Marketing Your
Practice Online
Here’s how to develop
a marketing strategy
on the Internet that
will increase your
exposure, attract more
patients and grow
your practice.
By David M. Pearce

IF YOU’VE DEVELOPED

a Web site to
market your practice online, you’re headed in the right direction.
Marketing your eyecare practice on the Internet can bring in as
many as 30% more new patients than a practice that doesn’t
have a marketing strategy. What’s more, you’ll lower your risk of
losing patients to competitors who offer online appointments,
bill payment, registration forms, product ordering and discount
coupons.
In this article, I’ll discuss why you should market your optometry practice online and how to develop a marketing strategy that
will broaden your reach on the World Wide Web.
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Everyone’s on The Net

The chief reason you should market your practice online is because almost everybody uses the Internet — about 147 million
American adults, in fact. According to the Pew Internet & American Life Tracking surveys, 79% of Internet users already have
looked for health and medical information online. A March 2005
Rand Corporation survey for the Blue Cross Blue Shield Association showed that more consumers in the United States went online to find health information (69%) than to their personal
physicians (59%). And more people went to an Internet search
engine than to their local Yellow Pages to look for local business-

Building a Web Site
Several do-it-yourself, Web-site building applications exist, but
most home-built sites lack the professionalism — and pizzazz —
needed to attract new patients. I recommend you work with a professional Web designer to create your site. Check your local Yellow Pages or search the Internet for a qualified Web designer.
Many will charge between $2,000 and $3,000 to build a Web site.
While you’re searching for a Web designer, start thinking about
choosing a domain name. You can select one that matches the
name of your practice or one that’s more generic. I often recommend choosing names, such as yourtownoptometrist.com or
optometrist-yourtown.com to help boost your local search visibility.
If the name of your practice has an uncommon spelling, choose
an alternative to prevent potential patients from typing your URL
incorrectly.
Once your Web site is up and running, you’ll need to get the
word out. List your Web address in the directories of national and
local optometry associations and with your local Chamber of
Commerce. Notify patients of your Web site on invoices, business
cards, letterhead and through print advertising. And begin generating traffic to your site by offering online promotions. You can
publish an e-newsletter to promote free screenings and create
links for patients to download coupons to purchase eyeglasses or
contact lenses at discount prices.

Hone Your Objectives

The most important tasks in developing an Internet marketing
strategy are defining your objectives and creating an action plan
to achieve them. Make sure you set realistic goals. If your expectations for practice growth become unrealistic or unattainable,
you’ll be disappointed. Look at actual results from your online
marketing efforts and aim for modest improvements. Increase
your expectations (5% to 10%) as you meet each goal.
Some examples may include:
Objective: Attract three new patients per week through your
Web site by (insert date).
Action plan: Get listed on the first search engine results
pages (SERP) for Google, Yahoo and MSN under “Optometrist
Yourtown,” “Eye doctor Yourtown” and “Eyeglasses Yourtown.”
Objective: Increase existing Web site visits to 300 per month.

es, reported The Kelsey Group and ConStat Inc.
Based on search-volume statistics at overture.com, consumers
search for eyecare-related terms, such as eyeglasses, optometrists and eye doctor 2.2 million times per month. That’s
roughly once every second, giving optometrists access to a huge
potential patient base. However, only about 30% of private eyecare practitioners have an Internet presence. So developing an
online marketing strategy will give you a competitive edge.
Because the Internet provides such an amazing opportunity,
you can begin marketing your practice online even before you create a Web site. See
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Resources
For more information about Internet marketing, check out these
resources:
• The Search Engine Strategies Conference & Expo. This is the
leading global conference series that will keep you informed
about search engine marketing and advertising. Go to
searchenginestrategies.com for dates and locations.
• The ClickZ Network weekly newsletter. You’ll receive the latest
news on interactive marketing, advice, commentary and research. To subscribe, go to clickz.com.
• Larry Chase’s Web Digest for Marketers at wdfm.com is
loaded with tools and links to resources to help you market
your practice on the Internet.

How Potential Patients Use Eyecare Sites
If you want your Web site to work harder for you, you need to
know how visitors will use it so you become the eye doctor they
choose for themselves and their families.
People looking for an eye doctor want certain questions answered right away, such as, “Who are the doctors?” “What are
their credentials?” “Where is the practice located?” “What are the
hours of operation?” and “What insurance is accepted?”
To make this information easily accessible, your Web site will
need page links called, “About Us,” “Hours and Locations” and
“Our Doctors/Staff.” These are the three pages potential patients
visit most, aside from the Home Page, according to my analysis of
Web-traffic patterns of five eyecare practices. Once visitors review
this basic information, they’ll either call your practice to ask more
questions and make an appointment or simply move on. Few will
return to your site for another visit.
Each of the five eyecare Web sites I studied received 65 visits
per day on average. Approximately 70% of these visitors clicked
on the Home Page and spent less than 30 seconds on that page.
Less than 1% of the pages viewed contained condition-specific information. So if you’re considering adding a voluminous eyehealth section to your site, it isn’t really necessary. Most people
researching a specific condition use general sites, such as
Wikipedia, All About Vision or the Mayo Clinic.
Bottom line: If you give Web site visitors the information they
want in a format that’s easily accessible and pleasing to the eye,
you’ll likely increase traffic, turn visitors into revenue-generating
patients and build your practice.
Action plan: Publish an e-newsletter, asking patients to register online to download coupons for eyeglasses, sunglasses,
contact lenses and other accessories. Send out an e-newsletter
on a specific topic so search engines will identify it, leading local
visitors to your site to take advantage of the promotions.
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Objective: Collect 70 new e-mail addresses per week from patients to develop
a patient management database and
e-newsletter mailing list.
Action plan: Ask all patients to include
their e-mail addresses on the forms they fill
out during their visits. Ask new patients
who fill out forms online relating to insurance, appointments and patient history to
include their e-mail addresses.
Objective: Transfer 10% of your contact
lens business to your Web site, giving patients the option of ordering online.
Action plan: Work with your Web designer to develop an online form that includes spaces for the patient’s name, billing
address, phone number and e-mail address.
Include drop-down boxes for contact lens
choices, shipping preferences and credit
card payment options. Purchase a Secure
Sockets Layer (SSL) certificate for your site
to secure all credit card information.
Objective: Create three new incoming
hyperlinks per month.
Action plan: List your practice’s contact
information and Web address with online
directories, such as your local Chamber of
Commerce, and national and regional optometry associations. Include the same information in online press releases that you
publish. Media outlets will zero in on these
articles and republish them on the Web, increasing the odds of attracting visitors to
your site — and ultimately your practice.
Window of Opportunity

Once you’ve taken these steps to develop an online marketing strategy for your
practice, you’ll see the results of your hard work pay off. By publicizing your name, products and services online, you’ll gain access to millions of people searching for eyecare and eye health
information. As a result, you’ll attract new patients, retain existing ones and grow your practice exponentially. nOD

