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  Online Best Practices Guide

  Hospitals & Healthcare Clinics

   BACKGROUND
In recent years, the hospital industry has been undergoing massive change and reorganization with technological innovations and the spread of managed care.  As a result, the total number of hospitals countrywide has been declining, and a growing number of not-for-profit hospitals have converted to for-profit status.  Consequently, the characteristics that may differentiate one hospital from another may originate as much from the boardroom as an exam room.  Not all hospitals are alike, as the various classifications will illustrate.  
General or Specialized Hospitals. There are over 6,500 hospitals in the United States.  The majority of them are "general" hospitals set up to deal with the full range of medical conditions for which most people require treatment.  But more than 1,000 hospitals specialize in a particular disease or condition (cancer, rehabilitation, psychiatric illness, etc.) or in one type of patient (children, the elderly, etc.). 

Teaching or Community Hospitals. Large teaching/research hospitals have a variety of goals.  In addition to treating patients, they are training sites for physicians and other health professionals. Teaching institutions are almost always affiliated with a medical school, which means patients have access to highly skilled specialists who teach at the school and are familiar with up-to-the-minute technology. 

Nonprofit or For-Profit Hospitals typically fall into one of the three sub-categories listed below: 
A voluntary hospital is a nonprofit community facility operating under religious or other voluntary auspices. Ultimate responsibility for all that takes place at the hospital rests with its board of trustees, generally selected from the community's business and professional people, who serve without pay. To manage the hospital the trustees appoint a paid administrator. 

Proprietary hospitals are commercial establishments.  They are profit-making institutions. Of course, working for profit does not necessarily make a hospital bad, any more than being nonprofit ensures quality care. Proprietary hospitals are owned by corporations or, less often, by individuals such as doctors who practice at the hospital.  Hospital corporations usually own a chain of institutions located in several states, and they often own nursing homes or other types of healthcare facilities as well. 

Government-supported hospitals, like all tax-supported institutions, sometimes have to curtail services when budgets are cut. Also, they may not measure up to other hospitals in terms of accommodations, technologies or basic creature comforts typically found in proprietary or voluntary hospitals. 
Additionally, many hospitals, clinics and healthcare facilities are affiliated with specific health insurance programs and, as a result, primarily provide care to patients that are enrolled with those firms.  These types of institutions are generally considered managed care facilities and are often categorized as a Preferred Provider Organization (PPO) or Health Maintenance Organization (HMO).  

    VITAL CLIENT DETAILS

Using the criteria indicated in the previous section and throughout this Best Practices Guide, identify your client hospital’s areas of care and specialty.  Determine their status with regard to Managed Care, For-Profit, Nonprofit, etc.  A special focus should be placed on any advanced, cutting edge, or state-of-the-art equipment or technology to be found on premise.   The website for a hospital or clinic –particularly one that specializes in a particular realm of healthcare-- should provide extensive information resources, allowing patients to make educated decisions about the type of treatment they should be receiving.  

SITE OBJECTIVES
· Provide for a quality visitor experience by creating a look and feel that utilizes the images and content provided in the most effective way to ensure brand consistency;

· Make the web site easy for visitors to navigate by providing consistent, intuitive navigation and search functionality that allows easy access to the entire site from every page;

· Provide for easy patient/practice interaction;

· Provide for a website management system that will save time and money in the future by allowing anyone with basic administrative skills the ability to update the site;  

· To create for the hospital or clinic an image that embodies experience, compassion and dedication to the proper treatment and wellness of its patients;   
· To provide a resource for patients to find appropriate physicians and treatments affiliated with the hospital;
· To make available resources for physicians to better provide superior healthcare to their patients;
· To offer clear and concise information regarding the healthcare services that the facility provides, updates on new procedures and medical advances, and independent resources that allow patients to make educated and informed decisions regarding their treatment;
· To attract new patients.

CONTENT
   
   Home Page: 

· Strong imagery consistent with brand 

· Prominent primary navigation

· Goal or Mission Statement:  (Sample) –“The Science of Healing, the Art of Caring,” “Restoring Health, Mobility and Well-Being.”  A statement such as this may be featured on the website’s homepage, or included in the “About Us” section.
About Us/Bio:  Provide a brief history of the hospital/clinic and its years of service; details on the specialized care it provides, as well as basic information on the facility’s amenities, diagnostic equipment, therapies and the institution’s accreditation.  Also, in a paragraph or two, create a narrative on the company’s philosophy/mission with regard to patient care, better health, etc.  Additionally, the following headers with corresponding information should be considered for inclusion on this page:

· Location – Street address, directions and parking information
· Visiting Hours
· Serving You – The aforementioned list of specialized care, diagnostic tools and therapeutic treatment
· Insurance / Managed Care Plans Accepted – List these entities and, if apropos, a line such as: We also participate with many others so if your insurance is not listed, please call the office at (410) 555-5555 to see if we are providers or if you have "out of network" coverage.  If you have financial problems, we will work with you.
· News – Hospital news and/or general healthcare-related stories in the news
· Facts & Statistics – Optional sub-tab for pertinent facts on hospital activity in the past year
· Public Relations – Contact info for PR Office or Community Relations
Healthcare Services:  Create comprehensive list of the various types of care that the facility provides, with an accent on any specialized treatments.  Examples to use as a checklist with client: 


Medical Services




Surgical Services


Allergy, Immunology and Pulmonology


Breast Center



Anesthesiology





Cardiothoracic Surgery



Cardiology





Colon and Rectal Surgery



Complementary and Alternative Medicine

Dental, Oral and Maxillofacial Surgery



Dermatology





Endocrine Surgery



Diabetes and Endocrinology



General Surgery



Gastroenterology and Hepatology


Hand Surgery



Geriatrics





Head and Neck Surgery



Hematology





Neurological Surgery



Infectious Diseases




Ophthalmalogical Surgery



International Medicine




Orthopedic Surgery



Internal Medicine




Pediatric Surgery



Nephrology





Plastic Surgery



Neurology and Neuroscience



Thoracic Surgery



Obstetrics and Gynecology



Transplantation



Oncology





Urology



Ophthalmology





Vascular Surgery



Otorhinolaryngology (Ear, Nose & Throat)



Pathology





Specialized Services


Pediatrics


Preventive Medicine and Nutrition


Pastoral Care



Psychiatry and Mental Health



Social Work Services



Public Health





Support Groups



Healthcare Services cont’d:


Radiation Oncology




Ambulatory Care Services


Radiology


Rehabilitation Medicine




Associates in Internal Medicine



Rheumatology





Aesthetic Laser Surgery



Vascular Care





Community Health Center



Women’s Health




Family Medicine Practice









Family Planning



Emergency Care




Geriatric Practice










Nutrition Consultation Practice



Burn Center





Pediatrics Ambulatory Care



Critical Care





Primary Care





Emergency Medicine




Specialty and Sub-specialty Practices



Trauma and Injury Prevention



Women’s Health Services


Health Info/Resources: Provide glossary of medical terms, search function on various medical conditions/symptoms, archive of health newsletters, etc.
Patients & Visitors:  Include comprehensive list of materials/items that patients should bring before being admitted to facility, downloadable forms, payment and insurance info, etc.  Also, provide information on parking, visiting hours, cafeteria operations and other amenities on-site for patient visitors.  Examples:
· Advance Directive Forms

· Before Admission

· Directions

· Download Patient Handbook

· During Your Stay

· Hospital Amenities

· Hospital Map

· Hospital Menu

· Insurance Matters

· Medical Records

· Pastoral Care

· Patient Safety

· Upon Discharge

Information to bring for hospital admission
· Insurance card

· Medicare/Medicaid card

· Name and Social Security number of patient

· Physician’s referral forms

· Worker’s Compensation information (if applicable)

· Driver’s License

· Co-pay or Deductible

· Pre-admission forms

Healthcare Professionals:  Provide information that is of importance to resident physicians, nurses and other healthcare professionals, as well as providers from other hospitals and future physicians and nurses.  Examples:
· Transferring patients to facility from other hospitals 

· Any medical schools affiliated with hospital 

· Residency and Fellowship training programs 

· Nursing Education 

· Continuing Education courses 

· Medical Library Services
· Current news from the hospital that would be of interest to physicians and other health providers. 
Find a Physician:  Include a database that allows patients to select a doctor based on their practice specialty, medical status, language or other parameters.
Careers:  Provide info on any available positions of employment at facility.
Volunteer/Contribute:  Most hospitals readily accept financial donations and welcome volunteer help in administrative support positions.  Provide information to facilitate these charitable activities.
Classes:  Post schedules and information on various health and wellness classes that the facility may offer staff and the community at-large.
Programs:  Many hospitals sponsor health and wellness initiatives within their surrounding community or throughout an extended region.  These may include traveling health services, census and surveys and home-care for non-ambulatory patients.  Provide detailed info on these efforts.
News & Events:  Include calendar of upcoming community-oriented hospital activities such as fundraising events, health screenings, classes, blood drives, flu shots, vaccinations, etc.
Testimonials:  Provide success stories from previous/current patients, as well as endorsements of the institution by patients, physicians and healthcare providers.
Health News:  Reprint significant articles from healthcare journals or the media-at-large regarding significant medical breakthroughs.
Information & Health Links:  Provide links (but never a re-direct away from client site) to valuable third-party information regarding medical conditions, treatments and wellness initiatives that may be pertinent to current and would-be patients.
FAQs:  Frequently Asked Questions tab on the homepage should address any of the standard inquiries that patients may have regarding the medical institution and its care.  Some clients may even want to consider a word search function on this page to pull up pertinent information contained on other pages of the site.
Request Information:  Provide an email field in which a would-be patient can provide their contact info and make a personalized request for information.
Newsletter:  Sign-up for news on medical advances and new treatments and procedures.
Contact Us:  Standard info on physical address, phone number and email.  A drop-down form to collect the contact info on potential patients seeking additional information would be highly recommended.

Site Map & Search:  Perhaps include a limited search function allowing individuals to quickly find medical terms or information pertinent to their needs.

BASIC SITE NAVIGATION
Below is a basic list of suggested navigation tabs for Hospital/Healthcare Clinic websites.  This may be greatly customized based on the nature of the facility and the care it provides. (See previous bullet points for more elaborate descriptions.)

· About/Bio:  Bios of therapists and associates, practice philosophy, and location, insurance and payment info
· Healthcare Services:  Comprehensive list of the various types of care that the facility provides, with an accent on any specialized treatments
· Health Info/Resources: Glossary of medical terms, search function on various medical conditions/symptoms, archive of health newsletters, etc.
· Patients & Visitors:  Variety of info on facility, required materials for admission, visiting hours, etc.
· Healthcare Professionals:  Pertinent info on procedures and resources for physicians, nurses, etc.
· Find a Physician:  Database for selection of doctor based on various parameters
· Careers:  Post available positions of employment at institution
· Volunteer/Contribute:  Details on how individuals can make charitable contributions of time and money
· Classes:  Schedule of hospital-sponsored health and wellness courses
· Programs:  Details of outreach medical and educational programs
· News & Events:  Calendar of upcoming community-oriented hospital activities such as fundraising events, health screenings, classes, blood drives, flu shots, vaccinations, etc.
· Testimonials:  Success stories and endorsements from patients and healthcare providers
· Health News:  Pertinent medical news from respected publications and websites
· Information & Health Links:  Provide independent, third party info on health matters that may be of importance to patients
· FAQs:  Answers to common inquiries
· Request Information:  Email field for requesting additional, personalized info
· Newsletter:  Sign-up for news on medical advances and new treatments and procedures.
· Contact Us:  Address, phone numbers, email, customer info request form
· Site Map & Search:  If site’s content is extensive, provide site map and search engine to facilitate access to specific info 
· Privacy Policy

SEARCH MARKETING
To make sure that prospects know about your business, utilize pay per click search marketing on the major search engines.  For small to medium sized local businesses, some search engines like Google allow clients to geographically target their search results activity.  Listed below are terms that are commonly associated with search engine marketing: 

· SEO: Search Engine Optimization – Optimizing a site so that major search engines index the site for priority listing placements associated with relevant search terms.

· Paid Search: Paying for priority search listings on a cost per click basis

· Titles and Descriptions: The text that appears in your search listing.   Titles are listed in bold letters above the description.  Titles and/or descriptions should contain the exact search term is as many cases as possible.  

SEARCH TERMS FOR HOSPITALS & HEALTH CLINICS
· Hospital
· Clinic

· Emergency Room

· Critical Care

· Surgery + medical condition

· Operation + medical condition

· Cardiology

· Oncology

· Neurology

· Neuroscience

· Internal Medicine

· X-Ray

· MRI

· Cat Scan

· CT Scan
· Physical Therapy
· Rehabilitation Services
· Rehab Services
· Physical Rehabilitation
· HM
· PPO
Hint: Be sure to use geographic area within search term for higher listings from local areas.  
EMAIL MARKETING
The first step in effective email marketing is to provide a value proposition on the site as to why a visitor should register for email.  Examples include special offers, new product and/or service information and industry news and information.

In order to track the effectiveness of an email campaign, special attention should be paid to the following statistics:

Open Rate: The number of emails that are opened by recipients.  HTML can track open rates while Text emails can not be tracked.

Click Rate:  The number of recipients that click on various links within the email.  Each link can and should be tracked separately.

Conversion Rate:  The number of people that take some desired actionable event once reaching the website.  Typical conversions being measured include purchases, registrations and leads.  In order to track, a piece of simple code is placed on the conversion page which matches the visitor to the link that got them to the site.

Bounce Rate:  The number of emails that do not reach the recipient.  This is due to an inaccurate address.

Opt-Out Rate:  The number of recipients that receive the email and subsequently opt out of receiving future emails.  The opt-out rate should be kept to an absolute minimum.  

EMAIL TOPICS
· Hospital/community events & activities
· Health & Wellness initiatives
· News on health matters
· Information on new procedures
WEB ADVERTISING

In addition to search marketing and email marketing, certain clients may benefit from web advertising on relevant sites or ad networks.  Targeting of web advertising in order to effectively reach the appropriate audience can be done in a number of ways:

Geographic Targeting:  If the client is most interested in reaching masses of people within a geographic area, certain ad networks and sites provide opportunities to geo-target the advertising to areas as small as zip codes, while others can target cities and/or states.  Keep in mind that not all sites have the ability to geo-target.

Demographic Targeting:  Target based on the demographics of a web publisher’s audience can be effective.  The most common demographic targeting parameters include age, gender, income, education and occupation.
Contextual Targeting:  Ads typically perform best when they are delivered next to content that is relevant to the product or service being advertised.

Behavioral Targeting:  This type of targeting allows advertisers to reach people soon after they have been on a web page with relevant content, or have recently searched on terms that are associated with the product or service being offered.

Additional Online Advertising Terminology:

· CPM: Cost per thousand impressions delivered

· CPC: Cost per click

· CPA: Cost per acquisition

· CPL: Cost per lead

· CTR: Click through rate – The percentage of times a web advertisement is clicked relative to the times it is delivered.

· Conversion Rate: The conversion percentage of clicks to either leads or transactions.

· Landing Page: The page that visitors are taken to from any online marketing activity.

RELEVANT SITE STATISTICS

In addition to tracking activity directly related to online marketing efforts, it is helpful to analyze the overall visitor statistics.  While it is easy to overload on information, listed below are the key user statistics that can provide insights into the effectiveness of a client’s web presence. 

· Unique Visitors: The number of unique visitors 

· Visitors: Total number of visitors including duplicate visitors

· Page Views: The number of pages viewed by all visitors

· Time Spent: The amount of time spent per visitor

· Top Entry Pages: First page of site visit
· Top Exit Pages: Last page of site visit
· Hits: This is the most misunderstood and misused term having to do with your website.  The technical definition of a hit is a graphic or text image on your website.  Each page on your website has multiple hits associated with it.

   All numbers are typically quoted on a monthly basis.

OFFLINE MARKETING

In addition to the various online opportunities to generate quality site traffic, listed below are a number of offline places to include a web address for the purpose of increasing site activity:

· Yellow Pages

· Direct Mail

· Print Advertising

· Brochures

· Stationery

· Business Cards

· Signage

· Television Advertising

· Radio Advertising

When including within advertising, provide reasons as to why to go to the website.  Reasons can include    special offers, additional information, free give-a-ways, viewing of products, online demonstrations, company video, access to company brochures etc.
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