Surefire
Ways

To Market Your Practice On The Web

Spread the word about your office on the Internet. Attract new patients

and add value for existing ones.

By Robert . Smith
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s greatest boon to podiatrists is the fact that an effective site

1extended period of time as a global advertisement for their

following questions

* What goals o
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What It Takes To Maintain An Appealing Site

« How ofien will you update the site? Weigh the tme constraints
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Value Is Everything
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Web Marketing

The Importance of Fresh Content
4 Provide updated content, Web murketing basies dictate that
« you should rotate content (articles, answers 10 questions,

ete.) on and off your site at regular intervals, thereby attracting

repeat visitors to the site by providing something ditferent cach

tme they visit, The only problem is time. Few physicians have

enough of it to spend updating their Web sire
R L

“lime s probably the biggest drawback,” says Dr. Miles, 1
haven't had the tme to answer all of the questions that come in

through the c-mail. There are some questions that 've had for
amonth now that L juse haven't had the opportumty to respond
to. My original goal wa to keep the site (www.fontdouts.com)
updated

Dr. M
whose day-to-day work in their practi
keeping their sites stocked with fresh content. Although the need
1o update regularly depends on your original plan and purpose

ilarly, but it just hasn't happened.”
s quandary is one that is shased by many physicians
s provents them from

of the site (reter to your orgmal sketeh), you probably won't get
repeat hits if you don't refresh your content,

Deliver Updated Content
Of course, that docsn't mean you mwst be chamed to your PC
i order to mamtam your vilue o Web-savvy patients. Here are
somne alternatives to consider:

* Geet it all up front. Load up on exclusive content when you
first post the site, giving yourselfa bit of “breathing space” before
na made his site

vou need to update the content, Dr,

s strawes. comtsaxHeet. itm) a large repository for information

from the very start, providing users with more answers, articles,

papers, wndd links of interest than they could ever possibly read
through in one sitting. | herefore, e can update the site at his

6 Podiatry Today « Santember 2000

Three Proven Methods

To Track Web Site Traffic

*Counter programs. Check with your Internet service provider
about the available “counter” options—a service or application that
ticks off every lime a user visits your site. Some Web development
programs offer rudimentary counters, but more sophisticated ser-
vices can provide additional informatian, such as points of origina-
tion, that the others cannot.

* Office forms. Capure infermation on common patient forms
that willtell you whether your patients have seen your site. “We knoi.
that people have seen us on the Web because we have a question
on our patient information forms thal asks where they found oul
about us” explains Jerry Miles, DPM.

» Discount offers. Dr. Miles also uses a commaon Web market-
ing strategy-the discount affer—that is quite uncommon among
physician Web sites. New patients who go to Miles' practice and
mention his Web site pay no co-pay for their first visit. Some com-
panies offer a coupon through their siles that visitors can print and
bring with them o the office.

“The idea was to gel patiants to tell me that they saw the Web
site, 50 | could keep track of whether the site was attracting new
patients or nol” explains Dr, Miles. “The co-pay is typically $10 or
$20, 50 the patients have a $10 or §20 incentive for finding the site
and then telling us about it

“The funy thing is very few peaple ask for the frea co-pay. They
just forget about it, | guess.”

Dr. Miles says he knows people are going to the site because
they indicate it on the offica forms they fill out.

own pace and stll provide valuable information o patients,

* Link 1o aute-updite sites. 17 you have trouble providing new
content on a regular basiy, try to hook up with a credible ser
vice that can.

“My site has a link to another site that updates every day,”
explains 121, Straw, “It has
material. So there’s something chinging every day, since 1 just

it Tip of the Day" and some other
P

don’t have time to put all new original stuff out there
* Stay ont top of the news. Updaee the site when |

tnews in
your field draws actention wo poduitry practices or some relaved
aspect of your field

+ Keep your FAQs straight. Use 2 Frequently Asked Ques
tions (FAQ) page to tackle common issues o questions that

patients bring tu your attention. The page can handle basic

mguiries about office houry, insurance and co-pay wformation,

phone mamb
al
hministrttive help. Assigm an adnnnistrative asistant or

etc. It can alsa o nto high level detail about

conditio i signals and possible treatments

Cie
office muanager o check e-mails, research questions and keep
your Web site updated, In order to deli
ce if'a junior member of your staff can help

T on your promised ¢
il response time,

you out in responding to parient questions.



Can Prospective
Patients Find You?
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cialists’ sites.

s Join the Chamber of Com-

Be easy to find. Accord-
50 ng to one recent survey
by USA Chicago, an interna-
tional communications firm
specializing in online market-
ing, less than 40 percent of all Shipo il
Web sites are indexed by the Vi
major online scarch engines,
such as Yahoo, Alta Vista and o
WebCrawler.  Most  Web

.‘i\.ll‘f‘t‘l’\‘ use these L‘llg]llt!ﬁ to

Ankle Sprains
Appointments
navigate through the Web.

Register the site with all three seh A
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#

of these services, as well as Marathons

Lycos, Excite and even lesser-

known engines such as Infos-

" Pala Alto Metical Foundstion

mierce. Make sure your practice’s
URL is displayed prominently
in the business directories, pack-
ets and Web sites published by
your local Chamber of Com-
merce, The Chamber of Com-
merce mightalso be able to assist
you in finding help with Web
development, or finding link or

Sports and Surgical Podatry

Degastment of Sparts Medicme Web ring partners,
795 El Camino Resl

= Publish. 1If you publish
articles or essays in medical jour-
nals (or even in more regional
publications), include
URL in your bio blurb.
= Give referring docters and

your

cek, Image Surter, DejaNews.

Make sure your site can be
located by both category and
keyword search. For the latter,
come up with as many descriptive keywords—podiatry, podiatrist,
podiatric, foot, feet, medicine—as you can as well as specific con-
dinons you treat.

Look into registering with services that submit your site
to a wide array of scarch engines — sort of a “one-start” shop-
ping method for allowing users to find you.
Check

www.netcreations.com for information on

out www.submit-it.com and
this service and/or software that will allow

you to register your site yourself.

Increase Awareness Of Your Site

Increase your overall visibility. The suc-
6. cess of your Web site marketing strate-
gy will, in large part, hinge on how well you
incorporate it into your overall marketing
efforts:

» Put your URL into advertisements. 1f you
advertise in the Yellow Pages, newspapers, or
other publications and/or media outlets,
place your URL prominently in your copy.
You can even link the ads and the site through
“teasers” (“Find out more...” “For more
information...” and the like) that entice your audience to visit
your site.

e Link with other practices. Work out a deal with associ-
ates or other doctors in your practice, clinic, or hospital who
have their own Web sites by placing links to their sites on
your site in return for their placement ot your link on theirs.
You can also accomplish this by setting up a “Web ring,”
with a portion of each site’s home page (usually at the bot-
tom) containing a link to and from your page to other spe-

e

Atthe beginning, it's a good idea to load up on exclusive content so you can

give yourself some breathing room before updating the site again.

“A Web site
reinforces the
referral,” says
Dr. Saxena. A

referred patient
“can go to the
Web and see

what I'm about.”

e  patictits your UURL. It most of

your business comes from refer-
rals, there are still benefits to
having a Web site.

“A Web site reinforces the referral” says Dr. Saxena.
“Another patient or doctor will refer someone to me and they
can then go to the Web and see what I'm about. They'll see
that ’m published and that I'm involved with different things.
I see 80 or 90 new patients a month and probably a handful of
them come from the Web. I don’t do any
advertising.”

Its also important to track how visible
you are by determining how many people visit
your site. Of course, there are multiple ways
to obtain this metric data. (See “Three Proven
Methods To Track Web Site Traftic.”)

Make The Site Truly Interactive

Help improve patient care. Atits cssence,
7- the best marketing your Web site can
provide is in its ability to help patients. They
could use the site to make appointments, gath-
er information for a diagnosis or get answers
to questions. They may also get reminders of
upcoming appointments, info on pertinent
therapies, or other things that can help them
in their care and recovery.

As time goes on and you discern new patient needs, you
can rework your Web site to meet those needs.

“I've gone through several iterations on my site and grad-
ually it has become more sophisticated,” says Dr. Straw. “It was
pretty bland at first, but as  learned more about how to do things
and saw ways to improve the site. | created several more versions.
It’s a lot more useful than it was when I first started.” B

My Smith is a technical consultant and freelance writer who lives
in Cleona, Pa.
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