
 

 

 
Online Patient Education Content Can Grow Your Business 

By Gregory Chang, MHA, Cofounder/CEO for MD, Inc 

 

As a former orthopedic administrator who utilized online marketing to significantly increase 

patient volume, I am disappointed, but yet not surprised, that practices continue to miss this 

tremendous opportunity to grow their businesses.  Despite the numerous advantages of digital 

marketing versus old form media, orthopedic practices continue to utilize online channels 

ineffectively. In fact, basic principles about how a practice website should be structured are still 

largely misunderstood and not followed. While there are a number of strategies that can and 

should be utilized (search engine marketing, social networks, retargeted advertising) the most 

basic tenet that should be followed, but isn’t, is simple – provide current and prospective patients 

with the content they want and need and you will grow your business.  Overall, orthopedic 

practices have an incredible opportunity to create and promote orthopedic patient education 

material that can help them grow and optimize patient volume.  

 

Creating quality patient education content and ensuring that prospective patients can find this 

material is tremendously important for orthopedic practices.  Fundamentally, for the large 

majority of Americans, the decision making process to select a provider to treat them begins with 

using the internet to educate themselves more about what their aches and pains might mean.  

According to the Pew Foundation’s Internet and American Life Project over 80% of all Americans 

with access to the internet search online for health information. Moreover, Pew research also 

showed a strong correlation between household income and internet access. Millions of Americans 

of typically attractive payor mix are looking online to learn more about health conditions and 

treatments every day. In addition, the process of educating prospective patients effectively will 

ultimately lead them to the next part of their decision making process, which will be selecting a 

provider.  If your practice has already established itself as thought leader through assisting 

patients earlier on in the funnel, then you will be well positioned. Because of this, practices that 

distribute quality patient education content and ensure that their patients can find this material 

will have a serious competitive advantage.   

 

Unfortunately, most orthopedic practices aren’t providing their current and prospective patients 

with information they’re looking for.  According to Google, patients searched for “knee pain” and 

knee pain related terms nearly 1.5 million times last year.  When I was an orthopedic 

administrator at Duke University Medical Center, I was appalled that our practice was nowhere to 

be found in Google search results when searching “knee pain” or other basic orthopedic related 

symptoms or conditions.  For these terms, we weren’t even in the top ten (or on the first page of 

results).  According to global marketing research firm AC Nielsen, the top three search results on 

Google receive 68% of all clicks and outside of that your chances of being found drop off 

dramatically.  In fact, if you’re sixth on the very first page of search results, users will read your 

content only 4.4% of the time.  This meant that we were seriously disadvantaged with a highly 

attractive patient population. 

 

After coming to terms with the initial shock, we went to work almost immediately to rectify the 

situation by creating content for the most searched orthopedic symptoms and treatments and 

ensuring our content was the most easily found.  After working with my physician assistants to 

create content, my physicians to edit and finalize it, and a digital marketing consultancy to make 

that content more easily discoverable, we were able to dramatically improve our Google search 

results.  Ultimately, we increased our website traffic by almost 500% and saw a significant 

increase in patient volume. I write about this very case study in Orthopaedics Today a few years 

ago and hope that more of my colleagues in the orthopedic administrator community will take 

heed. 



 

 

 
 

Ultimately, there are obviously many strategies for digital marketing success.  But the first step is 

to ensure that you’ve got great content that people can find.  So, I would leave you with this. Go 

to your computer and search for “knee pain” or any other orthopedic related search terms on 

Google (meniscal tear, acl, shoulder pain, etc.).  Does your website show up in any of the search 

results?  Better yet, does your website show up in the top three?  And even more fundamentally, 

do you have quality content to provide?  If any of the answers to those questions are no, then I 

would highly recommend you rectify the situation by partnering with your providers and possibly 

a digital marketing consultancy.  There’s a huge opportunity for you and your practice.  If you’re 

interested in learning more about this topic or chatting about how to get started, then feel free to 

reach out to me at greg@formd.com  
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