
Your Online Ads Guide: 
Best Practices for Pay to Play 
Getting the most out of your online ads? You will now!
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Given how prevalent the internet has become in our lives, it can be hard 
sometimes to remember what life was like prior to the emergence of 
our online world. Of course, there’s now an entire generation for whom 
it’s literally impossible to remember life without internet!

That means it might be challenging to think back to when your best bet 
for getting found by a prospective patient came down to print ads, radio 
spots, or perhaps your place in the phone book.

(Do they even still make phone books?)

Well, here’s something to consider:

Online ads burst onto the scene back in 1994 and have become an 
absolute gamechanger in the time since then.

If You Aren’t Using Online Ads, You’re Missing Out!
To understand why that’s the case, let’s take a quick look at the primary alternative—the “spray 
and pray” technique.

That particular term comes from the fact traditional media sources (radio, tv, periodicals, etc.) 
enable businesses—just like podiatry practices—to convey messages to the masses (the “spray”) 
and hope they would resonate with the appropriate audience (the “pray”).

As you might expect, hoping your marketing reaches the right people isn’t the most 
effective strategy.

At the time, though, it was the best available option.

And, if you consume traditional media (listen to the radio, watch television, read the newspaper), 
you’re probably quite aware that traditional advertising still exists.

Now, just because something’s out there and others are using it doesn’t mean you should too.

(It’s cool if you want to, but don’t feel like that is something you need to be doing!)



UNDERSTAND YOUR TARGET MARKET

This is actually a great starting point for all facets of your marketing 
plan, but it’s even better for your online ads.
 
Okay, so why is that?

Because a major advantage of online advertising is that you can be 
very specific in who your ads are targeting. With that being the 
case, you can benefit by using words and phrases that resonate 
with them. In other words, make sure you speak their language.

On top of that, use your understanding of the target market to 
determine the best way to utilize your resources. In this case, that 
means making sure your online ads are being displayed on the 
correct platforms. Depending on your objectives, this might be a 
search engine (like Google) or social media platform (like Facebook).

BE DELIBERATE WITH YOUR CAMPAIGNS

You know how you don’t want to try marketing without a solid strategy in place, 
right? Well, the same basic situation applies here.

See, running ads without intentionality and a clear plan is NOT a recipe for success. 
And this is especially true because of how specific you can be with online ads.

Identify the kinds of people you want to reach, and then research the best 
keywords and phrases you’ll need to target them.

An important consideration here is that not all keywords are equal—which means 
they also aren’t equally valuable. Since Google and Facebook (et al) know that, they 
give keywords various values. So something that is especially common is going to 
cost you more.

Ultimately, it is up to you and your budget to determine whether the expense will 
be justified, or if you need to look at using some of your second and third choices.

So take time on the front end and be deliberate as you design your ad campaigns.
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CREATE COMPELLING MESSAGING

Here’s the thing:

Just because an ad exists doesn’t mean someone is going to click on it.

It’d be great if things worked like that, but they don’t. Instead, you need to have compelling 
verbiage that gives them a reason to take the next step.

A big aspect of this part of the process is to spend some time thinking about the target market. 
(Hopefully you’re seeing that this is a running theme!)

For an online ad to work, you need to consider things like where you’re reaching them (e.g., 
Google vs Facebook vs Instagram), what are their pain points, what solutions do you offer, etc.

Something that is rather advantageous to those in the healthcare field is that the problems your 
target market experience—health-related issues—cause a lot of pain. And we’re saying this both 
in the physical sense and the “this ailment is affecting my life negatively” sense.

So reflect on this and think about exactly what the problem means to them. When you do, you’ll 
surely be able to come up with ways that the treatment options you provide can make things 
better for them. Then, use this insight as you craft a message that compels them to click and 
continue in their journey.

PREPARE AN EFFECTIVE LANDING PAGE

Remember, marketing is all about a journey. With that being the case, you need to consider 
where they are going next and how you can keep leads moving to the ultimate 
destination—your office.

Now, it’s possible that you could establish an appropriate demographic and utilize the right 
approach to lead someone directly from your ad to scheduling an appointment. Possible…but 
not likely.

Since that isn’t a realistic goal for your ads, you need to consider your lead’s journey. Instead of 
linking an ad to your contact page, create a designated landing page that keeps them moving 
towards the endgame of an eventual office visit.

As you do, keep in mind that you might need to play the long game here. The vast majority of 
any market—including healthcare patients—aren’t necessarily ready to take action in the 
moment. This means you may need to extend your sales funnel a bit and keep them interested 
and aware for when it is time to request an appointment. Do this right and you’ll be their first 
choice at that time.



WRITE A BATCH OF ADS

Even if you’re Shakespeare reincarnate, you probably won’t write 
an amazing ad on your first try. (Especially if you keep using 
phrases like “wherefore art thou” and pondering existential 
matters of being—or not being—in ads for your podiatry practice.)

The good thing here is this:

Online ads are short. 

You don’t have to channel your inner Tolstoy and write War and 
Peace each time. (Again, it’s for the best that you refrain from 
delving into topics like the impact of the Napoleonic era on 
Tsarist society in your ads.)

With that being the case, create several possible options and 
then review them. Even better—have some friends and/or family 
review them as well. See which ones they like and what kinds of 
insights they offer. (For optimal focus group results, try to use a 
variety of different personalities, roles, etc. This will avoid the 
possibility of getting feedback that is too similar and not as 
helpful as you’d like it to be.) 

GIVE ‘EM AN “AHA” MOMENT

Out of sheer necessity, we are generally quite unaware of just how much information our brains 
are processing at any given moment. [colors, sounds, thoughts, memories, emotions, etc.]

And if all of that isn’t enough, we—as a species—have managed to amplify it through the 
omnipresent internet.

With all that noise, how do you break through and get people interested in your ad (which is 
obviously necessary if you want them to click on it…)?

Well, one way you might do so is to capitalize on basic biology.

See, our brains are wired to seek out new information. Back in the day, this was a necessary 
function for human survival—but the biology hasn’t evolved as quickly as our civilizations and 
societies have. 

Since that mission is still deeply ingrained, you can benefit by providing unique insights and 
highlighting anything novel. A great example is using laser therapy to treat heel pain. 
Something like that gets people thinking “A laser can treat my pain? How does that work?”

(No laser? No worries—that was just a single example!)
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NO CLICKBAIT!!

The first online ad was one that read “CLICK HERE CLICK HERE CLICK HERE” (in bold, 
rainbow font on a black background) and was posted back in 1994.

Based on that information provided, do you have any idea who was doing 
the advertising?

Unless you already know the answer, there’s no way you possibly could! Since we have 
the benefit of hindsight, we know that it was done by AT&T and people actually did 
click on it in droves. 

Because people did, it shows this:

If you’re clever, people will click the bait.

Given that your goal is to have people clicking on your ad, why’s that such a bad thing?

WHAT’S IN IT FOR THEM?

If you want to reach a target market who is searching for the answers to their problems, you 
need to illustrate a strong benefit to your services.

Many professionals—across a range of fields—get this wrong. They focus too much on what they 
provide, and not enough on the people they are trying to reach.

The great news here, for a podiatrist, is that you provide solutions for problems that take away 
from people’s quality of life.

Basically, your services are highly valuable. It shouldn't be terribly difficult to frame the conversation 
in a way that makes it easy for potential patients to see exactly why it’s in their best interest to 
schedule an appointment with your office.

•  “Get Over Heel Pain and Get Back in the Game!”
•  “Foot Pain Holding You Back? We Can Help!”
•  “Discolored Toenails? Get Clear, Healthy Nails with Laser Treatment!”

Remember, you have the best chance of success if you place your focus on them…not you and 
your practice.
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For one thing, your goal is NOT just to have people click your ad—your 
goal is to influence action. After all, you want people scheduling 
appointments more than just clicking the ad!

For another, an ad establishes a promise of some kind with the target 
market. If you don’t deliver on the promise of the ad, you destroy trust. 
That’s important to note because people choose 
businesses—including medical practices—that they like, find to be 
credible, and, yes, trust.

Violating trust is rather costly, but if you stay mindful of that fact, you 
can create clever, compelling ads that people won’t view as clickbait. 
When you do it the right way, you help solidify your brand as one your 
target market can trust and will want to choose.

Get the ROI You Deserve from 
Your Online Ads!
If you want to do online ads yourself, that’s cool. Hopefully you will take advantage of 
these tips to develop ads that bring in the kinds of patients you want to see.

Of course, it’s entirely possible that you might decide it would just be better to have 
someone else handle it all for you. If that’s where you land, we recommend making 
sure it’s being done by someone who knows what they’re doing. 

We’ve been able to help hundreds of podiatrists get the most ROI from their online 
ads, and we’re more than happy to do the same for you.

You can have our podiatry marketing experts develop and implement a strategy to 
bring in more of the patients you want to see and help you achieve your practice 
goals. Please feel free to contact us for more information by calling (833) 823-3335 or 
filling out the contact form on our website.


