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Medicine is almost as old as civilization, but in many ways, the modern healthcare industry is still 

in its infancy. Physicians, hospitals, and other healthcare providers did not even begin regularly 

advertising to consumers until the 1970s. Specialized consultants that help doctors, insurance 

companies, and other providers organized into a major force in the industry only in the past few 

decades. In fact, major trade groups like the National Society of Certified Healthcare Business 

Consultants didn’t even form until the 1990s. Today, the healthcare management consulting 

industry is worth over $50 billion.

In light of the significant growth of the healthcare management consulting industry, B2B marketing 

campaigns have become increasingly important to this landscape. Advertising in medical journals 

and sending “swag” to providers have always been staples in marketing to physicians. While 

these can be useful in building brand awareness and developing relationships, they don’t make 

ROI any more certain. Another common marketing tactic is participating in networking events or 

in-person meet ’n’ greets. But with the COVID-19 pandemic, these are less popular. That leaves 

digital marketing to physicians as the primary form of outreach.

It makes sense then that digital strategies, including online ads, search engine marketing, and 

social media, are the fastest growing part of every marketer’s budget. According to February 2020 

research by Deloitte, B2B digital marketing spending in every industry was up by 13.1 percent 

compared to the previous year. Brands are increasingly reaching consumers online and on their 

smartphones, and B2B marketing is following suit.
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The Challenges of Digital 
Marketing to Physicians
Doctors are unique targets for B2B marketing, because they are highly desirable mainstream 

consumers, entrepreneurs, and specialized business owners. This distinctive profile, as well as 

the nuances of the healthcare industry, make them incredibly difficult to market to. Some of the 

biggest challenges include the following:

Physicians Are a Valuable Consumer Demographic

The 2020 Medscape Physician Compensation Report confirmed that doctor salaries continue to 

rise. Primary care physicians earn $243,000 on average, while specialists bring in $346,000. As some 

of the top income earners in the nation, doctors are an incredibly valuable demographic for luxury 

brands in the automotive, fashion, and travel industries with companies willing to spend massive 

amounts of money targeting them. As a healthcare consultant, your competitors are competing for 

business from doctors as well, all while trying to stand out among flashy luxury ads.

The Digital Landscape Is Saturated 

With Healthcare Content

If you do any healthcare related search on Google, chances 

are the top hits will be for websites targeting consumers. 

Generating new physician leads for your business is hard 

enough, but making something doctors can actually find 

through organic search in the sea of consumer-facing 

content adds another level to the challenge.

High Competition With Referrals

People tend to ask for referrals to find new doctors, seek legal assistance, or need help with 

their finances. In fact, a study by Clio found that 59 percent of consumers seeking new lawyers 

sought a referral. Physicians behave similarly to consumers when they need consultants for 

their businesses. If they need a new compliance expert, an attorney that specializes in contract 

negotiations, or other highly specialized service, they are more likely to reach out to their network 

for referrals than trust ads they see online.
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Digital Marketing to Physicians: 
The Building Blocks
The Clio study also found 57 percent of consumers searched for an attorney on their own, and 16 percent 

tried both referrals and independent research. There is still a lot of value in digital marketing, especially 

for building brand awareness that could generate referrals.

Here’s what you need to know to begin building your own campaign:

Define Your Target Audience

As you may already know, B2B digital marketing leads to a much 

better ROI than traditional advertising. However, because 

this field is so competitive, it’s important to target your 

efforts to achieve optimal results. This could mean 

honing in on a niche you’re passionate about or 

identifying the types of doctors most likely to need 

your services. In addition to making your marketing 

efforts more effective, building a particular client base 

can improve your referral rate within niche communities.

Here are some demographic points to help you define 

your target audience:

Type of Practice

A doctor in a private practice works with only a small support staff. These may be the most likely 

to need the support of consultants, but their size limits what they can pay and the scope of work 

they need. For example, a private practice may be an ideal client for solo healthcare attorneys who 

specialize in healthcare business law or healthcare regulations and compliance.

However, group practices provide a more bureaucratic setting that needs a higher volume of work from 

consultants. Doctors could also opt to sell their practices to large health maintenance organizations 

or hospitals, so the decision to hire specialists could be completely out of their hands.
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Decision Making Process and 

Company Culture

More complex practices have more levels 

to their decision making processes, which 

can affect your sales lead time and your 

overall marketing success. For example, if 

you’re marketing to doctors who operate 

in solo, private practices, you have to 

convince fewer people of your value. You 

only have to convert the one doctor you’re 

targeting. In larger group practices, a 

majority or all of the doctors—or even a 

specially appointed board—will have to 

approve consultation hires. The decision-

making process only gets more complex 

as organizations 

get larger.

Organization type also impacts company 

culture. For example, one doctor operating 

a solo practice is more likely to be casual 

and relate to consultants who approach 

their work similarly. Larger organizations are 

likely to have more bureaucratic cultures, 

and only work with consultants who check 

certain boxes. If lifestyle and client culture 

is important to you as a consultant, keep 

this in mind in your marketing efforts and in 

whom you choose to target.

 

 

 

 

Practice Size

The client base of a doctor with a private 

practice in a rural town is going to be 

different from that of a group practice in a 

major metropolitan area. The complexity of 

the practice can drastically alter the type of 

support they need from consultants.

For example,  a solo doctor who only sees 

a few hundred patients per year may 

have a need for simple employment and 

contractual legal assistance. But in a large 

group practice, a more complex set of legal 

skills may be required to keep a practice 

running while the staff provides care to a 

high volume of patients.
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Specialization

Just as physicians may find themselves 

drawn to specific areas of health, consultants 

may find themselves drawn to work with 

specific types of doctors or doctor run 

organizations. As an IT consultant, you may 

find yourself uniquely equipped to implement 

off-the-shelf solutions for large HMOs or 

specialize in creating highly customized 

systems for private practice doctors wary 

of technology. Or as an attorney, you 

may have an affinity for representing 

cardiologists or surgeons but no 

interest in general practitioners. If 

an area of specialty is important 

to you, keep it in mind as you 

build your audience.

Geography

One of the biggest limiters of your marketing 

audience is geography. Attorneys especially 

can only practice in the state or states they’re 

licensed in. Thankfully, focusing on such a 

specific target audience will improve ROI.

Communities Served

Similar to specializations, some physicians 

may focus on serving specific communities. 

For example, in large metropolitan areas, it’s 

common for physicians to specialize in working 

with Spanish-speaking neighborhoods or 

immigrant communities. Other doctors 

may market themselves heavily to LGBTQ 

communities. If this is an important part of 

your brand as a consultant, consider digital 

marketing to physicians who specialize in 

certain communities as well.
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Build Your Buyer Personas
Once you have a good idea of the demographics you want to target in your advertising, you can build 

their personas. A buyer persona outlines exactly who people in your target audience are and what they 

might need. Delineating these personas will help you develop your messaging, 

which we’ll get to in the next section.

To build your buyer persona, develop a profile of the following:

Background

The background of your buyer persona is made 

up of hypothetical biographical information. 

When it comes to digital marketing to physicians, 

you already know your audience is going to be 

highly educated. If you’re limiting your efforts 

to a specific geographic area, is there anything 

about your locale that could help shape your 

marketing message, such as climate or local 

legislation that affects the healthcare industry?

Potential Problems

What challenges are you helping your target 

audience overcome? If you’re an IT professional 

targeting large practices, a problem they 

might face is handling a higher volume of 

telehealth appointments than usual. Create a 

list of problems you’ve helped your past clients 

overcome or that you know are becoming paint 

points for your 

particular niche.

 

Goals

Aside from overcoming problems or challenges, 

what does your target audience want to 

achieve? Do they want a higher reimbursement 

rate from the insurance network they’re part of? 

Do they want to defray future liability by better 

compliance? Do they want to reduce their 

billing administration costs? Generate a list of 

potential goals your clients might have in mind 

as they look for consultants like you. Just be sure 

to define goals that you can help them achieve.

Objections

What are some issues your potential customers 

might have when it comes to working with you or 

consultants in general? Is it the costs associated 

with your services? The lead time you need to 

prepare a case? Laws and regulations limiting 

how involved you can be with a client?

Come up with a list of concerns they may 

have about your particular offering so you can 

head them off at the pass in your marketing 

messaging. Even if you can’t address these 

in your initial outreach, this work will prepare 

you in facing them later on in the sales funnel, 

such as an initial exploratory call.
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Define Your Messaging
Coming up with your actual brand messaging is perhaps the most creative phase of digital marketing 

to physicians. If you’ve done a good job defining your target audience and building buyer personas, a 

lot of your messaging will be logical.

Still, here are some concepts to consider as you pin down your marketing messaging content. These 

elements of messaging will impact and color every ad and piece of content you create:

Competitive Differentiators

A marketing message may really take shape when you combine your value prop with facts about 

what separates you from others in your field. For example, maybe you have 30 years of experience 

as a healthcare consultant in your industry, or your team has extensive knowledge and expertise 

in a niche healthcare field.

Case Studies

Do you have examples of your success? Highlighting your results through case studies can be great for 

marketing messaging. For example, if you were able to reduce a client’s billing costs by 

20 percent, that’s a tangible stat to highlight for your potential customers. Of course 

you can’t guarantee the same results for everyone, but it’s great to talk 

about what you’ve achieved for others.

Value Proposition

A value prop is simply a statement of intent about what you plan to deliver to your customers. This 

is often synonymous with your company’s mission statement, or embedded in the About Us section 

of your website. In digital marketing campaigns, the value proposition will often be included at the 

end of a blog post or stated outright in social media ads. Conveying this succinctly is key to helping 

customers understand what you do and how they can benefit from working with you.

Third-party Endorsement

Referrals are the most trusted form of endorsement, but 

third-party endorsements in the form of awards or media 

coverage can be just as good. In fact, an award nomination, 

or positive news features about your company or work, 

could be the basis for entire ad campaigns.
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Digital 
Marketing to 
Physicians:
 

Execute the Strategy

Once you’ve identified the core components of 

your messaging, it’s time to conduct outreach.

healthcare digital marketing efforts.

Develop Your Content
 

Regardless of what type of digital marketing 

to physicians you want to focus on, at the very 

least, your company needs a website.

Your website should convey your value 

proposition, list the services you offer, highlight 

you and your team, and provide contact 

information for prospective customers. This 

site, or a specific landing page on it, is usually 

the destination of all your digital marketing 

campaigns. As the only digital channel you fully 

control, you should make the most of your website 

and fully customize graphic presentation, 

structure, and content to maximize the impact 

it has on current and future customers. Think of 

your website as a well-curated repository for all 

your marketing messages, case studies, awards, 

media coverage, and news to showcase your 

expertise and value.

Even if you don’t plan on using social media for 

digital marketing to physicians, it’s important to 

have a presence on the platforms most often 

used by healthcare professionals. LinkedIn, 

Facebook, and Twitter are usually the best for 

B2B companies, but you may have success on 

Instagram or TikTok if you create content that 

really stands out. The only downside to social 

media is that you may have to monitor the space 

for negative comments.

Additional Content

In addition to your website and social media 

profiles, you may opt for additional content 

for use in your campaigns. You can share all 

of this content on your website and social 

media profiles.

• Blogs are a great way to expand upon your 

value prop, comment on industry trends, 

and establish thought leadership.

• Original artwork, such as infographics, can 

illustrate some of these points even further.

• Photos of you, your team, and your workplace 

can further customize your website.

• Videos can further illuminate the value 

of your company or tackle a subject in a 

different format than a blog. But these can 

be the most expensive content of all 

to develop.
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Choose Your Digital 

Marketing Strategies

After you establish your website and social 

media profiles, it’s time to choose the tactic you 

want to use for digital marketing to physicians.

Search Engine 

Optimization (SEO)

SEO strategy involves optimizing the copy 

of your website and blogs to rank higher in 

organic search results for specific keywords. 

In this strategy, marketers understand that 

search engine results are real estate, and the 

links at the top are the most valuable. After 

all, nearly 95 percent of all traffic goes to the 

links on the first page of results. Competition 

is fierce to rank for this space.

SEO strategy is as much of a science as it is 

an art, so get creative, but focus practically 

on creating high quality content and specific 

keywords. To use this strategy effectively, 

you have to research potential keywords 

physicians will search to find your services, 

and then create content with those keywords 

likely to generate traffic and establish 

authority. You will also have to blog or create 

videos regularly to maximize results.

Having links from other websites directed to 

yours (backlinks) will also improve your search 

ranking, especially if they have more traffic 

than you. You can increase your chances 

of getting backlinks by providing useful 

information that other people want to cite.

Email Marketing

As a medium, email is incredibly effective for 

digital marketing to physicians because it 

represents such an ideal opportunity to educate 

your audience. Today, marketers use newsletters 

in tandem with other strategies, especially SEO. 

For example, many marketers who regularly 

publish blogs also send them out as newsletters. 

Others may tease blog posts in a newsletter 

alongside other new content and link to the post 

to drive traffic.

Email marketing is a great way to build 

relationships with current and future customers 

alike. Newsletters can keep current customers 

up to date on their industry, while creating 

a sense of community for leads who may 

eventually convert to customers. However, email 

requires leads to willingly sign up, so that it’s not 

considered spam.
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Social Media 

Marketing

Social media marketing 

involves a mixture of content creation and 

networking. On social media sites like LinkedIn 

and Facebook, it’s easy to join groups related to 

the healthcare industry and build relationships 

with people in your field. After they follow your 

profile, you can continue to engage them by 

creating engaging, valuable, even entertaining 

content specifically for your social media 

channels, designed to be organically shareable. 

This is a great way to distribute blog posts and 

share news.

Paid advertising also plays a role in social media 

marketing. You can “boost” posts as a paid ad 

to reach users outside of your current network 

or create ads that display like posts, but are 

hyper targeted to specific demographics.

Omnichannel

The most common digital marketing strategy 

today is omnichannel—a mixture of all of 

these techniques. Digital marketing is more 

of an ecosystem than anything else, hitting 

potential customers from every angle and 

every channel.

As you’ve probably noticed, whenever you see 

a banner ad on a website, it’s only a matter of 

time before you start seeing ads for the same 

product on social media and search results. 

In fact, it’s possible to target your social 

media ads to physicians who search for your 

keywords or sign up for your newsletter. This 

type of multi-touchpoint marketing is a great 

way to keep your brand and services at the 

top of your leads’ minds. In fact, retailers 

were able to increase their conversion rates 

by 40 percent during the pandemic using 

omnichannel marketing strategies.
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Digital marketing to physicians is an incredibly complicated 

process. Even though online strategies are more cost 

effective than traditional TV or print advertising, mistakes 

can still be costly. Managing campaigns in-house may 

save you a lot of money, but with a lack of expertise 

in digital marketing, it’s unlikely you’ll reap the full 

ROI benefits and capabilities of these strategies. 

However, relying on a digital marketing 

agency comes with its own significant costs 

and results still aren’t guaranteed.

What if there’s a different option?

Seventy-eight percent of B2B marketers report referral programs generate better leads than 

any other type of strategy. Enter Perla, a B2B lead-generating service that connects businesses 

through a cutting-edge matching platform. Physicians, hospital administrators, executives and 

other members of healthcare trade organizations can access a network of vetted and trusted 

advisors in minutes and search for consultants in the exact areas of expertise they’re looking for.

Meanwhile, consultants can create advisor profiles that provide detailed information about their 

work experience to offer their services to healthcare professionals and businesses. Advisors pay 

only a small fee for each time healthcare professionals select their profiles and request to contact 

them, securing leads who are actively looking to hire—at a fraction of the cost of a campaign. To 

ensure the highest quality leads, Perla ensures to match the advisor services only with healthcare 

professionals or businesses who are members of a healthcare association.

Digital marketing to physicians is a complicated but rewarding endeavor. You can take some of 

the pressure off your expensive marketing efforts by opening yourself to receive inbound leads. 

Become a Perla advisor today to get matched to businesses looking for your services.

Should You Hire an Agency?

https://www.socialmediatoday.com/content/5-powerful-reasons-you-need-referral-program
https://www.goperla.com/
https://www.goperla.com/advisor
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