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Getting the most out of 
today’s Webinar
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For Questions

Presentation Size
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Slides and Recordings

Who is Geonetric?

Geonetric develops award-winning Web sites for the 
healthcare industry. A sample of our clients includes:  
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Post-Webinar Survey

� At the conclusion, 
please complete our 
post-Webinar survey.

� Receive our Webinar 
takeaway: 

– Service line ranking 
wizard

– SEO checklist

About Today’s Presenter

Ben Dillon, MBA, Vice President & eHealth Evangelist

Ben is a co-owner of Geonetric. He writes and speaks 
extensively about its research in eHealth and the industry-
leading efforts of its clients. Ben holds a BSE in Computer 
Engineering from The University of Michigan and an MBA in 
eBusiness and Strategic Management from The University of 
Iowa. Ben is co-chair of the HIMSS eHealth Special Interest 
Group and a member of the Microsoft Healthcare Users 
Group and SHSMD. He has been a judge of the eHealth
Leadership Awards for the past five years.
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Service Line Marketing:
More than a link on your homepage

Presented By:

Ben Dillon, MBA

VP & eHealth Evangelist

Introduction

� Intro to service lines approach

� Prioritizing service lines for promotion

� Service line marketing

� Where does the Web fit in?

� Q&A
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What’s Service Line Marketing All About?

� Presenting solutions in a way that’s relevant to 
consumers

– Do consumers understand what Diagnostic Radiology is?
How about Pathology?

– They do understand it in context of Cancer or Back Pain!

� Service line marketing reframes your offerings in 
a way that helps 

Service Line = Strategy, Not Just Marketing

� Ideally, this is more than 
positioning

� Strategic selection of where 
you put resources

� Organize, manage, arrange, 
hire, to build excellence

� Market in support of that
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Why Focus on Service Lines?

� Increasing clinical complexity

� Need for minimum volumes for services

– CMS requirements

– Volume needed for clinical competency

– Economies of scale

� Quality transparency

� External factors

– Specialty hospitals

– Freestanding outpatient facilities

� Limits investment in non-priority areas

SOMETIMES WE GET BROADER 
CHANGE, AND SOMETIMES NOT.
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Considering Service Lines

� When determining service lines that would make good 
candidates for a marketing plan, consider these key factors 
of success: 
– Is the service line currently profitable?

– Does it have the capacity for growth?

– Does the service line need to defend current market share?

– Is there the potential for market growth?

– Will there be a Halo effect (i.e. If your cancer center’s brand is 
improved in the marketplace, will your heart center also benefit)?

– Is it a gateway service?

– Is there a potential for cross-selling (e.g., emergency departments 
as a tool to drive admissions)?

– Is the service distinctive and competitive?

– Does the service line have political importance to senior 
management, physician community, or the community in general?

– Does the service line have an independent business plan?

Prioritization

� P1 – Strategic plan / 
Pillars of excellence

� P2 – Key 
executive-directed

� P3 – Support targeted 
service lines / 
Enterprise

� P4 – Departmental / 
One-off
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Marketing Service Lines vs. Branding

Branding Service lines

Broad messages The focus is on the service line

Overall brand proposition Messaging is for differentiation 
of service lines

May use service lines in the 
campaign, but it's about the 
organization rather than what 
differentiates the service line

Goal is driving service line 
volume

Goal is building organization 
awareness

Fitting the Web In

� Microsite

� Landing page

� Search engines

� Email

� Main Web site
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Microsites

� Distinct site dedicated to the campaign

� Campaign drives people to the site

� Depth of content

� Interactive tools/assessments/quizes

� Points of engagement

– Request information

– Sign up for newsletters/enewsletters

– Sign up for classes/screenings

– Make appointments

� Vanity URL
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Landing Pages

� Microsites – separate site

� Landing page – jumping off point for resources in 
your main site

� Vanity URL
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Microsite or Landing Page

� Pull in imagery and message from other channels

� Keep focused on service line

� Allows for tracking

� Goal is to help those attracted by campaigns to 
achieve their goals

– Information

– Proceed through "buying process"

– Engaging
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Search Engines

SEO

� Writing content 
around high-
performance 
keywords

� Placing keywords in 
body, title and 
headings

� Utilizing meta tags

� Cultivating Links

� Tracking page rank

SEM/Online Advertising

� Purchasing keyword 
ads on Google/Yahoo 
search results

� Placing ads on 
Google/Yahoo content 
partners

� Local Web ads (such as 
newspaper site)

� National Web ads
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Email

� Use campaign elements in relevant email 
newsletters

� Send dedicated campaign emails

� Use opt-in scheduled emails as a campaign 
conversion point 
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Primary Web Site
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Billboard
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Conclusion

� Combining Service Line Marketing and Branding

– Establish a visual and thematic campaign framework into 
which each individual campaign will be created. 

– Plan and schedule campaigns centrally. 

– Look at all of the factors listed earlier when selecting 
which service lines should receive resources 
(Halo effects, gateway services).
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Post-Webinar Survey

� At the conclusion, 
please complete our 
post-Webinar survey.

� Receive our Webinar 
takeaway: 

– Service line ranking 
wizard

– SEO checklist

Questions?

� To learn more:

– Contact us

� 319-221-1667

� Eric.George@geonetric.com

– Visit our Web site

� www.geonetric.com
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Next Month’s Webinar

Site Metrics: The Top Five Numbers 
You Should Pay Attention To

September 25, 2:00 pm CDT

Many hospitals and health systems obtain their Web site's 
monthly or quarterly site usage statistics, but aren't using them 
as effectively as they could. Simply comparing the number of 
site visits from month to month won't help you accurately 
measure your site's content and statistical performance. Join us 
as we share the top five analytics you should be watching to 
uncover insights into user behavior and trends, search engine 
ranking and site performance. 


