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Showing up on search engines is essential if you are yearning 
for more patients that appeal to your medical practice. For 

one simple reason: your potential patients are looking for 
you on the internet. 

According to a Google study, 77% of patients carry out 
research on search engines before choosing a medical 
practice for their treatments. 

https://www.thinkwithgoogle.com/advertising-channels/search/the-digital-journey-to-wellness-hospital-selection/
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There are two ways to show up on search engine results:

• Search Engine Optimization (SEO) 

• Pay Per Click ads (PPC) 

With SEO, you may have to wait for months before you’re able to rank for your 
target keywords, but PPC offers you the opportunity to get patients now. 

Likewise, PPC ads account for a larger share of clicks for keywords with 
commercial intent. For instance, a recent study reveals that ads account for 
64.6% of clicks in this category while organic results account for 35.4%.

Apart from this, you can get insights on valuable targeted keywords to use in 
your SEO content and thus dominate the search engine results page (SERP) 
with the help of your PPC ads. 

That said, PPC is not a free lunch. It’s quite possible to lose money if you go 
about it the wrong way. 

In this guide, we’ll share the steps needed to ensure you gain more clients for 
your medical practice through PPC ads.  

https://www.wordstream.com/blog/ws/2012/07/17/google-advertising
https://www.cardinaldigitalmarketing.com/blog/5-data-driven-marketing-insights-to-promote-your-medical-practice/
https://www.cardinaldigitalmarketing.com/blog/5-data-driven-marketing-insights-to-promote-your-medical-practice/
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SPECIFY A GOAL FOR 
YOUR PPC CAMPAIGN

1



6

If you have no goal in sight for your PPC campaigns, you’ll likely lose money 
because there would be no way to measure success or failure. 

Generally, there are 3 goals when people do PPC campaigns:

• Capture leads for your medical practice

• Make more sales/appointments booked

• Increase brand awareness

For your PPC campaigns, it’s important to specify your goal for a particular 
campaign because that is what influences the strategies you use to achieve 
these goals. 
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HAVE A PATIENT 
PERSONA

2
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What do you know about your patients? Without 
adequate knowledge about who is currently seeking 
treatment, it’s difficult to attract them on the search 
results page. 

And even when you manage to lead them to your 
landing page, conversions will be poor if you don’t have 
the right intent. Therefore, a detailed buyer persona helps 
you understand your patients’ needs when they seek 
your service. 

By creating a patient persona, you can attract them 
with an offer they’ll resonate with and most likely act on. 
Some details to have in your buyer persona include:

• Name

• Age

• Location

• Income

• Job

• Health challenges 

You should have as many details as possible on your 
buyer persona because it can affect elements of your ads 
such as the vocabulary related to the medical service you 
offer, keywords, and your landing page copy. 
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USE KEYWORD RESEARCH TO 
FIND THE BEST KEYWORDS 
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As the owner of a medical practice, it’s important to put yourself in your 
patient’s situation. If you need a specific service or treatments, how would you 
Google it? Which keywords are you going to use to search for it?

By answering this question, you begin to uncover keyword ideas that potential 
patients might use in search engines. You can get even more keywords when 
you use keyword research tools. 

Google’s keyword planner tool is helpful in validating the keywords you have 
in mind and uncover other opportunities. The tool provides details like search 
volume, level of competition, and possible cost per click (CPC). 
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You can also use other tools like SEMrush, Majestic SEO, Ahrefs, KeywordTool.
io, Cognitive SEO, Ubersuggest, and more. For instance, SEMrush helps find the 
keywords that your competitors are bidding on. 

This provides insight into some valuable keywords you might be oblivious to. 
Another thing you can do is enter your target keyword into the search engine to 
see the paid search results. 

While performing keyword research, make a list of keywords you want to bid for 
in your PPC campaigns.  
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CREATE EFFECTIVE 
AD COPY

4
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Your ad copy is a vital part of your entire PPC ad 
campaign because that’s the only thing you have on the 
search results page to convince a searcher to click. 

Your ad copy contains 3 elements which are:

• Ad headline

• URL

• Ad description

In a few characters, your ad must be able to state the 
benefits your service will provide for potential patients 
clearly and concisely. They don’t want to know how 
popular you are or how many awards you’ve won; they 
just want to know how you can help them improve their 
health and wellbeing. 

Think about what your expertise can achieve for your 
patients. Do you have a medical specialty that you want 
a web searcher to know about? 
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Look at these Google ads:

It states the benefits and unique selling proposition to its potential patients and 
includes other helpful links to different pages below the ad.  
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ENSURE THAT YOUR AD IS 
CONSISTENT WITH YOUR 

LANDING PAGE

5
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When a web searcher clicks on your ad, it’s because they’re interested in 
whatever offer you promoted. Therefore, you want to make sure the landing 
page perfectly complements what they saw on the ad they clicked on. 

You’d be doing them a disservice if they saw a different offer on your 
landing page from what they clicked on and they’d be quick to bounce off 
your page. Then you’d be wasting your ad budget and the opportunity to 
gain a new patient. 

It’s a no-brainer to make your ad congruent with your landing page, but this is a 
mistake you’ll see some marketers still make. 

Look at this example of an ad with the call to action “Shop Now”:
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Even though the landing page presents a guide, there’s no mention of the 
words “Shop Now” on the homepage or landing page.

The best practice is to ensure that your landing page gives more details 
about the offer you have on your ad. Your landing page should have the same 
headline with your ad and other similarities.

Look at this Google Ad example for a healthy flower: 

You can see on the landing page that the headline is similar to that of the ad. 
The offer in the ad is also explained further on the landing page. 

http://workshops.unbounce.com/lesson/2-5-your-headline-and-sub-headline/
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TARGET SPECIFIC 
LOCATIONS

6
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A medical practice appeals to patients within a specific area, which means 
most of your patients live close by. Which means there’s no point showing your 
ads at places where your patients are less likely to live. 

If your medical practice is in Chicago, you don’t need to show your ads in New 
York; that would be a waste of your ad dollars. 

Therefore, it’s important to target locations where your patients live. To set up 
a location for your ads, go to the “Settings” tab in your campaign, then click on 
“Edit” under “Locations.”

On the next page, you can enter the location you want to target in the search 
bar. This location can be a country, state, city, or postal code. For a medical 
practice, a city is probably sufficient as a target location. 
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You’ll see the possible reach of each location you enter into the search box. 
You can use any of the 3 options of “Add”, “Exclude”, or “Nearby” beside 
each location. 

If you target a region, you’ll see the region highlighted in the map. 

Another way to geo-target your ads is to use the radius targeting option. Click 
on the “Radius targeting” tab to set this. 
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Enter your medical practice location and then set a radius around it in miles or 
kilometers. You can also use the “Bulk locations” tab to add or exclude many 
locations at a time. Select your country code and include every location you 
want to add or exclude there. 

With these options, you can ensure you’re showing your ads to people who are 
likely to become your patients. By geo-targeting ads and using location-based 
keywords, Georgia Eye Associates achieved an increase in its CTR from 0.95% to 
2.80% and reduced cost per click from $4.91 to $2.31. 

https://www.logicalposition.com/docs/GeorgiaEyeAssociates.pdf
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USE AD 
EXTENSIONS

7
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Ad extensions can give your ad bigger real estate on the search results page as 
well as make your ad more effective at converting web searchers into patients.

In some cases, you don’t need to get searchers to your landing page before 
converting them. But you get this opportunity, you should take it. 

In some immediate medical situations (like emergencies), an ad extension can 
be a necessity rather than just a fancy addition. Searchers can get details that 
allow them to contact you while still on the results page and act fast. 

What are some ad extensions you can use for your medical practice? 
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MESSAGE EXTENSION

This extension allows potential patients to send messages to your medical 
practice while still on the search results page. And people love to use it. 
Google found that 65% of consumers will consider scheduling an in-person 
appointment using text messaging. 

To set this up, go to the “Extensions” tab in your campaign settings and 
click on “+ Message extension”. 

Then enter details like phone number, extension text, message text, and 
more. 

https://adwords.googleblog.com/2018/03/message-reporting-delivers-new.html
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You’ll see a sample of how your ad will look like when you’re through filling 
in the details:

If you’re satisfied with the details, click on “Save”.
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This is how your ad will look on the search results page:

By using this extension, Career Path Training Corp captured qualified leads 
from 30% of the texts they received. 
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LOCATION EXTENSION 

When people are on the move or need emergency medical care, having 
a location extension below your ad could make it easier to reach your 
practice. 

To set up your location extension, go to the extension settings and click on 
“+ Location extension.”

On the next page, select your Google My Business page and link it to your 
Ads account. 
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Check out this example below of a location extension:

CALL EXTENSION

This extension allows searchers to call your medical practice from 
the search results page. This is important as many people use their 
smartphones to find exactly what they are looking for and take 
immediate action.  

To set this up, go to your extension settings and click on “+ Call extension”. 
Here’s an example of a click-to-call button: 
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MAKE YOUR WEBSITE 
MOBILE-FRIENDLY

8
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Most of the people looking for your website are carrying out local searches 
and doing so on their mobile devices.

Many of your potential patients search while they’re on the move, and ad 
extensions like call and click-to-text are more useful to a user on mobile 
than desktop.

In fact, mobile devices account for 60% of Google searches. And when you 
consider the health industry, it rises to 68%.

When potential leads visit your landing page, a poor 
mobile site will chase them away and result in a lost 
conversion. So, make your landing page is mobile 

responsive to keep visitors and convert them.

http://searchengineland.com/report-nearly-60-percent-searches-now-mobile-devices-255025
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It’s easy to check whether your page is mobile responsive or not by using the 
Google mobile-friendly test.

It quickly pulls up a result showing your website’s mobile friendliness.



32

If you click on “View details”, you’ll see recommendations about what to do to 
make your website more mobile-friendly.

One of the biggest culprits of poor mobile sites is having a separate mobile site 
that doesn’t look anything like your original website. Use a mobile-responsive 
theme instead as this makes your website to adapt to any screen size.

Test and visit your landing page on your smartphone to see how your potential 
patients will see it. 
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9
CARRY OUT A/B TESTS ON YOUR 

ADS AND LANDING PAGES
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No ad has a 100% click-through rate and no landing page has a 100% conversion 
rate, which is why you must always engage in continuous testing to improve 
your ad metrics.

To create an ad A/B test, go to your campaign and click on “Drafts & 
experiments”:

On the next page, click on the “Ad Variations” tab and then “+ new ad variation”.
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Then select the campaign to run your test and be sure to run your tests in a 
campaign rather than across many campaigns to be able to measure your 
results properly. 

Create your experiments with 2 sets of filters as shown below:

The type of variations you can apply to your ads are:

• Find and replace

• Update text

• Swap headlines
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Here is an example of “Find and replace” which helps test the potential 
performance of 2 different words in your ad copy:

Here is an example of “update text” which allows you to make more changes 
than “Find and replace”:
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After this, add variation details like name, start date, end date, and 
experiment split. 

Be sure that you allow your experiment to run for a while (a couple of weeks in 
the least) to get more accurate results. 
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10
ADD VIDEOS TO YOUR 

LANDING PAGES
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Videos are a popular form of visual content to implement it on your landing 
page for better conversions. For your medical practice, it is especially ideal to 
create a short video showing parts of your medical practice and the services 
you offer your patients.

Patient testimonials are also effective through video, which usually tells a 
personal story of the health issues before they had before coming to your 
medical practice and how your services improved their quality of life.  

According to a recent Google study, 1 in 8 patients watched an online video on 
various health sites and YouTube before booking an appointment:

Having videos on your landing page can be more convincing to your visitor than 
written text and combining both can get the best conversion rate possible. 
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CONCLUSION

If you need to attract patients to your 
medical practice in a short period of 
time, then PPC ads are one of your 
best bets. But don’t just throw money 
at it and hope it’ll work.

Do your research. First, you need to 
understand your patients and bid 
for keywords they’re using in search 
engines. Then make your ad copy 
attractive to searchers by stressing 
the benefits of going to your medical 
practice. Bring them to your landing 
page and convince them to give 
you more information or book an 
appointment with an attractive offer.

Also, target the right locations and 
use ad extensions to aid conversions 
on the search results page. You’ll gain 
many patients strictly from search 
engines in no time. 

For more information please reach 
out to Cardinal at: 
am@cardinaldigitalmarketing.com 
or 404-585-2096. 
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