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FIRST THINGS [

priorities before acting

FI RS I on them.
A You need t&BELIVE in the science

A Just like any service you offer you need to believe these treatment options will provide
your patients positive outcomes

A UNDERSTANDthe regenerative medicine industry and your part in it
A This is cutting edge medicine with new developments being made daily. Before you be
mar keting regenerative medicine, kKknow
fit into your practice.

A CREATEa plan
A Your success starts with a well though
A 1.Who?i Who will you assign the responsibility of implementing your marketing
strategies?
A 2.What? i What marketing strategies will you use?
A 3.How Much? - Define a budget. Stick to it. Track dollars spent to results.




WHAT ABOUT 58

CREATE a plan (continued)

A Why? 17 Why are you marketing regenerative medicine?
A You are wanting to grow your patient base for regenerative medicine
A Provide another great viable option to your patients

A When?7 When should | begin marketing?
A Once youbve got systems in place _
A After youdve educated your staff on the rekg

A Where? - Where should | begin marketing?
A ONLINE!




WHY MARKETING ONLINE IS THE

BEST PLACE TO START @
| f these stats dondt convince you, I donot'?\iff‘;‘\\""‘\f‘
81% of patients consider a practicewitharc t i ve onl i ne presemdge

treatments

80% of allinternet users search online for healthcare topics

90% of people are 124 said they woultrust health information they found on social media

8 million Americans ardooking for medical information on the internet every single day




O N L I N With over 85% of searches for products and services
happening online, it's just a "duh" at this point

MARKETING e




