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INTRODUCTION

In today’s crowded elective healthcare market, acquiring new patients through digital channels has
become significantly more expensive—and less effective. Since 2020, providers across Europe have ramped
up online advertising, creating fierce competition for limited patient attention [Google Ads Benchmarks
2023: Key Trends & Insights for Every Industry | WordStream]. Simultaneously, privacy regulations like
GDPR and tracking restrictions from platforms such as Apple and Meta have eroded advertisers’ ability to
accurately target and convert users. The result? Rising costs and falling conversion rates.

Across both search and social, acquiring a single patient now costs dozens—sometimes hundreds—of
euros. More worrying still, conversion rates have slipped even as budgets balloon. In 91% of industries,
healthcare included, conversion rates declined year-over-year. That means more ad spend yields fewer
patient appointments.

This shift has hit elective care providers hardest. In specialties like laser vision correction or fertility

treatment—where patients research extensively, compare providers, and decide slowly—traditional ad
campaigns struggle to deliver ROI.

Digital Marketing in Healthcare: Where the Numbers Are Heading

Metric 2021 2023/2024 Insight

Google Ads Cost-per-Lead (Global) $33.45  $38.94 716% increase in two years

Elective Specialty CPA (UK):

Ophthalmology - £98.89 One of the highest acquisition costs
Orthopedics - £56.23 Well above the healthcare average
Cosmetic Surgery - £62.74 High competition for leads

Fertility - £54.58 Cost reflects longer patient journeys
Facebook/Instagram Lead Cost - $29 - $61 ancégil:sed pressure post-i0S privacy
Healthcare Conversion Rate (Search) - 4.71% Declining across industries

Sources: [2024 Healthcare Paid Search Benchmarks | MEDICO DIGITAL], [Facebook Ads Benchmarks for
2023: NEW Data + Insights for Your Industry | WordStream], [Google Ads Benchmarks 2023: Key Trends &
Insights for Every Industry | WordStream]

When Marketing Stops Working, Cost Is Just the Symptom

The real risk for healthcare providers isn’t just rising spend—it’'s diminishing relevance. As traditional
advertising becomes less efficient, some may be tempted to cut back. But digital remains the only channel
capable of reaching niche audiences at scale, especially for low-penetration elective procedures like
vision correction or fertility care.

The solution lies not in stepping back, but in stepping forward—with smarter strategy.
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STRATEGY 1: TRANSITION TO FIRST-PARTY DATA ANALYTICS

Most providers still rely on third-party tools like Google Analytics. But while these tools offer basic insights,
they fall short in revealing what matters most: which campaigns actually lead to booked consultations and
procedures.

To make matters more complex, setting up tools like GA4 now demands technical skills, custom event
tracking, and ongoing optimization—often requiring external consultants. And even with expert setup,
privacy policies and browser restrictions continue to limit visibility.

It's like trying to follow a patient using traffic cameras. You might see where they go—but not whether they
ever walk through your doors.

First-party analytics is different. It offers a full, owned view of the patient journey. From the first ad click
to email engagement to the booked consultation, every action is tied directly to your marketing effort.

Benefits of First-Party Data:

e Clarity: You know exactly what's working—and what’s not.
» Personalization: Segment users based on real behaviors.
e Accountability: Accurately measure return on spend.

In a market where every lead matters, owning your data is no longer optional—it's essential.

STRATEGY 2: MODERNIZE YOUR LEAD CAPTURE APPROACH
From Cold Clicks to Human-Centered Journeys

For high-consideration elective care, pushing “Book Now” rarely converts effectively. Patients need more
time, more trust, and more information.

Instead of trying to convert on the first click, providers can offer value-first content: guides, checklists,
webinars, or expert articles in exchange for contact details. This approach turns passive interest into a
relationship.

Automatedtools canthen nurture leadsthrough personalized follow-ups—educational emails, testimonials,
or treatment explainers—aligned with the patient’s pace.

Why This Matters More Than Ever: Patient Experience

Beyond conversion, this strategy meaningfully enhances patient experience. It begins the relationship
earlier and on the patient’s terms, providing clarity and care before any clinical interaction. This sets the
tone for a more empathetic, informed, and confident patient journey.

And the benefits don’t stop there:

« Higher conversion from nurtured leads

+ Faster acquisition of positive online reviews

+ Increased word-of-mouth referrals from engaged patients
« A smoother, more efficient marketing-to-care pipeline

In a market where advanced technology is expected, experience is the new differentiator. When patients
feel understood and empowered, they’'re more likely to trust, engage—and recommend.



CONCLUSION: THE FUTURE BELONGS TO HUMAN-FIRST
MARKETERS

Healthcare marketing is evolving. Ad costs are rising, tracking is restricted, and consumer expectations are
changing. But in these challenges lies a powerful opportunity: to create systems that don't just convert
patients, but care for them—before they even walk in the door.

First-party data gives marketers precision.
Modern lead capture fosters trust.
Together, they form a marketing engine that delivers value, loyalty, and long-term growth.

When marketing becomes part of the patient experience, it does more than drive revenue—it builds
relationships.
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