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Tools you can use to make the difference



About Lenz
• Christine Mahin - Vice President, oversees client strategy and relationships 

• Based in Atlanta, GA 

• 20+ employees 

• 30+ years experience in healthcare marketing 

• 40+ current healthcare clients 

• HIPAA-certified team
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With Lenz, one call means: 

• Marketing strategy 

• Brand development and management 

• Website and digital services (including SEO) 

• Design, creative, production, and editorial 

• Media planning and ad buying 

• Public Relations 

• Social media strategy and implementation 

• Online reputation management 

• Event planning

A Full-Service Agency
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Healthcare Marketing Experience
Lenz has worked with dozens of healthcare organizations, including: 
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Bringing Prospective Patients  
Through the Decision Journey
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Awareness
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Awareness
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The Awareness stage assumes the public doesn’t know you. It is the moment you introduce your practice to prospective 
patients and make a positive impression. We often call this driving people into the funnel. While there are some digital 
marketing options for this, typically we use interruption marketing and trust-building methods to kick off the decision 
journey:  

• Traditional Advertising - Traditional outlets (TV, radio, print, OOH, direct mail etc.) can introduce your practice to the 
public: your name/brand, logo, services, and key messaging. It’s important to ensure that your visuals and 
messaging are harmonious across platforms, as we know multiple touch-points are needed to capture an 
appointment, and you want your prospects connecting the dots between your outlets. 

• Public Relations - PR “acts” like paid advertising in that the consumer didn’t seek out the information, but it’s unique 
in that the consumer knows it wasn’t paid, so it builds more trust. It shines a light on an emotional patient 
testimonial, or news-worthy advances in technology or services you provide. 

• Location/Signage - Prospective patients can also learn about your practice by a great office location and signage, 
as they pass by. An eye-catching and/or attractive exterior lets prospective patients know your brand, your services, 
and your location. 

• Word of Mouth - The oldest and most trusted form of introducing your practice is through word-of-mouth. The last 
stage of the funnel creates your brand advocates that restart the funnel.



Traditional Advertising
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Public Relations
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Location & Signage
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Consideration
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Consideration
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The Consideration stage is the longest—especially for healthcare decisions. In this phase, we have 
the hardest job: stay present for the patient in a crowded landscape, build confidence, and answer 
questions. To accomplish this, we have a number of marketing tools we leverage. 

• Website & SEO - Make sure you’re being found when people search for your name or services. A 
nice-looking and user-friendly website instantly makes a good impression: it’s you’r digital front 
door. But you also bust be found. Having a strong content creation strategy, and constructing 
your site with SEO best practices (with proper H1s, searchable terms, meta-data, and UX) can 
improve your SERP rankings, increasing your site’s visibility. 

• Social Media - Social Media really is in the middle of the funnel, as it a) requires a subscription/
sign-up by the user and b) allows you to engage in conversations with your patient base. It can 
also deepen relationships by giving you a longer-form platform to show off your office and staff. 

• Online Reputation - Studies show that 70-75% of patients look at online reviews when selecting 
a new doctor or practice. Make sure your listings are all claimed and accurate, that you have a 
strategy for responding quickly to all reviews, and a method for proactively requesting reviews. 



Website
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Social Media
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Online Reputation
• Proactive patient outreach (survey or feedback requests to boost 

review volume and star ratings) 

• Claim and standardize online listings, such as Google Business 
Profiles   

• Track and measure listing accuracy, star ratings and reputation 
scores, clicks to Google profiles (directions, calls, and website)
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Conversion & Advocacy
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Conversion & Advocacy

© 2025 LENZ INC.

The last stages of the decision-making journey are conversion and, eventually, advocacy. If we’ve properly brought our 
prospective patient through the funnel, they’ll choose your practice for their care. Conversion, in this case, is capturing an 
appointment through your front desk (phone) or online (form or portal). 

• Google Ads - Google’s flagship product is their pay-per-click (PPC) or Search Engine Marketing (SEM) offering: 
Google Ads. These are most effective because you’re catching your prospective patient right as they’re ready to 
make the appointment. They already know about your brand or services, and they’re searching for a solution. Google 
Ads increase your likelihood of being found and reduce the risk of another practice capturing the appointment. 

• Social Ads - While the platform is further up the funnel and often finding prospects in a space they aren’t expecting 
to be advertised to, there are great benefits. You can target by interest and demographic information, and these ads 
are often way more affordable than other outlets. Healthcare outlets that are more retail-oriented (i.e. Medspas and 
Aesthetics, IV Therapy, Optical, etc.) perhaps have the most success with social ads. 

• E-Marketing - Emails to your patient base (such as e-newsletters and e-blasts) are communications that deepen 
your relationship. It can share helpful blogs and articles, inform your patients about promotions and events, and 
keep you top-of-mind. When our agency deploys e-newsletters, all our practices see huge jumps in their web traffic 
and appointment requests. 

• Advocates - Your advocates are restart the funnel for you by spreading the word to their friends and family about 
their trusted care with your practice. 



Google Ads
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Keyword Impr. Clicks CTR Avg. CPC

[avant gynecology] SEM_cmg_Brand 947 320 33.79% $0.71

"gynaecology doctor" SEM_cmg_OBGYN 7,036 297 4.22% $3.77

"obgyn doctor" SEM_cmg_OBGYN 1,027 52 5.06% $4.54

[gynecologist atlanta] SEM_Cmg_SpecializedServices 1,031 41 3.98% $9.28

"gynecologist" SEM_cmg_OBGYN 1,390 41 2.95% $3.07

"northside obgyn" SEM_cmg_Competitors 622 28 4.50% $7.51

"avant gynecology Atlanta" SEM_cmg_Brand 148 27 18.24% $7.48

"gynecologists Atlanta" SEM_cmg_OBGYN 521 24 4.61% $3.34

"gyn surgical" SEM_Cmg_SpecializedServices 284 21 7.39% $7.53

"gyn procedures" SEM_Cmg_SpecializedServices 363 20 5.51% $5.14



E-mail Marketing
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Questions?
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Thank You!


