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sElling yoURsElF onlinE

Social media is confusing and daunting for most business owners. Pam 
Underdown (right) suggests where you should focus your effort for success

Be ‘sociable’ when 
using social media

Are you fed up about not getting 
many sales from social media and 
you don’t know why? 

Perhaps you’re posting on 
Facebook and Twitter several 
times daily but you’re frustrated 
because, no matter how much 
time and effort you put into social 
media marketing, getting new 
patients is just not happening for 
you.  

Maybe you’ve even considered 
quitting because it simply isn’t 
working. Well, you are not the 
only one. For most business own-
ers, social media for business is 
confusing and daunting. 

Success on social media is about 
understanding your target audi-
ence, engaging with them and 
finding out what makes them 
tick.  

Without this, you end up just 
broadcasting messages and hop-
ing some of it sticks. But it won’t 
– you will be lost in a sea of enter-
tainment, ‘voyeurism’ and pro-
crastination.  

Many well-meaning posts on 
social media are put there without 
much thought and without a 
strategy. But with no strategy, you 
don’t know whether what you are 
doing is working and why. And 
you don’t know how long to do 
things for, what to change or 
what is successful. you are throw-
ing mud at the walls and hoping 
it sticks. And that is not a good 
use of your time. 
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To stand out 
from the 
crowd and 
start building 
relationships 
with 
prospective 
patients, you 
need to create 
a brand 
personality

Most people use social media as 
a platform for their own self-serv-
ing megaphone announcements 
– ‘shouting’ at people and then 
wondering why it doesn’t work. 
you don’t need to stand out from 
the crowd by shouting as loud as 
possible.  

you need to cut through the 
noise on social media in a way 
that is congruent with what peo-
ple are doing on social media –
and, on the whole, they are there 
to be social. you can still sell on 
social media, but it needs to be 
weighted in the other direction, 
otherwise you will turn people off.  

you need to put great content 
out there on a regular basis to 
build ‘know, like and trust’. This is 
basically common-sense market-
ing. No one is going to spend any 
money with any business if they 
don’t know them, if they don’t 

ParT 1
Before you spend any time on social media, you have to have a very 
strong idea of what you are doing it for. What is your goal? What would 
you like to see achieved weekly and monthly? 

ParT 2 
Your plan will need to be broken down into several subsections: Who is 
going to do it/who is responsible?  

This is pretty obvious, but if you are slowly starting to dabble with 
social media, I am sure you have realised it needs daily focus, effort 
and attention to really get it moving. If you don’t have the time and 
are unable to commit to this on a daily basis, then you will need to find 
the right person to delegate the daily actions to.  

a word of warning though: make sure you keep control over it and 
make sure your agent really understands you, your business, your target 
audience and your brand personality. It can be a complete waste of time 
to abdicate this to someone who doesn’t understand aesthetics. Give 
them specific instructions and keep a daily eye on everything they do. 

What platforms will you focus on? I wouldn’t encourage going gung-
ho on all of the platforms, as you will be spreading yourself too thinly 
and getting nowhere.  

Focus on one or two to begin with, get up to speed and master them   
and if you achieve your goal, then you may not need any more. In 
reality, it’s all about where your patients and prospective patients are 
spending time.  

If you are not sure, you will need to ask them. Then you will need to 
create an overall plan detailing what you want to achieve and a 
smaller plan of action for each platform.

What content will you post? What will the updates consist of? What 
will be of interest to your prospective patients? remember, it’s all 
about what will interest them and not what interests you.  

When will you post and how often will you post? What are the sweet 
spots to get the biggest bang for your spend?

ParT 3
This is all about conversion. How will you take your followers and fans 
from social media to become a paying patient? 

What needs to happen for a connection, a fan, a follower to make a 
phone call and arrange a booking with you? 

ParT 4 
If you are not capturing the data from your social media connections, 
you are wasting your time. Without capturing details through their 
in-built lead capture page or by taking people away from Facebook 
onto your own specific landing page, you are putting your faith into 
having permanent access to your social media accounts. 

Don’t lose all of the hard work you have done already to build your 
audience; get them onto your list so you can start building 
relationships with those who aren’t ready to pick up the phone just yet.

ParT 5
How will you measure your success and the revenue you generate? 
How can you link the revenue from your social media profiles and 
know whether your posts and adverts are working or not?  

You will need to keep a track of everything you do on social media; 
you will need to measure it weekly and monthly and if it’s not working, 
then you will need to change it. 

This is all very logical, but if one element is not in place, it won’t 
work how you want it to. 

ing? What engagement are they 
getting? 

Study them all, make some 
notes and keep tabs on it. Also 
look for those companies you 
have a personal connection with 
– the ones that you follow outside 
of your work. What do you like, 
what don’t you like and why are 
you engaging with them? What 
can you learn and emulate on 
your own profiles? 

Avoid negativity
Be positive – anything negative 
will turn people away from you. 
So if you are getting others to post 
for you and they have a bad day, 
ask them not to post, in case their 
mood comes across in your name. 

you are responsible for what 
goes out there and if anyone 
leaves a negative comment, the 
chances are people will bite and it 
will look really bad for you, your 
business and your reputation. Be 
mindful, as this does happen 

like them and if they don’t trust 
them. 

Imagine that you have just 
waved at a random person across 
the street and their immediate 
response it to thrust an order form 
in your hand and suggest you buy 
something? Would you feel 
inclined to seek them out and 
spend time with them again?  

Building relationships
If you come on too strong, you’ll 
likely get the metaphorical door 
slammed in your face. To stand 
out from the crowd and start 
building relationships with pro-
spective patients, at the same 
time as developing continued 
relationships with existing 
patients, you need to create a 
brand personality.  

your brand personality is based 
upon the real, true authentic you. 

you will then use your brand per-
sonality to build rapport, build 
relations and build a connection 
with prospective patients. you 
need to build an engaging person-
ality that isn’t boring or overly 
corporate. you need to be ‘you’ 
and to enable your personality to 
shine across, but in a way that 
matters to your audience.   

Key personality traits
The four key personality traits to 
exhibit are: engaging, sociable, 
open and honest. Social media is 
very transparent and people will 
see through you and ignore you if 
they feel you are not being 
authentic.  

Start by observing your com-
petitors and really study those 
who are doing it well. What are 
they doing? What are they say-
ing? What content are they post-

when someone else posts on your 
behalf. Make sure you have a plan 
to deal with any negative com-
ments professionally and take it 
offline quickly. 

When people start connecting 
with you, the chances are they 
won’t have a clue who you are. So 
how can you expect them to 
engage with you or even start 
spending money with you, if they 
don’t know, like or trust you? 

It’s a bit like asking someone to 
marry you on a first date; you just 
wouldn’t do it. you need to build 
the ‘know, like and trust’ with the 
content that you post, and it must 
be content that adds value. you 
need to maintain a healthy ratio 
of six to eight content, educa-
tional and relationship-building 
posts to one promotional post.  

you need to create something of 
yourself that your target market 
will engage with. Showcase your 
expertise by teaching, educating 
and providing useful information. 

If you are using your normal 
business page to post promotions,   
they won’t get much exposure at 
all these days – as you probably 
know. Facebook has restricted all 
the free tactics we used to be able 
to use in the last few years to get 
us to spend money with them. 

Test, measure, monitor 
Facebook advertising is still the 
most reasonably priced advertis-
ing that directly can target your 
ideal patients, but there are ways 
of getting the best results and the 
best engagement. 

It is well worth learning how to 
use the tool properly. To really 
maximise your results, you will 
need to test, measure and moni-
tor. Spend small, fail small and 
continuously improve. 

use Facebook’s own split-testing 
tool, where you can upload six 
images at a time. Videos tend to 
work better and really help build 
relationships when it is you in front 

of the camera. you can also upload 
your patient database and use the 
‘lookalike audience’ function to 
find prospective patients with the 
same interests and demographics.  

While it’s very cost-effective 
when compared to different 
forms of advertising, the hardest 
part is optimising the advert once 
you set it up. There are many 
adverts to choose from that will 
either help you to grow your fan 
page or get direct leads and sales. 

Don’t boost posts from your 
page, as the targeting is very weak; 
do it from the ad’s manager 
instead. Make sure you play on 
scarcity and urgency with a time-
limited reduced price or a limited 
number available. 
 Next month: How to build 
a business with systems and 
a team that works efficiently 
even in your absence
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You can still 
sell on social 
media, but it 
needs to be 
weighted in 
the other 
direction, 
otherwise you 
will turn 
people off

Would you like to remove the administrative 
stress of medical billing and collections?    

Have you an amount of bad debt owed? 

Would you like to raise the profi le of your 
practice and attract more patients?

Medical Billing Direct is a dynamic, progressive company 
with a dedicated team that o� ers over 25 years’ 
experience in successfully providing streamlined billing, 
collection and marketing services

Look no further for the right help to 
drive your practice forward. Please 
feel free to get in touch.

Medical Billing

Collections

Bad Debt

Medical Marketing
medicalbillingdirect.co.uk

0207 206 2760
info@medicalbillingdirect.co.uk

We off er aFREE MedicalBilling Healthcheck
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