Digital with care.

SECOND EDITION

Content Marketing
for Healthcare
Using Content Marketing to
Build Trust and Share Expertise

Introduction

T

here’s no question that most healthcare marketers today use
content marketing in their mix.
But with a lean staff managing the website content, posting on
social media, or maintaining internal communications, finding the
time to create content marketing assets might be a tall order.

In Geonetric’s 2017 Healthcare Digital Marketing Trends survey, marketers
reported investing in a wide variety of content marketing tactics — from social
media content and videos to infographics and blogs — but do not find all tactics
equally effective (Chart 1).

Geonetric’s 2017 Digital Marketing Trends in Healthcare Survey

“Content Marketing Use vs. Effectiveness compares tactics marketers use to those they think are effective.”
90%

70%

When done well, content marketing not only engages and converts your target
audiences, it also improves search engine optimization (SEO) and complements
paid digital advertising efforts.

60%

This guide is designed for healthcare marketers who want to learn how to
develop a content marketing framework that attracts a clearly-defined audience
and drives action. In this updated, second edition, we dig deep into content
marketing strategy and share even more tips around how to build a team,
perform keyword research, and turn ideas into effective assets for your content
marketing hub — everything you need to ensure the time and resources you
put into content marketing pays off.
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80%
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That’s why leading healthcare organizations are rethinking how they approach
content marketing by first setting a content marketing strategy.
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Your organization provides healthcare services to
your community. When patients are ill, they schedule
appointments with your doctors and come to your
hospitals and clinics to get well. After a procedure, they
have follow-up visits to make sure they’re healing.
But when they need tips on how to live a healthier life or
want to know more about a recent diagnosis or doctorprovided recommendation, they may not be in the same
funnel stage as someone seeking an appointment.
That’s where a strategic, well-developed content
marketing plan comes in. Your content is the answer
patients and consumers are seeking.
To build an effective content marketing strategy, ask
yourself and your team to clarify:
• Where your content marketing lives — Know
where your content marketing experience will live
within your website, not only in your sitemap but
how taxonomies and categorizations might tie your
content marketing to other elements of your website,
like provider profiles or medical service information.
• Who will build new content — Identify team members
who’ll be consistent in your content marketing
strategy, from writers and social media managers to
keyword researchers and digital marketers. Equip
your team with the skills and resources that will help
you reach your marketing goals, and if you need help,
reach out to an agency or partner.
• Whom you’re trying to reach — Document the
audiences you want to reach with your content
marketing. Who are they? What are their goals or
what questions are they trying to answer? How
are they reaching your brand today? Personas and
customer journey maps can help chart how to reach
these users in an effective, convenient way.
• What goals you’re trying to accomplish — Put SMART
(specific, measurable, attainable, relevant, timely) goals
in place to help establish the purpose of what you’re
doing and how it ties into your organization’s brand
strategy or campaigns. Documenting goals also helps
gain support from stakeholders outside of your team.
• What keywords your audience uses — Research
what keywords and phrases your audience uses
to find content like yours (or your competitors’) and
understand how those keywords can drive your
strategy and identify opportunities for new traffic.

• When and where you’ll publish and share your
content — Your editorial calendar is a foundation to
guide your team and stakeholders on what content
you’re creating and where you plan to share it.
By answering these crucial questions — and documenting
them in a way that you, your team, and your C-level
executives can clearly find and understand — you’ll gain
a solid foundation for your content marketing efforts.

Find a Home for Your
Content Marketing Hub
The content marketing experience you lay out for your
consumers and patients is one step in their overarching
healthcare journey.
Where you place your content marketing — and how it
interacts with other content on your site — can help your
audience feel informed no matter where they are in their
journey. This builds trust between them and your brand.
That’s why finding a home for your content marketing hub
is a vital early step in your content marketing strategy.
Before you place your hub behind your domain, consider:
• Will doctors or providers be authoring content and
should their authored articles appear on their profiles?
• Should related content marketing assets appear as
related content on other pages of your website, such
as service-line pages or location profiles?
• Will your content marketing assets share the same
taxonomy or categorization strategy as the rest of
your website?
• How will your content marketing hub and its posts
appear in your site search? Will they be connected?
• Will new posts on the hub be cross-promoted on the
homepage of your website?
• Is your content marketing hub meant to be a separate
experience from the rest of your site?
• Will the hub be managed and tracked by a separate
team that needs permissions for the website?
Asking and answering these questions will determine the
URL structure of your hub and where on your sitemap it
should live to get the best results. Building your content

Your content is the
answer patients and
consumers are seeking.
Content Marketing for Healthcare

Start with a Content
Marketing Strategy

• How you’ll sound in your content — Your content
marketing strategy must have a voice, tone, and style
to go along with what you create. Ideally, it should
align closely with your established brand style.
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If you’re working with a content management system
(CMS) and a vendor partner, don’t hesitate to ask
questions about your CMS’s functionality that could help
answer these questions. You can also ask for guidance
and best practices to deliver the optimal experience to
your content marketing visitors.

Build a Content
Marketing Team
Before embarking down the road of strategic content
marketing, it’s important to look at the size of your team.
According to Geonetric and eHealthcare Strategy & Trends’
2019 Healthcare Digital Marketing Trends Survey, the 267
provider respondents indicated content marketing is one of
the top areas poised for staff growth. (Image 2)
As you plan, consider the resources you have to dedicate
to your content marketing efforts. Producing a variety of
valuable content in a timely fashion takes time and effort,
and most healthcare marketing teams have many other
responsibilities. Think about either scaling your content
marketing efforts based on the size of your team, or
consider outsourcing some of the work.

who visits your site and what they’re looking for, but
you’ve never really documented it for your strategy.
A partner can help you develop solid, agile personas
that will pair with your content marketing strategy and
help you accomplish your goals.
• Keyword research and optimization — Consumers
keep using devices to find answers to their health
questions. Researching keywords and phrases your
audience uses can be easily outsourced to a partner
who’ll help identify your personas’ needs, questions,
communities, and more to help optimize your content.
• Editorial calendar creation — Editorial calendars are
essential to your strategy. But if building one is too
granular for your team to accomplish, a partner can
work with your team’s budget, resources, and internal
talent to ensure your editorial calendar is achievable
now and in the future.
• Blogging and asset production — Whether you rely
on freelance writers or agency content writers, you’ll
have great output from experts who have the right
resources (and time) to tackle your blog writing in
accordance with your editorial calendar. And bonus
points for vendors who are healthcare specific and
can turn around prompt, well-developed, brandfriendly materials.
• Social media management — Updating your
Facebook, Twitter, or Instagram feeds seems like a
small task, but it can easily slip through the cracks
because of other priorities. A partner can post on
your social channels (with your brand’s style, voice,
and tone in mind) and monitor your metrics and social
engagement to help grow your audience.

How a Partner Can Help Your Team
If you want to grow your content marketing but don’t have
the resources within your current team, turn to an agency
or partner to assist. Partners and agencies can help your
team accomplish a number of vital content marketing tasks
and strategies, including:
• Consulting and training — Transitioning your team
from managing a website to planning, writing, and
designing content marketing assets can be tough.
Partners can provide strategies to build your team
around the work ahead, along with training how to
write blogs or develop content marketing ideas.

Know Your Audience
& Their Journeys
Understanding your target audience helps you focus your
content marketing and define the purpose of your efforts.
Gather a complete picture of your audience by exploring
the old standard of Five Ws & One H — who, what, when,
where, why, and how. Consider:
• Who are your website visitors?

• Building a governance structure — Knowing the
who, what, when, where, why, and how of your
content marketing — as well as your style, voice, and
tone — helps lay a solid foundation for your team to
start your content marketing off on the right foot.

• What are their values, goals, or needs?

• Building personas — You might have a good idea of

• How will they use your content?

• When are they looking for your content?
• Why are you their best choice?
• Where should they go after consuming your content?

Image 2

Content Marketing for Healthcare

marketing hub outside of your website, for example,
might have its own benefits for branding efforts, whereas
building it within your website’s structure and domain gives
you more opportunities to connect related content and
build your domain authority.
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Give Your Personas a Name
Giving your personas names and an associating image
takes them a step further, so you’re always keeping a
real person in mind as you create content in your
marketing strategy.
Using a persona worksheet is a handy way to get started
on building a “real” audience of people with whom
you’re trying to engage. With the questions above write
each persona a story, as if you’re writing a character
for a movie. This can be effective elsewhere in your
marketing, especially when building empathy maps or
other online experiences.

Build Customer Journey Maps
Once your personas are in place and shared among your
team, C-suite, or other stakeholders, consider building
customer journey maps for each.
What is a customer journey map? Customer journey maps
are collaborative tools that help everyone gain a deeper
understanding of the journeys your personas go through.
Rather than just listing their questions or technological
needs, customer journey maps chart how their thought
process and search experience might lead to your content
marketing and what they’ll expect to do when they’ve
found their answers.
Customer journey maps can also be extremely beneficial in
the design process, helping you capture all the important
elements — from images to videos to calls-to-action — that
your personas need.

It’s easy to say, “I want more patients to come to our
clinics,” but how can you attach such a goal to your content
marketing? An example of a SMART goal for this might be:
Increase appointment requests by 10 percent for
the next quarter with the use of the “Schedule an
Appointment” call to action on our relevant blog posts.
We’ll track this by applying Google Tag Manager to our
Google Analytics events tracking for comparison.
This example SMART goal is:
• Specific because it identifies a precise goal — a 10
percent increase in appointment scheduling
• Measurable because the call to action will be tracked
• Attainable because as your team creates more assets
and shares it across channels, you’ll likely have more
eyes on your content and more attention on the
“Schedule an Appointment” call to action
• Relevant because your organization’s goal is to
increase patient clinic volume
• Timely because it keeps it to a fiscal-year quarter
for measurement comparisons
If your goal is to identify your social channel and email
newsletter traffic, consider adding an urchin tracking
module, or UTM code, to your article URLs. This unique
code can help track the number of users coming from
certain mediums, including your email newsletters, social
media posts, and more.
SMART goals are great for sharing across teams and
internally, especially if you’re hoping to report your content
marketing success to C-level stakeholders. By breaking
goals down into manageable, trackable objectives, you
can better track your ROI and pivot along the way as you
test other methods of reaching your audience through your
content marketing hub.

Metrics for Success

Set and Measure
SMART Goals
Return on investment, or ROI is difficult to define if you
don’t have specific goals to measure. This is where SMART
goals can come in handy. SMART goals are:
• Specific

• Relevant

• Measurable

• Timely

• Attainable

In today’s data-driven marketing environments you need
to prove the value of your content marketing efforts. By
planning regular touchpoints with your stakeholders and
team, you can keep an eye on what’s working and what’s
not, leaving places to iterate if needed.
To help get started on a “dashboard” of valuable metrics,
consider tracking things such as:
• Social media shares — How often are users sharing
the things you post? Does this vary by platform, such
as Facebook or Twitter? Do certain channels attract
more engagement for sharing?

Understanding your
target audience helps
you focus your content
marketing and define the
purpose of your efforts.

Content Marketing for Healthcare

By answering these questions — and keeping a record of
them — you’re essentially creating “buyer personas.” These
are the people your content helps along their healthcare
journey, whether they’re trying to incorporate healthy habits
into their life, looking for advice on an achy knee, or trying to
decide if it’s time to book an appointment.
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• Google Analytics — What patterns and user behavior
do you see when you track page visit duration,
sessions, number of clicks, etc.?
• Conversion points — Has there been an increase in
appointment requests? Event registrations? Phone
calls? Tie your content marketing hub calls-to-action to
valuable conversion points and tag those conversion
points with free tools like Google Tag Manager. These
tactics can impact how you monitor ROI.
• Newsletter/blog subscriptions and click-through —
Are you seeing an increase in blog or e-newsletter
subscriptions? Are your subscribers opening your
emails and clicking through to the content you provide?

Identify Keywords
& Search Trends
“Content is the reason search began in the first place.”
– Lee Odden, founder of Top-Rank Marketing
Google’s standards demand useful, quality, engaging
copy — including optimized content, optimized images, and
mobile-friendly sites. Writing for users is more important
than writing for machines and algorithms.
That’s because Google’s goal is to solve problems for users.
They want to show the content that’s most likely to provide
the information the user is seeking. Specifically, search
engines want to return content that:
• Answers users’ questions
• Offers value by providing original, useful information
• Is well-written and updated regularly
• Incorporates words your audience uses (keywords)
effectively and in context
• Uses headings (H1, H2, H3) to provide structure
and context

Performing Keyword Research
Get a handle on keywords your target consumers and
patients use to find you — and your competitors. That’s
an essential step in crafting the right content that answers
their questions and fills their needs. Whether you start with
Google Trends or use other handy tools in the market, there
are a few great tips to guide your research:

Add alternative terms in your keyword research, such as
bariatric surgery vs. weight-loss surgery.
• Use abbreviations in your search, such as OB-GYN
for obstetrician-gynecologist.
• Consider variations of spelling if they exist, like
orthopaedics vs. orthopedics.
• Compare regional searches for certain phrases. Some
users in a community or state may prefer “heart care”
where others may be familiar with “cardiology.”
• Target areas could be city, county, designated market
area (DMA), region, state, or a group of several states.
• Check in on your competitors. Seeing how your
competitors use certain keywords or write about
topics can give you a wealth of content marketing
ideas as well as help you identify gaps elsewhere in
your digital strategy.

Where to Incorporate Keywords
Of course, your use of keywords can also impact your SEO
efforts. To use keywords well, incorporate them naturally,
in context, as part of high-quality content that provides
value to your users. To get the most benefit, specifically
incorporate them in metadata of your content, including:
• HTML page titles

• Link anchor text

• Meta descriptions
• Headings (H1, H2, H3)

• Image titles and alt text

Things to Remember When Doing
Keyword Research
Your research will likely turn up lots of keywords, but you
can’t, and probably shouldn’t, use all of them. When you’re
choosing which ones to use in your writing, the most
important factor is how relevant they are to your subject
matter. Consider factors including:
• Keyword volume, or how often a term is searched
• User intent — what drives users to make a certain
query. For example, someone searching for “stroke
risk factors” wants general health information about
strokes, not information about treatment.
• What types of results a keyword returns when typed
into search engines.
The difficulty rating on keyword tools like Moz Keyword
Explorer and KWFinder gives you an idea of what result to
expect after you publish the content. However, don’t let
high difficulty ratings stop you from writing something your
organization needs to communicate.

In today’s data-driven
marketing environments,
you need to prove the
value of your content
marketing efforts.

Content Marketing for Healthcare

• Social media or audience comments — What types of
comments are you getting? What feedback are your
followers leaving you?
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Your content marketing efforts will be a waste if they are
not aligning with your organizational goals. Whether you’re
looking ahead to the following month or the following
quarter, an editorial calendar doesn’t just say, “We’re
building content.” It also helps align with offline campaigns
and plan meaningful content that supports business goals.
Whether your editorial calendar lives on a spreadsheet
or in a tool like Trello or Jira, it should be accessible to
anyone on your team who is responsible for planning and
developing content marketing assets.

What Belongs in an Editorial Calendar?
At a basic level, your editorial calendar should capture the
who, what, when, and how of each asset you create. This
would include:
• Topic — What’s the article name or topic? What’ s the
asset covering at a high level?
• Format — How is this piece presented and what shape
will it take, such as video, blog, patient story, etc.?
• Audience — Who’s the article intended for? Who are
you hoping to attract with this asset?
• Publish date — When should this content piece
be published?
• Call to action — What should the consumer do next
after they visit the video, blog post, or content asset?
Beyond that, your editorial calendar can grow and become
much more robust with information including authors and
owners, potential stakeholders or resources, and social
media channels where each piece should be shared.

The Ideal Editorial Calendar Timeframe
Many professionals in the content marketing community,
including HubSpot, recommend building an editorial
calendar no more than three months out. This gives your
team time to pivot if your organization’s goals or the market
trends shift. Of course, depending on your goals, you can
build calendars out for much longer.
The most important part of editorial calendars is the power
to plan your content needs strategically. While a blog post
might be easier to craft, things like videos or podcasts
might take more resources and dedicated time from your
team or stakeholders.

How to Fill Your Calendar
Your first goal with your editorial calendar should be to
find homes for content that aligns with your organization’s
campaigns. From mobile imaging unit screenings to blood
drives, your content marketing can affect the success of
nearly any campaign your team has in mind.
But once you have those events plotted in their respective
weeks or months, what do you do with the gaps?
National health observances are a great place to start.
Throughout the year, these trending topics present
excellent opportunities to highlight your organization’s
expertise on certain subjects.
Here’s a quick glance at common health observances that
could spur multiple content ideas on your team (Chart 3).

Generate Top Notch
Content Ideas
For many teams, the hardest part of content marketing
is coming up with story ideas. What is your audience
interested in and how you can you address those topics
in a fresh way?
The good news is you have ample resources at your
fingertips. Here are a few helpful ways you can find topics
and see what’s trending in the world of healthcare:
• Research keywords and commonly asked questions
— Learn what questions your target audience asks by
mining keyword data from regional searches using
tools such as Moz Keyword Explorer, Answer the
Public, and Google Analytics to see how users are
reaching your site today. Even related searches on
any search engine can give you insight into what’s
making specific audiences tick.
• See what healthcare topics are trending — Tools
like Google Trends can tell you what newsworthy
healthcare-related topics are trending, giving you
a chance to respond with content that your local
consumers and patients find useful.
• Get ideas from internal press releases — Did your
organization recently acquire an exciting piece of
technology? Press releases are a great place to share
information with the media, but you may need to take
a different angle to make it relevant to your content
marketing audience.

Month

Topic

January

Cervical Health Awareness Month

February

American Heart Month

March

Teen Dating Violence Awareness Month

April

Autism Awareness Month

May

Skin Cancer Prevention Month

June

National Safety Month

July

Juvenile Arthritis Awareness Month

August

National Breastfeeding Month

September

Prostate Cancer Awareness Month;
World Alzheimer’s Month

October

National Breast Cancer Awareness Month

November

American Diabetes Month

December

National Handwashing Awareness Week

Source: www.healthline.com/health/directory-awareness-months
Chart 3
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Create an Editorial
Calendar
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• Ask providers, volunteers, and staff inside your
organization — You have a wealth of information right
in your own organization. Ask people who work closest
with patients what topics or concerns are on their minds.
Are patients hearing about the impending flu season
and asking questions? This is a great place to find
questions so you can start addressing their concerns.
• Follow leads outside your organization — Don’t
be afraid to ask your own family and friends for
questions they had while interacting with a healthcare
organization. For example, if you know a new mom, ask
about her experience searching for an OB-GYN, how
she chose a hospital for delivery, or what questions
she had about staying healthy during pregnancy.

Choosing the Format of
Your Content Marketing
When many marketers hear the words content marketing,
the first thing that comes to mind is blog posts — short,
informal stories that include a headline and maybe a
related image or two. While this format can be useful,
it shouldn’t be the only way you construct your content
marketing. Effective content marketing requires more than
just writing blog posts.
Content marketing can be:
• Long-form stories — Long narratives, essays, or
interactive stories that address complex topics
• Short stories — Bite-size chunks of content that
address a single, relatively simple topic or message
• Personal stories — Patient stories, doctor or provider
stories, testimonials, or other first-person writing
• Curated content — A collection of content from other
sources, or from your own content marketing archives,
relevant to a specific topic or theme
• Listicles — Information presented in the form of a list,
such as “8 Ways to Eat Healthier”
• Infographics and memes — Images that illustrate
a point or provide context around a topic. Typically
memes are lighthearted, comical, and meant primarily
to entertain, while infographics present detailed facts
in a visual way

• Podcasts — Digital audio programs that users
can stream online or download to their computer,
smartphone, or other device
• Videos and GIFs — Deliver information that’s
best presented visually — either recorded or livecasted — in a medium that shows motion and
closed captions
• Quizzes and games — Invites participation and
engagement by integrating elements of a game into
your content and may lead your users to an answer,
suggestion, or reward
• Expert Q & A — Presents information in a questionand-answer format via Facebook Live video streaming,
Twitter Q&A discussions, written articles, and more

What’s the Right Format to Choose?
The format you choose for your content marketing asset
depends on many factors, including:
• Topic – Is it serious or lighthearted?
• Audience – Are you targeting teenagers, timestrapped parents, aging adults, or caregivers?
• Primary goal – Are you trying to entertain, educate,
build your brand, or drive immediate action?
• Your internal resources – What kind of time,
knowledge, equipment, and/or staff do you
have available?
By tracking the engagement rates across your social
channels, or even on the assets themselves (if you have
commenting features activated), you can better tailor the
type of content you deliver in the future.

Geonetric’s 2017 Digital Marketing Trends in Healthcare Survey
Which Content Marketing Tactics Do You Find Most Effective?”
Videos

43%

Email marketing or eNewsletters

26%

Blogs

26%
27%

Articles on your website

During the 2017 Digital Marketing Trends in Healthcare
Survey, Geonetric divided respondents into three selfreported segments:
• Leaders – Those who consider themselves leading
the pack of their local competition
• Average – Those holding steady in their markets
• Laggards – Those who are falling behind
Survey respondents revealed that video and email
marketing are two of the most popular formats for most
organizations. However, laggards rely on in-person events
more than the rest, and leaders are more likely to use
blogs and articles. (Chart 4)

49%

35%

39%

25%
24%
23%
23%
22%

Health calculators, risk assessments,
or interactive tools
10%

Print magazines

Photos or illustrations
Infographics

5%

Mobile apps

3%

2%
0%
0%

Online presentations or slideshows

0%

Leader (n=31)

16%
26%

11%

2%

Microsites

24%
24%
16%

9%

Webinars or online seminars

Format Effectiveness

37%

61%

74%

48%

29%

In-person events

49%

19%
16%
13%
12%

6%
16%

4%
20%

40%

Average (n=87)

Chart 4

60%

80%

Laggard (n=49)

100%
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• Keep an eye on seasonal and cyclical events —
Holidays and seasons always spark unique interest from
your audience. From how to keep mindfulness in check
around the busy holiday season to keeping away from
spring allergies, there are a host of ideas your team
could create around annual, recurring events.
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As you evaluate your formats, keep an eye on how they
perform across your channels. For example ask yourself:

• Exclusive content is only available on your website
or from your brand; it’s not republished from another
source. It also uses resources and input from experts
who are uniquely yours.

• Do our Twitter followers retweet and “like” our memes
and infographics more than our expert question-andanswer videos?

• Consistent content is published on a regular
schedule, as expected by your growing audience
and followers.

• Do our Facebook followers engage more with our
Facebook Live stories and animated, captioned GIFs
instead of our blog articles?

• Valuable content is timely, consumable, credible,
audience-focused, optimized, and actionable.

• Do our email newsletters result in higher click-through
rates for blog articles and patient stories rather than
video assets?
Using Google Analytics can also help you track where
people go before and after interacting with a content
marketing asset. Questions here include:
• Are users arriving from your service pages and
finding related blogs they want to read?
• Are prospective patients seeking a new provider
after they view a video on your content hub?
• What search terms are consumers using to find
your content marketing assets?
• How long are people watching videos and what
videos are they engaging with most?
Remember that UTM codes can be appended to your
content marketing URLs, making it easy to gain insight and
understand what methods of sharing and formats are most
interesting to your audience.
All of this data can reveal how users travel to your site,
help you infer what they’re looking for, and understand
what stage they’re at in their customer journey.

Develop Exclusive,
Valuable, and
Consistent Content
Content marketing is a strategic marketing approach
focused on creating exclusive, valuable content and
delivering it consistently — all with the goal of attracting
and retaining a clearly-defined audience and, ultimately,
driving action.
What does it mean to develop content that is exclusive,
valuable, and delivered consistently?

Let’s take a closer look at how to define valuable content.

Defining Valuable Content
Evaluate the value of your content by looking at whether it is:
• Timely — Connects to recent news, events, holidays,
seasons, and more
• Consumable — Is interesting, engaging, and easy to
read/watch/listen to and understand
• Credible — Cites a trustworthy expert or is written by
authoritative sources
• Audience-focused — Speaks directly to consumers,
focusing on their needs, goals, and interests (not your
organization’s)
• Actionable — Offers your audience a way to take action
• Optimized for search — Incorporates relevant
keywords, especially in key places like title tags, meta
descriptions and more

Content marketing is
a strategic marketing
approach focused on
creating exclusive,
valuable content and
delivering it consistently.

Content Marketing for Healthcare

Measuring the Success of Your Formats
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Examples of Effective
Content Marketing
When planning your own content marketing, you can find
inspiration by seeing examples of healthcare organizations
coast-to-coast that are doing it really well, from their
content hub assets like videos and blog entries to their
social media sharing.

Cone Health Wellness Matters
Cone Health in Greensboro, NC, offers videos, how-to
blogs, expert advice, and patient stories, all with a goal
to help its readers live healthy. Its content marketing hub,
Wellness Matters, is:

Avera Balance
Avera Health in Sioux Falls, SD, also offers patient stories,
articles about healthy living, and expert advice through
its online content marketing hub, Avera Balance. Avera
Balance is:
• Timely — It's published regularly, and many posts and
topics are linked specifically to seasons and holidays
• Consumable — Includes easy-to-read language,
accessible to all users with short paragraphs
and subheads
• Audience-focused — Uses second-person language,
inviting users to read on
• Actionable — Crosslinks to relevant medical services,
doctors, and newsletter sign-up

• Timely — Published regularly, four or five times per
month, with articles tied to seasons and holidays
• Consumable — Offers content that’s user-friendly
and easy to read with bullets, subheads, and
short paragraphs
• Audience-focused — Uses second-person language
and speaks directly to the reader

Cape Cod Healthcare Health News
Cape Cod Healthcare (CCHC) in Hyannis, MA, delivers
trending topics and a variety of health and wellness
articles through their content marketing hub, Health News.
It hits all the high marks of valuable content because it’s:
• Timely — The CCHC team uses timely articles,
seasons, and events to post relevant content on a
regular basis to their blog and across their social
media channels
• Consumable — Articles are user-friendly and quick to
read on all devices, complete with bullets, subheads,
and quotes from their experts
• Audience-focused — Writing uses second-person
language and speaks directly the visitor on the other
side of the screen
• Actionable — Entries link to events, programs,
services, and provider profiles where relevant

Cone Health Wellness Matters

Cape Cod Healthcare Health News

Avera Balance

Content Marketing for Healthcare

• Actionable — Crosslinks to relevant doctors (who
also serve as authors) and medical services, and
encourages appointment scheduling
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When it comes to your brand’s social strategy, one
social network should never reign supreme. And if the
behavioral patterns Millennials are demonstrating are
any indication, younger generations will be more willing
to split their time equally across a wide range of social
communities (Chart 5).
Start by identifying the audience you want to reach and
the most likely social network they’ll use. As you share
your content formats — from memes and blog articles to
videos or infographics — see which resonate with that
audience. The comments, feedback, and engagement
you receive can guide future decisions for what you share
there in the future.
And don’t forget about corporate channels, too. Apps,
your homepage, and e-newsletters should promote new
content that’s been published to your content marketing
hub also, engaging audiences who aren’t on social media.

Use Hashtags When Appropriate
Most social media platforms these days rely on hashtags to
share trending topics. They help users categorize, filter, and
monitor topics that interest them. According to HubSpot,
posts with hashtags get 55 percent more engagement.
A quick search can show you what hashtags are trending
in healthcare. These, too, can inspire content ideas and
are a great way to stay up-to-date on trending health
topics being shared and talked about on social media. For
your convenience, we’ve compiled a quick list to get your
started (Chart 6).
A few rules to remember when it comes to hashtagging:
• Don’t use punctuation.
• Keep an average of two to three hashtags on each
network — too many appears “spammy.”
• Capitalize separate words for accessibility
and readability
• Spaces break hashtags, so phrases and terms have to
look like one word (for example: #MemoryLoss).
• Brand your hashtags with your organization or
acronym when possible.

Add Images & Emojis to Social Shares
Studies reveal that sharing images with social posts can
positively influence the engagement you get from your
audience. Consider how you share information with your
consumers. If an image can help illustrate your point or
provide more context, add one.

Social Media Use By Age Groups

Here is some helpful data to keep in mind as you build
content marketing into your social media strategy:
• According to Twitter, visuals on Twitter posts can
boost retweet rates by 35 percent, and videos can
provide a 28 percent lift.
• Facebook posts with visuals get 2.3 times more
engagement than those without, according to a
study by Buzzsumo.
• Including a photo and video on a news release
post on Facebook increases views by 45 percent,
according to content marketer Jeff Bullas.
• According to HubSpot, emojis in your posts can
boost engagement by around 26 percent.
And it’s always a bonus if you can use real images from
inside your organization — volunteers, doctors, staff, and
beyond. Your images reinforce your brand.
www.pewinternet.org/fact-sheet/social-media

Chart 5

Rethink Your Content
Marketing
Content marketing isn’t a short-term play. It requires
a thoughtful approach based on nurturing your target
audience with educational and helpful information.
But when done well, it’s an extremely effective way to
connect people with your brand, build trust, and provide
patients and consumers with information that helps them
live healthier lives.
And that’s why we’re in healthcare marketing in the first
place, right?

Conditions

Catchphrases

Branding

Awareness
#DiabetesAwareness

#Diabetes

#HealthyHeart

#TopHospital

#ChildhoodCancer

#FitnessJourney

#BestCare

#AutismAwareness

#Epilepsy

#MotivationMonday

#SupportingLives

#GoRedForWomen

#ALS/#LouGehrigs

#HealthyEating

#YourMedicalHome

#SkinCancerAwareness

#MemoryLoss

#WellnessWednesday

#YourHealthPartner

#WearPink

#Alzheimers

#EatingClean

#CountOn[Name]

#NationalSafetyMonth

Chart 6
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Share Your Content
Everywhere
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Our Content Marketing
Strategy Services

Strategy

Content
Development

• Audience identification

• Editorial calendars

• Blog posts

• Content marketing audit

• Email strategy

• eBooks

• Goals and KPIs

• Fundraising campaigns

• Email newsletters

• Journey mapping

• Hub strategy

• Keyword research

• New facilities/services
campaigns

• Executive or physician
ghostwriting

• Market research
• Persona development

• Infographics

• Recruitment campaigns

• Patient stories

• SEO strategy

• Social media content

• Service line campaigns

• Thought leadership

• Social media strategy

• White papers

• Wellness and health promotion
• Workflow and governance

Publishing &
Distribution

Analysis &
Optimization

Training &
Workshops

• Campaign management

• Custom reporting

• Content development

• Content marketing hub design

• Dashboards

• Content marketing strategy

• Digital advertising

• Google Analytics

• Email design

• Optimization guidance

• Editorial calendar
development

• Marketing automation

• Strategy refinement

• Social media marketing

• Journey mapping
• Keyword research
• Persona development
• Voice and tone
• Writing for the web

About Geonetric
Geonetric helps healthcare brands thrive through
effective marketing and distinguished websites.
As a marketing agency and software developer
with deep technical and creative expertise,
Geonetric provides hospitals, health systems, and
medical groups with a healthcare-specific content
management system, hosting, marketing strategies,
and creative services optimized for the unique
needs of the healthcare industry.

Content Marketing for Healthcare

Research &
Insights
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415 12th Avenue SE
Cedar Rapids, IA 52401
855.848.7407
www.geonetric.com
hello@geonetric.com

