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A U.S.-based MedTech company developed a new technology that made it possible to alleviate pain through outpatient surgery. 

They struggled to increase surgeon adoption and utilization. They knew it would take a strong marketing and advertising program to help
them drive impact. 

What they really needed was a strategic partner who could deliver results fast and scale campaigns nationwide with confidence and
certainty pertaining to the ROI. 

This Company Specializing in Lower Back
Pain Created Instant Patient Demand and
Surgeon Buy-In
This case shows how a device company was able to grow with patients and surgeons. The results of their efforts affected the
profitability and success of the device company and the surgeons involved. 

These results are not unique to the medical device industry. Organizations across the medical industry can replicate results like these
when finding their “perfect patients”. 

Hightlights:

The Challenge
Surgeons utilizing the technology were seeing great outcomes and happy patients, but many patients were stuck in the maze of
referral networks, and others believed they just had to live with the pain.

A secondary challenge the MedTech company struggled with was a clear understanding of the patient journey. Without it, patients
would not feel understood or guided toward a solution. 
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TrackableMed deployed a stepped campaign approach - this allows them to build ads, test, optimize, and expand based on
predictive factors. The campaign launched with a handful of carefully crafted ads, based on the specific pain points of the target
patient population (gained from patient interviews), and tested this in 3 key markets. TrackableMed also handled all of the
incoming calls, processing the patient leads, and then delivering to practices based on patient preference—empowering the
sales team to engage in specific discussions with their customers. 
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Most advertising companies claim it takes time to see results—which is why
clients are often shocked during a TrackableMed campaign. 

In fact, for this MedTech company, the first time their commercial ran in all 3
cities, they received a call within the first 60 seconds of the commercial playing.
For this test, the TrackableMed appointment setting team referred nearly half of
the callers to surgeons to find out if they were candidates for the surgery. 

The team continued with their stepped advertising approach, picking new
markets to test and expanding the 
patient education campaigns. Using specific selection criteria and ad response
testing, they selected a market that resulted in the highest number of calls at the
lowest investment and the numbers took off.
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Overall, the campaign was an excellent kickstart to consumer awareness and surgeon utilization nationwide. But what it also pointed to was
the importance of patient-first advertising, leveraging neuroscience and human behavior to drive action. 

The company was pleased with the overall results, and more specifically, the speed and predictability that made it possible for them to
scale. The surgeons were pleased that they were getting more of the "right" patients for the therapies that they love to do. 

A Winning, Predictable Formula

To make the numbers work, they needed hundreds of surgeons
in multiple markets, doing 3–4 procedures a month. 

Based on the data provided, the TrackableMed team knew they needed the campaign to speak directly to the patient’s pain.
They started by interviewing patient ambassadors and employees who had experience in handling patient 
calls from the website. This led to valuable understanding of the patient and their needs. 

TrackableMed also realized there were potential limitations to getting surgeons on board; they sought to make it easier for
many surgeons to buy-in rather than a select few.  This wide net strategy, as it was called, meant they could get hundreds of
surgeons participating at a lower number of procedures per month, per practice, which was far more achievable from the
orthopaedic practice perspective. 

Nearly Immediate Results
This MedTech

company received
their first call within
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Are you ready to grow your results in a
trackable, predictable way?

Visit TrackableMed.com or call (866) 630-4940
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