




INTRODUCTION
The recent outbreak of COVID-19, also known as coronavirus, has put every industry in a whirlwind of chaos 

and confusion. In this time of uncertainty, all we can do is prepare for what’s yet to come. Though nearly every 

industry across the board is experiencing a shift in business during this global pandemic, the healthcare industry 

is one of the most impacted and overwhelmed sectors. Now more than ever, healthcare professionals must take a 

lead on the crisis and maintain strong communication through this wave of panic. To assist healthcare institutions 

in navigating these times, we have identified areas of opportunity to ease the minds of patients and employees 

while keeping your communications strong. 

Though the following report is updated annually, we felt it was vital to include an additional update in wake 
of the recent COVID-19 crisis and how it is affecting the healthcare industry globally.



OPPORTUNITIES
PRIORITIZE THE SAFETY OF YOUR TEAM MEMBERS

With masks and other personal protective equipment (PPE) dwindling, healthcare providers are modifying 

protocols to ensure the safety of their employees. The CDC is recommending that N95 respirators be reserved for 

procedures in which small particles, known as aerosols, are more likely to be produced, for instance when critically 

ill patients are intubated to help them breathe. Some hospitals are limiting the number of healthcare providers in 

a room. Only the most essential healthcare workers are in a room at a given time, to reduce the number of people 

needing protective gear.

Other hospitals are making technological strides in order to reduce the spread of coronavirus between healthcare 

providers and their patients. John Hopkins is working with a company called Emocha to monitor employee health. 

Through the app, nurses and doctors can input their symptoms into an app, which is then reviewed by a manager 

at the hospital. The app allows the hospital to manage who should go home and rest and who can continue seeing 

patients. Healthcare employees can continue updating their condition in the app and managers can then connect 

workers with additional care if needed.

KEEP YOUR PATIENTS INFORMED

The healthcare sector uses strong efforts to build and maintain trust with patients, but today’s pandemic has put  

a new definition to that promise. This starts with re-strategizing your communication plan to incorporate strong 

and steady updates regarding the virus across all channels, from your website and email marketing to social 

media. In this unusual situation, you are not expected to know all the answers, but as a trusted source for your 

patients, you are expected to relay truthful information over your own thoughts or predictions. 

As a common hub to reach patients, social media has become the quickest way to communicate the latest 

updates and articles from authorized sources. Whether it’s to inform your followers on updates from officials  

or to simply share tips on how to stay healthy, Facebook and Twitter have become go-to platforms to find 

dependable information fast. Many healthcare providers are looking to blogs as an outlet to relay more 

comprehensive information, including facts, office efforts and other general information. The more content  

you produce, the stronger connections you build with your following. 

To get the latest information on how the Coronavirus is impacting 
the healthcare industry, please visit the following resources.
https://www.cdc.gov/coronavirus/2019-nCoV/index.html
https://www.who.int/

https://www.cdc.gov/coronavirus/2019-nCoV/index.html
https://www.who.int/


EXECUTIVE SUMMARY
Healthcare providers, patients, caregivers and other stakeholders are changing the way they approach the 

healthcare industry. With an emphasis on technology and the heightening competition of earning the trust of 

patients, there is a higher demand for convenience, personalization and accessibility in the space. 

Updated annually, this State of the Industry report reviews the current state of the healthcare sector and covers 

areas of focus, including trends, opportunities and more. Within this edition, we touch on this year’s biggest 

marketing trends, including video marketing and online reputation management; how the Internet of Medical 

Things is transforming personalization in the healthcare space; and establishing trust with patients through 

content marketing. In addition, this report will guide you to staying one step ahead with our predictions for 

emerging opportunities and what evok envisions is next for the industry and our clients in the space.
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INDUSTRY TRENDS

INTRODUCTION
By 2022, global healthcare spending is expected to surpass the $10 trillion mark. With the continued advance of 

communication technology, healthcare providers gain access to new methods of reaching this expanding market. 

However, providers also face unique challenges in explaining complex and often sensitive health topics, as well as 

managing reputation in a world where instant online feedback lives forever. As with most situations, communication 

is key. Branded messaging must remain consistent and cohesive—working towards the same objective. Healthcare 

providers must walk the line between keeping up with industry trends and delivering the branded messaging current 

and prospective patients need.

SITUATIONAL OVERVIEW

72% 
of Internet users say they  
searched online for health  

information in the past year

54% 
of patients prefer videos  

to email newsletters  
or social media posts

Landing pages with video  
content convert 

80%     
better than those without video

https://www.evokad.com/industry/healthcare/
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OPPORTUNITIES

Video Marketing
Forbes reports the average user spends 88% more time on a website with video, and viewers are 95% more likely 

to remember a call to action they saw on a video than one they read. As evidenced by these statistics, video 

marketing reigns as a way for medical practices and other healthcare organizations to improve length of stay  

on their website, as well as foster current and potential patient engagement and education. 

For brands in the healthcare space, “explainer” videos that simplify a complex health topic are a particularly 

powerful opportunity to put patients at ease while helping them understand conditions, treatment options or 

services on a deeper level. Sharing patient success stories may also prove effective at not only building trust in 

your organization as a skilled healthcare provider, but also help existing patients feel valued. Welcome videos, 

clinic or facility tours, doctor or staff interviews, and other short, branded videos can also help build your content 

library and serve present and future patients. 

The Impact of Video on Healthcare Marketing

Improves ROI Builds Trust Increases  
Google Ranking

Increases Shares 
on Social Media

83%  
of businesses  

say video provides  
a good return 
on investment

57%  
of users feel videos  

about a business  
or services make  

them more confident

A company is 53 times  
more likely to show up 

on the first two pages of 
Google if it has a video 

embedded on its website

45%  
of people watch more  

than an hour of Facebook 
or YouTube videos  

a week

https://www.evokad.com/industry/healthcare/
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Social Media as Online Reputation Management
Today’s patients are more informed than ever before and, when it comes to their healthcare decisions, they turn 

to social media as both a means of expression and resource of information. According to Digital Air Strike, 84% of 

people use social media to evaluate physicians. Across these social channels, existing patients share everything  

from the quality of care to the demeanor and friendliness of their providers, offering prospective patients a  

first-hand look at organizations. 

Positive and authentic reviews across social media platforms are a gateway to patient referrals. According to  

Patient Engagement Hit, hospitals with good online reputations and positive reviews earn $1.2 million more in 

revenue than those in the bottom tier. However, just as positive reviews can increase patient confidence, drive 

appointments and lead to bottom-line growth, failing to acknowledge or respond to negative reviews on social 

channels may hurt medical practices. 

Hospitals with good online reputations and positive reviews  
earn $1.2 million more in revenue than those in the bottom tier.

https://www.evokad.com/industry/healthcare/
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WHAT’S NEXT—MULTI-CHANNEL TOUCHPOINTS 
 

The patient journey has evolved to match the modern-day demand for multiple touchpoints between patients 

and providers. From traditional to digital channels, Evariant reports 72% of people would prefer to connect 

with businesses across multiple channels. However, these connections must remain seamless and personalized 

across all platforms to be successful. 

Whether it is watching a video to familiarize themselves with a particular healthcare topic, browsing online 

reviews for practices in their area, or receiving an appointment reminder via email, patients’ lives have grown 

more interconnected than ever. They jump from one platform to the next in a matter of moments and marketers 

must be able to keep up. Multi-channel touchpoints allow providers to guide patients with consistent messaging 

and transparency in order to build a harmonious feel among all platforms, every step of the way.

https://www.evokad.com/industry/healthcare/
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Summer 2019

THE INTERNET OF MEDICAL THINGS

INTRODUCTION
Major breakthroughs in machine learning, blockchain networks, big data and predictive modeling  
have already made their mark on healthcare. The Internet of Medical Things (IoMT) is poised to further  
transform how healthcare providers monitor, inform and communicate with patients.

As wait times for appointments decrease and test results become more accurate, patients have gained  
more control over their healthcare experience than ever before. With the rise of mobile apps and  
wearable technology, patients’ personal wellness data is now accessible in real time and at the touch  
of a button. Showing no signs of slowing down, the Internet of Medical Things will not only reshape the  
way coming generations approach their healthcare decisions, but may also lead to safer, healthier and  
more productive lives. 

SITUATIONAL OVERVIEW 

79% 
of patients are more likely to select 
a provider if they can complete 
healthcare interactions either 
online or on a mobile device

75% 
of consumers surveyed 

said technology is  
important to managing 

their health

Over7million patients  
use telemedicine

of patients use an 
electronic device to 
monitor their health

https://www.evokad.com/industry/healthcare/
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OPPORTUNITIES

Patient Portals
According to the Medical Group Management Association, 90% of hospitals allow their patients to view or 

download medical records via a patient portal. However, the Government Accountability Office revealed only 

about one third of patients actively use these portals. This disparity proves portal marketing and education  

must become a priority for healthcare organizations. 

The first step in addressing low adoption numbers industry wide is to identify what patients truly want and  

need from a healthcare portal. Next, organizations must ensure their portals not only offer these capabilities,  

but that it is easy to use and that they are communicating the information clearly and frequently. This can  

be done through in-practice materials and email marketing reaching existing patients, as well as digital  

campaigns, including social media, promoting easy, convenient and anytime access to health information. 

“Read More” with evok blog:  
Patient Portals: Simplifying the Healthcare Experience

https://www.evokad.com/industry/healthcare/
https://www.evokad.com/patient-portals/
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Healthcare Apps
The mobile health market, otherwise known 

as mHealth, is a multi-million dollar industry 

and, according to MobileSmith Health, is 

expected to reach $60 billion by 2020. 

Healthcare providers are looking to apps 

to improve workflow management while 

personalizing the patient experience, all in a 

secure platform. Patients are searching for 

streamlined access to care and information 

wherever they go. As the Internet of Medical 

Things continues to expand, we predict a 

surge in demand for app-based healthcare 

and patient communication. 

Wearable Tech
Wearable devices, such as activity trackers, sports watches and smart accessories, put patients in the driver’s 

seat when it comes to their health. Wellness-conscious consumers prioritize staying in tune with their heart rate, 

sleeping habits and other vitals, and wearable technology allows them to accomplish just that. In fact, a study  

by Juniper Research found that by 2023, healthcare wearables will become ‘must haves,’ reaching a spend of  

$20 billion annually. 

For healthcare providers, the rising popularity of wearable technology will continue to prove useful in creating 

customized patient care plans, leading to better outcomes. With the real-time sharing of healthcare data, 

wearables grant both patient and providers the ability to track patterns, provide instant feedback and monitor 

progress and results to deliver everything from preventive to emergency care when needed.  

“Read More” with evok blog:  
How to Promote Your New Healthcare App

The rising popularity of wearable technology will continue to prove useful  
in creating customized patient care plans, leading to better outcomes.

https://www.evokad.com/industry/healthcare/
https://www.evokad.com/healthcare-app/
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WHAT’S NEXT— TELEMEDICINE

A Harris Poll survey found that 23% of people have delayed seeing a doctor because it takes too long, while 

an additional 13% have done so because they are too busy. Telemedicine is poised to change this narrative,  

and in many ways, it has already made strides in doing so. 

One in five patients are looking to switch healthcare providers to one offering the option of virtual visits, 

making telemedicine a key consideration factor for patients. However, as providers and practices of all sizes 

work to implement telehealth options, considerations must be made to not only ensure basic functionality 

but also deliver true value to the patient population.

“Read More” with evok blog:  
How Telemedicine Is Transforming Healthcare (and What It Means for Providers)

https://www.evokad.com/industry/healthcare/
https://www.evokad.com/telehealth-in-healthcare/
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CONTENT MARKETING
INTRODUCTION
Smart content, exceptional service and personalized treatment wins patients. While your website and social platforms 

may be reaching the right audience, good ratings and content helps turn website visitors into patients. Content that is 

comprehensive, informative and easy to digest is content that converts—whether that conversion is an appointment 

request, insurance inquiry or newsletter signup. 

SITUATIONAL OVERVIEW 

of adults use social media to connect 
with others, engage with news and 
content, share information and 
entertain themselves

70% 
Nearly

3x 
higher engagement,  

including likes and shares,  
over any other type of content

Infographics 
create 

of patients turn to search engines to 
research information about medical 
conditions and healthcare 

80% Nearly

and costs 

 

less than other  
marketing avenues

Successful content  
marketing strategy generates  

the number of leads
3x

62%

https://www.evokad.com/industry/healthcare/
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OPPORTUNITIES

Location-Based SEO
According to Search Engine Journal, 77% of healthcare seekers begin their patient journey with search engines. 

While engaging content and a far-reaching online presence draws in impressive traffic numbers, the bottom-line 

goal for healthcare providers is to reach current and prospective patients in areas where your organization operates. 

If your practice is located in Tampa, Florida, your services are not relevant for those residing in Seattle, Washington. 

Practices that struggle with this kind of broad exposure may find their content is leading to high impressions yet  

low click-through rates. 

 

Business-focused healthcare providers are increasing their relevance by hyper-targeting local patient populations 

through location-based SEO. However, mastering this marketing tactic requires more than weaving local keywords 

into your digital content. It requires a deep understanding of your practice’s strengths and how they align with 

what your audience is searching. Practices generating content with their local niche in mind drive more than just 

impressions—they drive action. 

“Read More” with evok blog:  
Optimizing Your Healthcare SEO

https://www.evokad.com/industry/healthcare/
https://www.evokad.com/optimizing-your-healthcare-seo/
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Blogging
In healthcare content marketing, blogs act as a platform for nurturing relationships between patient and provider. 

This type of long-form content showcases the expertise of your practice while humanizing it—blogs can provide 

the information patients are searching for and position your brand as a resource they can trust and count on.  

With storytelling qualities, blogs also help patients feel an emotional connection toward your practice, bringing  

an added level of comfort and familiarity to the patient experience.

With patients and potential healthcare seekers constantly searching for answers to their questions online, the 

spectrum for possible health-related blog topics is wide. This offers providers an opportunity to be there with 

those answers by producing fresh content frequently. Utilize your practice’s blog to shine light on staff members 

and patients through an emotionally moving narrative, or extract and simplify content from a particular healthcare 

subject for a quick, informative read. Engaging, keyword-rich blog content can improve search rankings, promote 

clinical services and, ultimately, attract new patients.

WHAT’S NEXT—VOICE-DRIVEN SEO
 

SEO expert Bradley Shaw states that 58% of 

consumers have used voice search to find a local 

business within the last year, and 46% of voice 

search users look for a local business daily. These 

numbers demonstrate AI assistants such as 

Alexa and Siri have the potential to do more than 

answer users’ quick questions—they may one day 

guide patients through their healthcare journeys.

From learning more about a specific health 

condition to scheduling an appointment at 

a local clinic, patients are befriending voice 

assistance as their trusted companion for 

everything health related. Google’s new and 

evolving algorithm is picking up conversational 

language quickly, and optimizing your online 

presence for voice search will heighten your 

chances of claiming that “direct answer” echoed 

by voice assistants during their search process. 

Mastering this digital tool requires providers to 

focus on high-performing keywords, compelling 

content and strategic execution.

https://www.evokad.com/industry/healthcare/


21State of the Industry: Healthcare EvokHealthcareMarketing.com

Summer 2019

https://www.evokad.com/industry/healthcare/


Evok Advertising is America’s premier 

boutique advertising agency specializing  

in Healthcare marketing, headquartered  

in Orlando with offices in Tallahassee, 

Memphis and Los Angeles.

For more information on our agency, 

our services or to participate in our next 

published State of the Industry Report, 

contact us at 407-302-4416 or through our 

website at EvokHealthcareMarketing.com

Secondary data sourced with admiration and appreciation from: Practice Builders. Patient Engagement Hit, Deloitte, Pew Research Center, 

522 Productions, Digital Air Strike, NRC Health, Forbes, Liquid State, American Hospital Association, Greenway Health, MobileSmith Health, 

American Well, Content Marketing Institute, MD Connect, NBC News, Aberdeen Group, Intrepy Healthcare Marketing, SEO Expert Bradley 

Shaw, Evariant, Juniper Research

https://www.evokad.com/industry/healthcare/

