident in their ability to 
deliver will not force you into a long-term agreement. 

• Be certain to include a reasonable marketing budget when applying for a 
start-up loan.  

• Measuring the ROI (return on investment) will help you to determine where 
to continue to invest your marketing dollars.



Measuring Results

• Every aspect of marketing will have key performance 
indicators that are measured differently. It’s 
important to always make sure you are being 
compliant with tracking.  HIPAA may prevent you 
from doing things like re-targeting and using pixels in 
social

• Paid search could be phone calls, form 
completions

• Display and outdoor harder to measure and are 
dependent on asking the patient how they 
heard about you on initial visit

• Social media - #followers, reviews, clicks to 
website, interaction with posts



Common Key Performance 
Indicators

• Impressions

• Clicks

• Click Through Rate

• Cost Per Click

• Conversion

• Cost Per Conversion 

• Impression Share

• Cost Per Acquisition

KPIs help you to track and measure the
success of your marketing efforts.



Examples of Reports with 
KPIs

• Google Analytics

• Facebook Insights

• Google Ads



THANK YOU

Thank you for the opportunity to present this 
information to you today.  Wishing you the 

very best in your future practice!


