
DIGITAL MARKETING for the 
Medical Manufacturers



In today’s dynamic, tightly regulated and often confusing healthcare 

industry, digital marketing represents one of the greatest remaining 

opportunities for continual growth.

Recent polls show... 
Medical manufacturers lag far behind other B2B companies in 

content production, and they still focus heavily on print media. 

Furthermore, only 43 percent of healthcare marketers plan 

to ramp up their content production during 2013 compared to 

54 percent in all other industries.1 While it has become clear 

to many that creating and nurturing online leads will be 

the best way to edge out your competitors in the years to come, 

marketers in any industry, especially healthcare, can benefit 

from the tips that follow.

Medical Manufacturers
DIGITAL MARKETING for the

43%
only

of healthcare marketers plan to 
ramp up their content production 
during 2013 compared to 54% 
in all other industries.
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Usage by tactic
Healthcare Content Marketing

Articles on Your Website

Social Media - Other than Blogs

eNewsletters

Videos

In-person Events

Articles on Other Websites

Blogs

Case Studies

White Papers

Webinars/Webcasts

Print Magazine

Branded Content Tools

Research Reports

Print Newsletters

Microsites

Infographics

Annual Reports

Digital Magazines

Mobile Content

Books

Mobile Apps

Licensed/Syndicated Content

eBooks

Podcasts

Virtual Conferences

Games/Gamification

86%

81%

78%

75%

75%

64%

58%

53%

52%
48%

47%

46%

45%
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40%

36%

36%
32%

31%

31%

31%

25%
24%

23%

21%
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Healthcare marketers 
are utilizing content 

marketing, but spend more 
time on traditional tactics like 

print magazines, print newsletters 
and annual reports than other marketers. 

Compared to the 74 percent of marketers 
using blogs, healthcare marketers are far 
behind with only 58 percent using blogs 

for content marketing.1

1. http://contentmarketinginstitute.com/2012/11/health-care-content-marketing-lags-two-years-behind/



Measurable Results
Creating Campaigns with

How do you create a digital marketing campaign 
that produces leads, sales and long-term customers? 

That’s a huge question, one we’ll answer in depth throughout this eBook. 

Let’s first look at the most important characteristics of an effective campaign.

Timely Delivery
Great offers and well-worded messages 

won’t do a thing for your prospects 

without proper timing. What good 

is a guide on “upcoming” regulations 

if the legislation has already been 

passed? How will a purchasing guide 

for diabetic testing supplies help a doctor 

who made his first inquiry months ago? 

If you think about the most compelling online offers you regularly 

view—Amazon suggestions, Google placements and other contextual 

ads—you’ll notice they all have impeccable timing. You will want

to do your research and plan ahead. 

Educational Content
Before your prospects can choose 

your products, they need to identify 

what types of products they 

need. Given the complexity and 

ever-changing nature of healthcare, 

even experienced physicians and materials managers must 

do their due diligence before they make purchases. To answer their 

questions, you’ll want to provide plenty of educational, non-promotional 

materials such as case studies, blog posts and videos.
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Personalized Messaging
If your company sells to a variety of hospitals and health clinics, then you probably 

have some pretty diverse customers. And even if you deal with a narrow product line, 

there might be several people involved in any given buying decision. Physicians, techs 

and C-suite executives have different interests and perspectives, and you’ll need to 

tailor your messages accordingly.  A lab tech might want to know how a reagent will 

improve testing accuracy, for instance, but a CFO will want to learn how it can cut costs.

Consistent 
Communication
Few customers make their decisions the first time they visit a site. In reality, 50 percent of 

visitors are qualified but not ready to buy2. To generate the highest quality leads, you’ll 

need to ensure consistency in your web pages, educational content, marketing emails and all 

other points of contact. Your prospects should be able to easily identify what your company 

produces—and what makes you different from your competitors.

Messaging
Personalized
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Effective Campaigns
The 6 Components of 

Now that we’ve covered the characteristics 
of quality campaigns, we’ll need to talk specifics. 

Here, we walk you through each step of your next digital marketing campaign.

What does 
educational 

content 
look like?

How can you deliver 
timely, customized 

offers to key decision 
makers at healthcare 

organizations? 

How will you know 
what works and 
what doesn’t?
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The 6 Components of Effective Campaigns cont. 

Creating Compelling Offers
In this increasingly digital healthcare environment, your online content offers will be your keys to marketing success. 
A 2011 study found that only 17 percent of physicians “always prefer to be detailed by an in-person sales rep,” and the remaining 
83 percent opt for online messages part or all of the time. The same researchers found that in 2010, rep-accessible doctors 
declined by 20 percent, while doctors totally inaccessible to sales reps increased by 50 percent.3

To determine the types of content you’ll need to produce, consider your audience. 
What are your readers’ roles at their respective companies? How long have they been working 
there? Most importantly, where are they in the buying process? You’ll need separate offers for 
prospects in different stages in the buying cyle: conducting preliminary research, comparing 
products and finalizing purchasing decisions.

For example, consider a materials manager researching different patient 
transfer systems for her hospital. If she hadn’t decided on a specific type of system, 
you’d want to offer informational guides, ebooks and blog posts about different slings and 
lifts, not your products specifically. To the prospect who had picked a product category, you 
might offer case studies and testimonials about your company’s models. And once your lead 
narrows her choices, you’d move beyond content offers to trials, consultations and in-person demos.

Of course, the best way to begin is to examine your existing data. What have been your most popular blog posts, 
web pages and online resources? Which content offers have brought you the most leads, and which of those leads did you convert 
into long-term customers? Combine past information with your up-to-date knowledge of the healthcare industry to create 
timely, well-received content.

1
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The 6 Components of Effective Campaigns cont. 

Proper Placement on Your Website
To capture leads with your content offers, you’ll need to create landing pages. Each landing page should contain 

an eye-catching headline, a powerful image and a concise description of its offer. It should also contain a contact form 

detailed enough to qualify your lead, but not so long it deters prospects from completing it.

You’ll attract visitors to these landing pages with calls to action (CTAs), which are words that urge consumers to take an 

immediate action, often in the form of a clickable button. Your CTA placement will be one of the most critical aspects of your 

campaign. Your homepage should always contain at least one, as should your product pages, contact page and other high-traffic 

areas. Customer-specific pages—”for physicians,” “for healthcare executives,” etc.—are perfect for steering prospects toward targeted CTAs.

Content Promotion: Social Media and Blogs
Your website isn’t the only place to promote your offers. Social media is the most popular marketing tool 

among B2B companies, and 87 percent of marketers now spread their messages via Twitter, Facebook, and 

other networks.4 The healthcare industry is lagging behind, however, so capture a greater market share by 

promoting your CTAs wherever you have a social media presence.

Carry out similar promotions on your company’s blog, where short posts and video excerpts can serve as 

appetizers for longer content pieces. Don’t make the mistake of assuming blogs are too informal, either. 

About 74 percent of all B2B marketers used blogs in 2012, compared to just 54 percent in healthcare.5 

Your buyers are busy people, and short, easily digestible posts will help grab their attention.

2

3

www.kunocreative.com 7



The 6 Components of Effective Campaigns cont. 

Managing Your Leads
To convert prospects into customers, you must organize the connections between your outgoing 

messages and incoming responses. This requires segmentation—the categorization of leads 

according to job titles, geography, interests and a host of other factors. Careful lead management 

at the beginning of your campaign will pave the way for effective lead nurturing later on.

Nurturing Your Leads
Your leads might be interested in your products, but they’re probably not 

sales-ready when they’re filling out your contact forms. In most cases, you’ll 

need to make multiple points of contact before turning leads over to your 

sales team. Automated emails and targeted content will educate your 

leads while pushing them down the sales funnel as quickly as possible.

Proving Return on Investment
On average, content marketing produces three times as many leads as traditional outreach.6 

Is that true for your company? Throughout every digital marketing campaign you conduct, 

you’ll need to constantly measure views, completed forms, click-through rates and email 

opens. You’ll also need to determine which leads—if any—are converting into sales.

4

5

6
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Top of the Funnel
In most cases, top-of-the-funnel prospects have yet to become leads. They have problems to solve, and they’re searching multiple 
websites for products and information that meet their needs. For example, a doctor might have highly active patients who require 
constant oxygen therapy. If your company sells ambulatory oxygen products, you’d offer this doctor generalized educational content 
about respirators, concentrators and cylinders. Of course, you’d also capture his contact information on your landing page, allowing 
you to guide him down the sales funnel later on.

Middle of the Funnel
Once you’ve captured that contact info and provided educational materials, you can move your leads into Stage 2. They’ll better understand their 
needs and options, so you’ll want to offer product-specific content that shows how your company can help. For the aforementioned doctor, this 
might mean case studies and customer testimonials about specific respirators. You might also provide videos or webinars that feature your 
company’s product experts.

Bottom of the Funnel
Once your leads are well-educated and aware of your products, you can hand them over to your sales team. Instead of providing content, you’ll want to 
give trials, consultations and demos—offers that make it easy for them to choose you over your competitors. If that pulmonologist was still on the fence, 
you might offer him a trial run with one of your respirators, allowing patients to test it in his office.

Lifecycle Stages
Understanding

Lead “lifecycles” are progressions from prospects to paying customers. 
At the beginning of this lifecycle, they’ll require broad, educational content to learn about their 
product options. As they near the end of the cycle, they’ll need more product-centric content that 
helps them make their decisions. By gradually steering your leads toward “salesy” material, 
you end up being helpful—not pushy.
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Segmentation & Targeting
Simply put, workflows are automated email series that pre-qualify your leads for your 

sales team. What’s not so simple is the planning they require. You’ll need separate (and often 

overlapping) workflows for the various roles, locations and experience levels at your target 

health organizations. For instance, a new physician at a small family practice won’t respond 

well to the same content as an experienced CFO from a conglomerate—even if they’re both 

conducting preliminary research.

Automating Sales & Marketing
Workflows: 

Once you’ve designed your offers, created your content and set up your landing pages, you’ll 
need a detailed plan for nurturing your leads. Remember—not all leads are the same, and you’ll have to target 

different personas with different offers. You could choose updates and follow-up offers manually, but that would require an entire 

full-time team. For efficient lead nurturing, you’ll want to set up automated workflows.

Not all leads are the same, and 
you’ll have to target different 
personas with different offers.
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Workflows: Automating Sales & Marketing cont.

Timing is Everything
Studies have shown time and again email open rates drop drastically over the age of a lead. Just think about your own inbox. How many times a 

day do you unthinkingly delete automated messages, rather than just unsubscribe from those lists? To convert your prospects into customers, you’ll 

need to quickly send them the most relevant offers. Otherwise, you’ll just end up with a long list of unresponsive leads.

Best Practices for Automation
How do you combine segmentation, targeting and timing into one cohesive campaign? Your best bet is to use automated inbound marketing and 

customer relationship management (CRM) software. Once you’ve matched your offers with buyer personas, these programs can ensure the right 

people set eyes (and ears) on the right content. Remember all that information you’ll be collecting on your landing pages? A quality CRM tool can 

analyze it to select the most likely leads for your sales team, leaving you more time for content creation and face-to-face consultations.
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Who should produce your content?
You and your marketing team will probably become the go-to writers, but don’t forget other key 
players. Ask product experts to create ebooks or industry guides, and gather testimonials from 
experienced customer service reps. Every company is a treasure-trove of information; you just 
have to seek out the right people.

How should they create it?
The bulk of your content will probably be written, especially when you have a lot of top-of-the-funnel 
leads. Still, you should consistently offer a variety of media, including videos, webinars and podcasts. 
Audio and video formats are great for showcasing interviews with C-suite executives who rarely have 
the time to write long-form content themselves.

Where can you get your content?
In-house will be the first place to look, but don’t be afraid to recruit writers from outside your 
company. Some marketing firms offer top-notch content services, and you can find experienced 
freelance health writers all over the world. Outsourced writers can also offer a fresh perspective 
you might not find from within your organization.

Content Producers
Building a Team of 

An effective digital marketing campaign requires a lot of content, but you’re not the only one 
who can produce it. In fact, certain pieces will be best suited to executives and tech experts.  And even when you 

do write, record or edit, you’ll need to gather your material from a variety of sources.
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How to Improve
What to Measure, 

As soon as you pull the trigger on that shiny new campaign, you’ll need to record every metric you can. There’s no such thing as 

too much data, and partial record-keeping will only yield partial results. What if you’re connecting with plenty of C-suite executives, 

but getting nowhere with physicians and techs? Why isn’t anyone opening your case study emails? These are the kinds of detailed 

but critical questions you can only answer with consistent record-keeping.

For most campaigns, there will be six key performance indicators (KPIs) you’ll need to monitor. 
Here’s how you can improve each one.

Landing Page Traffic: Promote your CTAs more through blog 
posts, social media and strategic placement throughout your 
website.

Total Leads: Create more compelling offers, and rewrite the 
CTAs for your existing offers. People respond best to persona-
specific ads!

New Leads: Get your offers in front of more prospects. 
This may require extra effort on social media where you 
can rally the help of existing customers and leads. You might 
also need to optimize your website for search engine traffic.

Total Marketing Qualified Leads (MQLs): Are leads 
progressing to the middle of your sales funnel? If not, you may 
need to improve the educational quality of your top-of-the-
funnel content.

Visit-to-Lead Rate: Also known as your conversion rate, this 
KPI requires compelling offers AND targeted traffic. Make sure your 
visitors are people who might directly influence a buying decision.

Total Sales Qualified Leads (SQLs): How many leads get 
to the end of your funnel? If your MQLs are high, and your SQLs 
are low, then your middle-of-the-funnel content isn’t doing its 
job. Revisit your case studies, testimonials and other product-
centric offers.
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It’s All About the Content

As important as these metrics are, your campaign must always start with quality content. 
In both the B2B and B2C sectors, today’s healthcare customers are bombarded with constant ads, and most consumers are 

tuning out the noise. Stand out from the crowd by creating offers that sell by clearing confusion and solving problems.
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