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HIGHLIGHT YOUR CALL TO ACTION

of people looking for a new eye care practitioner will end 
up booking the appointment on a phone call. Phone calls 

are extremely important to the growth of your office. When looking at a 
marketing piece, think to yourself, “Is this easy for the potential new patient 
to pick up the phone and talk to my office?” Make sure your phone number 
is always visible and actionable. 

TRACK YOUR MARKETING EFFORTS

There are no guarantees in marketing. Sometimes the billboard works, 
sometimes it doesn’t. The best way to profit from your marketing is to 
monitor it, and make sure it’s doing what you want. Track everything you do. 
Track your marketing messages, each campaign and your budget. This way, 
you can stop wasting money on ineffective marketing, and start investing 
more in campaigns that are bringing you customers.

The MAIN
FOCUS
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SHARE WHAT MAKES YOUR OFFICE UNIQUE

Be very specific when describing what is unique about your office. People 
don’t inherently know how to tell eye care practitioners apart. They don’t 
care about which school of Optometry you went to or even know the 
difference between an Optometrist and an Ophthalmologist. People don’t 
understand the significance of those things. 

Instead, advertise the things that are convenient or interesting to them as 
a patient. For example, if you have a daycare room, highlight that to attract 
mothers to your office. 

ATTRACT NEW CUSTOMERS WITH THESE HOT TOPICS

PRICE
Patients are incredibly concerned with the payments. Do not be stubborn 
and say, “Price shopping patients aren’t the patients I want.” The majority of 
patients are price sensitive. Provide them with a compelling reason to pay 
you instead of Dr. Smith across the street. 

SPECIAL HOURS
Many practices choose to be closed on Fridays. That is quickly changing. 
Offices that offer weekend appointments should focus on it in their 
advertising. If you do have late night hours or weekend hours, share that in 
your message.
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OFFICE BUILDING SIGNAGE

Get some recognition for your office. Your building should have at least one 
large attractive display of your office name and logo. Consider these tips to 
ensure your sign is attractive:  

 Create a sign with large, bright,  
 and bold letters.
 Make it light up so it is visible day and night.
 Make it visible from all the busy streets surrounding your office.

TEMPORARY SIGNAGE

Temporary signage is the most effective way to send a new and dynamic 
message to your local community. It is extremely cheap, and you can change 
your message as often as you’d like to promote specials.

VISIBILITY

If possible, be sure your practice is easily found.

 Having an office board located on a busy street is the best 
 scenario.
 Is it easy for patients to pull into the parking lot?
 Is the view of your office obstructed by trees or other buildings?

Take some time to think about how you can improve your office visibility.

•

•
•

•

•
•
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DIRECT MAILERS

Statistics show that direct mail marketing continues to produce the most 
effective ROI in the eye care industry. Be sure to incorporate them into your 
marketing strategy.  

 Track these mailers by measuring the number of phone calls and 
 website visits each drop is sending your office. 
 Make sure to use call tracking numbers on every mailer.
 Use unique web page URLs to track how many web visits you 
 receive.
 Start the year with a direct mailer, as they should be a major piece 
 of any office’s marketing strategy.
 Get familiar with how to create and effectively implement direct 
 mailers, starting with USPS.

NEWSPAPERS

FSIs (Free Standing Inserts) are an effective way to reach a large audience 
with a message unique to their needs. Plus, it is often quite inexpensive.

MAGAZINES

Magazines rarely reach a specifically targeted audience and the ads are 
often overlooked. If you’re a specialist trying to market to other doctors in 
the area, a local Optometry magazine is a great place to share information 
about your office and to encourage referrals from other practitioners. For 
general Optometry, magazines aren’t a great place to spend time or money.

•

•
•

•

•
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CALL TO ACTION

Remember, it is all about phone calls. Be sure your phone number is clearly 
visible in the top right hand corner on every page of your site. 

IMPORTANT PAGES

After looking at a large number of eye care websites, Patient Pursuit was 
able to discover that these pages drive more new patient phone calls than 
any other page on the doctor’s website. Consider adding or improving these 
pages:

CONTACT US
On this page, include a large phone number, a form fill, directions to 
your office and a few patient testimonials. The “Contact Us” page drives 
more phone calls than any other page. Be sure it will push the visitor to a 
conversion. 

LANDING PAGES
Creating a landing page for every topic makes your service center unique. 
Think about the topics that potential customers will type into Google.

MEET THE TEAM
Snap great photos of your team. Potential customers want to see smiling 
faces.

OFFICE TOUR
Take dozens of photos of your office and find a unique way to display them 
on your “tour the office” page. Website visitors are looking at your office to 
see if they will feel comfortable there.
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MOBILE FRIENDLY

Take out your cell phone and look at your website. Great mobile friendly 
websites are stripped of a lot of functionality and fluff. Be sure that your 
phone number is the first thing on the page and that you are able to “click to 
call” the office straight from the mobile website.
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WEBSITE



                 IS KING

90% of mobile searches and 80% of desktop searches are on Google. When 
potential patients are searching for an eye doctor on Google, be sure your 
office shows up in the top 5 results. As Dr. Farran once said, “Google just 
pulled up 8 gazillion doctors.” There are some key steps to ensure you are 
doing what it takes to be on the top of Google searches. 

 Build a Google+ page and link it to your website.
 Set up your Google+ Local account and link it to your website.
 Make sure your office shows up on Google Maps with a link to your 
 site.
 Solicit Google reviews on Google+ and Google+ Local.
 Create a small YouTube Channel and add YouTube to your website.

To learn how to get the most from your Google+ page, get a tutorial here.

WEBSITE PROVIDERS

The keys to your SEO success are in the hands of your website provider or a 
separate SEO company that you hire. Work with them often to continuously 
improve your web presence. 

You can talk to your provider about dedicated landing pages. You should 
have a landing page for every service that you offer. Think like a patient: 
“What would a potential patient type into Google?” Whatever a patient would 
type is what you should talk about on your dedicated pages. 

•
•
•

•
•
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SEARCH ENGINE
OPTIMIZATION

https://support.google.com/plus/?hl=en#topic=3049661


Some other things to consider: 

  While it’s important to focus on keywords, it’s more important to focus on the  
 content you’re writing for your readers. Google’s job is to find the most relevant 
 results for your readers, so it’s important that you’re producing quality content 
 with enough relevant information to get picked up in a search.
 When adding images to your landing pages, it’s important to give them names 
 for SEO purposes. The search engine looks at these names to understand  
 what’s on the page. For example, having an image on a Lasik Surgery page titled 
 “Lasik Surgery” will have a bigger impact on your SEO than “img_73494.”
 Having a blog with consistent updates also improves SEO. Abandoned blogs, on 
 the other hand, can actually hurt you and your business. Don’t use a blog if you 
 can’t have someone post at least once a month.

Some great, free SEO resources include:

 Wordstream
 Keyword Eye Basic
 YouTube Keyword Tool
 Ubersuggest
 WooRank
 Hubspot’s Marketing Grader

•

•

•

•
•
•
•
•
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HOW TO MONITOR

Focusing on online reputation is important. Listen and respond to customer 
feedback online.

Here are sites that are important to monitor:

 Google+  Yahoo! Local   Citysearch
 Yelp   Angie’s List   Foursquare
 Facebook  Yellowpages   Local.com
 Kudzu   RateMDs   

•
•
•

•
•
•
•

•
•
•
•
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MANAGING PATIENT FEEDBACK

You should pay attention to when patients are using social sites to criticize, 
praise, or share about our offices. First, there are SEO benefits to monitoring 
these reviews. Second, patient feedback + practice improvement = patient 
satisfaction.  

 Set email alerts on the sites so you know when reviews show up.
 Quickly respond to negative feedback and remedy the situation.
 Only respond once. Don’t get into an argument online.

APPOINTMENT REMINDERS

Appointment reminder software can also help you solicit online reviews 
from your patients. When choosing your appointment reminder partner, be 
sure you ask which sites they can help you post reviews to. More options are 
better, but at a minimum you want to focus on Google+, Yelp and Facebook.

•
•
•
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Patient Pursuit’s job is to track which marketing tactics are resulting in new 
patients. Social sites, including Facebook, are still lacking in the new patient 
phone calls department. If done right, Facebook is the one site that could 
become extremely powerful for your office.

COMPLETE YOUR FACEBOOK PAGE

 Ensure accuracy in terms of the service staff, phone numbers and 
 address.
 Post pictures of the office, team, and doctor.
 Post a few times a week to always have recent activity.
 Ask your customers to “check in” and “like” your page.
 Hold Facebook promotions to incentivize activity on your page.

USEFUL TOOLS

Managing your social media site with free resources like Hootsuite or 
TweetDeck will allow you to easily schedule and control your content, for 
free. These tools make it really easy to update all of your social media sites 
at one time, which in turn helps get your promotions and offers out quickly 
and efficiently.  

•

•
•
•
•
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Pay Per Click is a major source of lead generation when 
used in combination with SEO. Google AdWords is still 
the most used and most effective search engine for 
PPC.  But when thinking about starting your own PPC 
strategy for your eye care practice, first determine how 
your office will get the most value from it.

PAY PER CLICK IS:

TIME SENSITIVE
The advertising that PPC allows is a great way to get the word out about 
limited time promotions and events. PPC helps show you more tangible 
results from these short campaigns.

FAST-ACTING
You don’t have to have an account for a certain amount of time to get your 
company’s name out there. Your ads could land on the first page on the 
very first day of getting a Google Adwords account.

EASY TO MANAGE
With PPC, you don’t lose control of what your ads look like. Content, images 
and landing pages you will direct your audience to are all up to you.

GIVES YOU MORE REAL ESTATE
On the search engine results page, PPC will double up your presence since 
your brand will come up in paid and regular results. This makes your brand 
have a bigger impact on your searchers.
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HOW TO GET STARTED WITH A GOOD SEM PROVIDER

Finding a SEM provider could mean using the same person that does your 
SEO, but it’s important that you do your research first as well as have your 
own requirements. First off, you need to know what sets you apart from other 
great eye care practices, as well as determine your audience. 

Second, you need to approach potential SEMs with an open mind and make 
sure you focus on not choosing based on price alone, how well thought-out 
their proposal is and has realistic expectations of results. 

SOME FREE SEM TOOLS INCLUDE:

 Website analytics and testing – Google Analytics
 Paid Search Advertising – Google AdWords, Bing Ads

•
•

PAY Per

CLICK
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Own the Phone with

Patient Pursuit is a done-for-you system for booking more new patients on the phone.

Patient Pursuit improves phone skills and makes marketing decisions easy. Our proven 
system will help you attract more of the right leads and convert them to new patients.

Patient Pursuit will track, record, and categorize every phone call coming into your 
practice. Using all of this data, Patient Pursuit will:

• Turn your staff into phone experts

• Salvage missed opportunities
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GET A DEMO

• Provide feedback and call coaching

• Identify the best marketing channels

https://www.patientpursuit.com/pp/eye-care.cfm?utm_source=The%20Definitive%20Guide%20to%20Marketing%20Your%20Eye%20Care%20Practice&utm_medium=PDF&utm_campaign=The%20Definitive%20Guide%20to%20Marketing%20Your%20Eye%20Care%20Practice

