HOW TO REBUILD YOUR PRACTICE
AND AFTER COVID-19
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Housekeeping

= All participating are muted

= To ask a question to be answered by speaker:
— Use the “Q&A” box found on your screen
— We will address questions after the presentation

= For help with technical difficulties and non-speaker questions:
— Use the “chat” box and we will respond as soon as possible

= Slides and a recording of the presentation will be available on the AOA website

= To obtain CME credit you take the post evaluation following the webinar visit
https://aoaonlinelearning.osteopathic.org/course/index.php?categoryid=40
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Disclaimer

= The information presented here is based on the experience, training,
and interpretation of the author. Although the information has been
carefully researched and checked for accuracy and completeness, the
iInstructor does not accept any responsibility or liability with regard to
errors, omissions, misuse, or misinterpretation. This handout is intended
as an educational guide and should not be considered a legal/consulting
opinion.

= This information is current as of the date the lecture was written —
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How to Rebuild Your
Practice: Now and After
COVID-19

\\‘ .




Before we begin

« We are living through a historic pandemic

Thank you to the caregivers on the front lines

Work hard to protect yourself and your loved
ones

This is not over, so continue to encourage social
distancing

« How we act today will be remembered
tomorrow

Let’s get the word out together!

Source: ABC News
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« Chief Executive Officer of Healthcare
Success

« Our team has marketed dozens of

Stewart Gandolf vein practices over the years

- National speaker to thousands of
healthcare clients across North
America

20 years healthcare marketing
experience

- Author of many healthcare marketing
articles

 Personally consulted for over 1,000
healthcare clients

« Fortune 500 clients
- BS, Marketing, Ohio State University

- MBA, Marketing, San Diego State
University




States Are Reopening...
Which Marketing Moves Can Rebuild Your Practice?




€he New York Times

Which States Are Reopening
Which Are Still Shut Down

By Sarah Mervosh, Jasmine C. Lee, Lazaro Gamio and Nadja Popovich Updated May 5, 2020

[¥ Partial reopening Reopening soon  Shut down or restricted
Click a state to see more detail




Recent Headlines Reflect Our Unsettling Times

Outpatient Elective Surgeries to Restart Under 1st Phase of Trump's Plan (Beckers ASC News, April 17)

Roadmap from AHA, Others for Safely Resuming Elective Surgery as COVID-19 Curve Flattens, (American Hospital

Association, April 17)

How Doctors Are Keeping Patients Safe as Elective Surgery Resumes, (ABC News, May 2)

US Hospitals Promise New Safety Measures to Ease Patient Fears After Coronavirus Crush, (New York Times, May 2)

Trump Says It's Safe to Reopen States as Governors Grapple With Restrictions, (Washington Post, May 3)

Millions of layoffs set to push unemployment rate to highest level since Great Depression, (Marketwatch, May 4)

US Officials Warn of New Virus Surge as States Reopen, (Wall Street Journal, May 5)

Models Project Sharp Rise in Deaths as States Reopen, (New York Times, May 5)

Medical Practices Reel Financially From COVID-19 Losses, (Medical Economics, May 4)

As visits plummet because of the coronavirus, small physician practices are struggling to survive, (New York Times, May 5)
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https://www.beckersasc.com/asc-news/outpatient-elective-surgeries-to-restart-under-1st-phase-of-trump-plan.html
https://www.aha.org/press-releases/2020-04-17-safely-resuming-elective-surgery-covid-19-curve-flattens-acs-asa-aorn-and
https://www.aha.org/press-releases/2020-04-17-safely-resuming-elective-surgery-covid-19-curve-flattens-acs-asa-aorn-and
http://How%20Doctors%20Are%20Keeping%20Patients%20Safe%20as%20Elective%20Surgery%20Resumes
https://www.nytimes.com/reuters/2020/05/02/us/02reuters-health-coronavirus-usa-hospitals.html
https://www.washingtonpost.com/politics/trump-says-its-safe-to-reopen-states-as-governors-grapple-with-loosening-restrictions/2020/05/03/013ee34a-8d64-11ea-a0bc-4e9ad4866d21_story.html
https://www.marketwatch.com/story/millions-of-lost-jobs-may-push-unemployment-rate-to-highest-since-great-depression-2020-05-02
https://www.wsj.com/articles/coronavirus-latest-news-05-05-2020-11588669450?tesla=y
https://www.nytimes.com/2020/05/04/us/coronavirus-live-updates.html#link-582f66ac
https://www.medicaleconomics.com/news/medical-practices-reel-financially-covid-19-losses
https://www.nytimes.com/2020/05/05/health/coronavirus-primary-care-doctor.html

COVID-19’s Impact on Doctors and Practices




Physician Practice Patterns Changing As A Result Of COVID-19

- About half are using telemedicine (48%)

« 38% of physicians are seeing COVID-19 patients (of those, 30%
of them feel great stress, but will continue to see patients)

« 60% of physicians who are not seeing COVID-19 patients are
willing to do so

« 14% plan to change practice settings as a result of COVID-19

+ 18% plan to retire, temporarily close their practices, or opt out of
patient care

Source Merritt Hawkins 11


https://www.merritthawkins.com/news-and-insights/media-room/press/-Physician-Practice-Patterns-Changing-as-a-Result-of-COVID-19/

The number of visits to ambulatory practices declined nearly 60
percent in mid-March and has remained low through mid-April.

Percent change in visits from baseline
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Source: Ateev Mehrotra et al., “What Impact Has COVID-19 Had on Outpatient Visits?,” To the Point (blog), Commonwealth Fund, Apr. 23, 12


https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits
https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits

Nearly 30 percent of all visits at these ambulatory practices are now
provided via telemedicine.

Percent of all visits provided via telemedicine
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Source: Ateev Mehrotra et al., “What Impact Has COVID-19 Had on Outpatient Visits?,” To the Point (blog), Commonwealth Fund, Apr. 23, 13


https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits
https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits

As the number of in-person visits dropped, telehealth visits
increased. But the increase in telehealth visits only partially offset
the drop in in-person visits.

The decline among in-person visits is steeper than the decline among visits of any type (telemedicine and in-
person).
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Source: Ateev Mehrotra et al., “What Impact Has COVID-19 Had on Outpatient Visits?,” To the Point (blog), Commonwealth Fund, Apr. 23,
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https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits
https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits

The decline in visits was generally larger among surgical and
procedural specialties and smaller in other specialties such as adult
primary care, obstetrics/gynecology, oncology, and behavioral

health.

Percent change in visits from baseline to week of April 5
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https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits
https://www.commonwealthfund.org/publications/2020/apr/impact-covid-19-outpatient-visits

VGWA

Medical Group Management Association

97% OF PRACTICES HAVE EXPERIENCED
A NEGATIVE FINANCIAL IMPACT DIRECTLY OR

INDIRECTLY RELATED TO COVID-19.
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MGMA survey conducted April 7-8, 2020. 16



Extremely worried 46%

Very worried 30%
of practices are Somewhat worried 19%
worried about .
Not worried 5%

financial health.

«“As it looks now, it is likely I will have to close the practice.”

*“No elective surgeries or procedures and no preventive healthy visits make it nearly impossible to
make my rent.”

*“l can see my practice failing before my eyes.”

“As a private primary care practice, we were already struggling with high rent, employee costs,
and declining reimbursement. With the loss of the revenue stream from decreased patient visits
we are through. | anticipate closing our practice in the next several months.”

*“l can survive only for few weeks, after that closing the practice and early retirement are
inevitable.”

- “We have furloughed entire staff. It's not clear when we can re-open. | am concerned my private
practice will close permanently.”

*“Doing 98% telehealth. | can't offer any elective surgeries and I'll see a drastic decrease in
payments in the next 2-3 months. It's moral agony to know | have cancer patients but have to
delay their care.”

*“Dooms day! Scariest days and nights. For all staff, MDs as well as patients. My family is at edge
due to potential COVID-19 exposure, financial strains and mental cloudiness.”

Source: COVID-19 Physician Financial Health Survey, California Medical Association 17


http://cmadocs.org/covid-19

he Decision to Resume Procedures Will Vary By
Practice

« Applicable state orders and restrictions
« Association guidelines (e.g., AOA, ACOS)
« Local COVID-19 infection rate

1 4 /77 78R
—————— 4

 Practice preparedness

« Economics related to the type of practice
(e.g., primary care or surgical)

e Doctor/ Practice owner’s comfort level

« Consumer demand
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Americans Divided on Whether Coronavirus Situation Is Getting
Better or Worse

What's your impression of the coronavirus situation in the U.S. today?

B % Getting better [l % Staying the same [ % Getting worse

62
48
40 41
34
25 39
18 20 20
13
APR7-9 APR 10-12 APR 13-16 APR 17-19

GALLUP PANEL, 2020
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Uncertainty about the duration of the situation, the economy, and

overall public health are top concerns for Americans

Largest concerns of the US population related to COVID-19!
% of respondents who are very concerned or extremely concerned

('3 Not knowing how long the situation will last
- The US economy

(" Overall public health

' Health of my relatives in vulnerable populations

{71 Safety of myself or my family 549
4/ Taking care of my family 48%

¥ My personal health 44%
72 Impact on upcoming events 43%

(¥ Contributing to the spread of the virus 41%
%4 Not being able to get the supplies | need 39%
= Negative impact on my job or income 38%
r2 Impact on upcoming travel plans 38%
5= Not being able to make ends meet 35%

' Q: What concemns you most about the COVID-19 sifuation ? Possitie answers: “not a cancermn”, “minimally concemed”; “'somewhat concemed”; "very concemed”; ‘extremely concemed.”

B Very concerned /

extremely concerned

9%

64 o

of Americans are very or
extremely concerned
about the uncertainty of

the duration of the
COVID-19 situation

Source: McKinsey & Company COVID-19 US Consumer Pulse Survey 420—426'2020, n = 1,052, sampled and weighted 10 maich US generd populaton 184 years

McKinsey & Company

7
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Consumers continue to feel the financial impact of COVID-19 and
expect to cut back on spending

Overall sentiment in the general population in UsS? Bl Strongly disagree /disagree | Somewhat disagree / agree [l Strongly agree / agree

% of respondents Strongly agree/
agree difference
since last pulse?

My family/friends’ health has been negatively affected by coronavirus or

coviD-19 9% 3
My ability to make financial ends meet has been negatively impacted 40%% 2
by coronavirus or COVID-19 /o ° /o

My income has been negatively impacted by coronavirus or COVID-19 36% 31% -3
My ability to work has been reduced by coronavirus or COVID-19 29% 34% -1

Uncertainty about the economy is preventing me from making purchases [JIFH 45% 6
or investments that | would otherwise make '

| am cutting back on my spending -2

Given the economy and my personal finances, 4
| have to be very careful how | spend my money

' Q: Please indcate how strongly you agree or disagree with each of the folloming statements. Please select anly one response for each statemery, fgumes may not sum 10 1009% because of rounding.
? Measwres diference in "strongly agree / agree” between current and last puse survey.

Source: McKinsey & Company COVID-19 US Consumer Pulse Suwvey 420-4'26'2020, n=-1.0352; 4134192020, n - 1,052, sampled and weighted 1o makch US generd populaton 18+ yeas McKinsey & Company 2
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Americans believe that the personal and financial impact of
COVID-19 will last well beyond two months

Iy

Adjustments to routines’
% of respondents

More than one year 14%

7-12 months

4-6 months

2-3 months

0-1 month

)
~091%
believe it will take
2+ months before

routines can return to
normal, up from 89%
in the last pulse
survey

Impact on personal/household finances?

% of respondents

More than one year

7-12 months

4-6 months

2-3 months

0-1 month

No impact 22%

()
~72%
believe their finances
will be impacted for

2+ months by the
COVID-19 situation,
same as the last
pulse survey

' Q: How fong do you believe you need 1o adjust your routnes, given the curent COVID-19 siluadon, before things refurn back fo normal in the US (e.g., govemnmery lifts res chons on evenisfravel) ? Figures may not

sum 10 1009% because of rounding.

?Q: How long do you believe your persoralhousehold finances wmill be impacted by the COVID-19 sfuation? Figures may nal sum % 100% because of rounding.

Source: McKinsey & Company COVID-19 US Consumer Pulse Suwvey 4204282020, n = 1,052; 4/13-4/19/2020, n - 1,052, sampled and weighied 1o mach US geneal papulation 18+ years

McKinsey & Company

8
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Media Consumption in the Age of COVID-19

Up to 70% are delaying major purchases until outbreak decreases or ends — BUT:

95% of global consumers say they are spending more time on in-home media consumption/ activities

67% are watching more news coverage
53% are spending more time socializing as a family

51% are watching more streaming shows like Netflix

48% are watching more broadcast TV, while 48% reported watching more streaming TV

45% are spending more time on social media

35% are listening to more streaming services

ALT

HCARE

Source: globalwebindex.com/coronavirus

24



https://www.globalwebindex.com/coronavirus

@ Usage intent after COVID-19 is higher for wellness activities and
telemedicine and lower for pandemic shutdown workarounds

Works for now Accelerated shifts
User Intentto User Intentto
growth continue growth continue
® Remote learning: my children  131% 37% Telemedicine: physical 180% 48%
=
D' Restaurant curbside pickup 77% 26% Telemedicine: mental 1259, 559
C>) Videoconferencing: professional 73% 43% Remote learning: self 589% 519
3 H Q,
S Store cmbede pickup 73% 38% TikTok 41% 605%
® Grocery delivery 57% 45%
8 Video chats: personal 50% 42%
‘»
P . Potentially here to sta
_§ Restaurant delivery 25% 38% y y User Intentto User Intentto
o) growth continue growth continue
o Online fitness 40% 55% Self-checkout in-store 9% 74%
g Meal-kit delivery 38% 51%  Watching e-sports 7% 62%
- Buy online for in-store pickup  34% 59% Quick-service restaurant drive-thru 7% 50%
Digital exercise machine 30% 71%  Online streaming 6% 61%
Wellness app 25% 81% Spent time outdoors 4% 90%
Playing online games 10% 56%

Low (<45%) Medium-high (>45%)

Intent to use after COVID-191

Percent of new or increased users who intend to keep doing activity after COVID-19

' Q: Compared 1o now, will youw do or use the following more, fess, or not at &, once Me comnavirus (COWD-19) sifuaton has subsiced? Posaible answers: "wWill stop ths”, "will reduce this”; "will keep doing what | am doing now, “will increase fhes.”
2 User growt is calculated as % of respondents who replied hal ey are new users over % ol respondents who replied thal ey were using he product/senice pre-COVID (using more, using the same or using less).

Source: McKinsey & Company COVID-19 US Consumer Pulse Suvey 420-4/26'2020, n - 1,052, sampled and weighted 1o makch US generd populaton 184+ years McKinsey & Company 13



https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/survey-us-consumer-sentiment-during-the-coronavirus-crisis

Time respondents would feel comfortable returning to various sites of care'*
% of respondents, n = 1,265

o
More than
1 month after g
38% 37% 42% 41%
Within 1 month
after

Immediately after
the pandemic ends
Today
Physician's office = Urgent careclinic  Emergency room Hospital Outpatient
facility surgical center

McKinsey Healthcare Study, surveyed April 13 26


https://www.mckinsey.com/industries/healthcare-systems-and-services/our-insights/helping-us-healthcare-stakeholders-understand-the-human-side-of-the-covid-19-crisis

Looking ahead

Many respondents indicated a willingness to reschedule care earlier with prompting from
providers, with provider availability the main consideration for when respondents intend to

Considerations for when
to reschedule healthcare

appointments’®
% of medical appointments 57% 8% 26%
to be rescheduled, n = 784
Provider availability Safety of care site / Symptoms could wait

risk of exposure to be treated

Reasons respondents might reschedule earlier'®
% of respondents who reported waiting until COVID-19 pandemic subsides to reschedule appointments,

n = 446
50% 36% 290% 15%
Doctor actively Worsening symptoms State and federal Site of care not seeing

contacting to governments relaxing COVID-19 patients
reschedule public health restrictions

McKinsey Healthcare Study, surveyed April 13 27


https://www.mckinsey.com/industries/healthcare-systems-and-services/our-insights/helping-us-healthcare-stakeholders-understand-the-human-side-of-the-covid-19-crisis

Takeaways From the Consumer Research

*Some patients will likely be open to seeing

you now, others will take more time

* Many patients are understandably worried
about contracting COVID-19, both in

general and when receiving treatment
* Most patients are wary of spending money

* Active efforts on your part can help get

patients to reschedule procedures!

#FHEALTHCARE
SUCCESS’
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Innovators Early Early Late Laggards
2.5 % Adopters Majority Majority 16 %
135% 34 % 34 %

Rogers, Everett. (1962) Diffusion of innovations. Free Press, London, NY, USA.

% 2J4eys 1aJepn
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Creative Direction for All Your Messaging

Acknowledge the current situation wherever possible, directly or subtly

Be transparent

Scenes of large crowds, handshakes or parties look strangely, “out of touch,”
right now

Be highly careful of looking exploitative — even if that is not your intention!
Make sure you don’t have any unintended messages (words like dying, virus)

Have empathy — people are grieving!

29




Should you hold off on your marketing until you are fully
operational and things are back to “normal?”

30




No! But depending on your situation,
it might make sense to pause advertising.

31




6 MARKETING CATEGORIES

Public

Relations

Doctor Traditional

Branding

Internal Digital

Referral

Marketing Marketing J Advertising

Building




Even if You Are Presently Closed, Take
Invest in the Long-Term

« Many of your competitors are frozen — and doing nothing

* Your job at the very least is to plan and prepare for the
future

« Even if you are partially or fully closed now, you can invest
in the long-term while staying relevant in the short term

 Create up-to-date COVID-19 notices
* Marketing planning

« Creative work including branding

» Long-term digital marketing projects

 Strengthen your employee and provider communications (larger
organizations)

« Update your social media and email patients

#FHEALTHCARE
SUCCESS"

Scientific Marketing That Delivers Patients

nis Opportunity to

To Our Patients

In response to the COVID-19 outbreak and Guilford
County’s issuance of a stay-at-home order - effective
Friday, March 27, 2020, our office will temporarily close.
We will remain closed until re-opening on Monday,
May 11th, or longer based on Governor Cooper’s
recommendations in the coming days.

If you have an emergency, please call our after-hours
number of 336-601-8346 and the on-call doctor will return
your call to speak with you about your concerns. If you
have an appointment scheduled in our office prior to April
13th, we will call you to reschedule.

We hope you and your family stay healthy and safe!

Sincerely,

Dr. Mark Featherston, Dr. Brent Greenberg
& the staff at Carolina Vein Specialists

33




Use organic social media to grow your reputation - and save lives

© Instagram 4
Use Facebook and Instagram to inform patients and the public: neaithcar.success
« Promote social distancing and safety
« Help people who think they may have the virus
* Provide wellness tips

 Assure the public you are taking proper safety precautions

« Answer frequently asked questions

QY : A

Remember blogs and patient emails! .

healthcare_success Stay six feet apart. Wear a
cloth face covering. Wash your hands.
#LetsFlattenTheCurve

A Q B O &

#FHEALTHCARE
&AsUCCEsS 34
cientifi eting That Delivers Patients




Q7. Which of these
content marketing
channels have
been MOST
effective so far?
Choose the top 3.

Most Effective Marketing Channels (Pick 3) Percent
Social media posts 84.62%
Email marketing 34.07%
Blog posts 29.67%
mail, etc. 25.27%
Sharing interactive content (e.g., assessment tools, symptom

checkers, quizzes, chatbots, etc.) 21.98%
Digital advertising — mobile 9.89%
Offering webinars or online events 8.79%
Digital advertising — traditional 5.49%
PPC 3.30%
Influencer Marketing 2.20%
Building voice search capabilities and accompany voice content 1.10%
Other (please specify) 7.69%

35
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Internal Marketing Strategies

« Ensure to update the COVID-19 safety
notice(s) on your website

« Create a video to emphasize your COVID-19
safety procedures

« Call / text patients who postponed visits or
procedures to reschedule them

« Use email to get the word out en masse (link
to your safety page/ video)

 Ask satisfied patients for referrals

#FHEALTHCARE
&S SUCCESS’

Scientific Marketing That Delivers Pati

nwm Tidelands Health - Safe in Our Care

S/AFE
IN OUR CARE

n
TIDELANDS HEALTH

B & Youlube ] I3
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Critical Phone 1. Assure patients your COVID-19
Handling Solutions

precautions help ensure their safety
2. Set your team up to succeed
3. Hire right - pay right
- . .
4. Script and train them
5. Track inquiries and results

6. New patient inquiries are high
priority and especially difficult

7. Get the call off the front desk
8. Objective is a first visit
9. Nominate your best phone people

10. Get patients in quickly




5 CRITICAL COMPONENTS

OF ANY EFFECTIVE
PHONE CONVERSATION

1. Establish rapport with a perfect greeting
2. Discover the need

3. Establish value

4. Dual alternative close

5. Answer objections, including COVID-19




Rebuild Primary Care Referrals

« Review and prioritize past referral sources

« Reach out to them to update them, and see
how THEY are doing (phone, text, email or
fax)

« Have your physician liaison visit when
possible

« Consider digital B2B strategies if physical
access not yet appropriate or possible

g HEALTHCARE
&S sUCCESS
entifi eting vers Patients
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Digital Marketing

Update your website (or create a new one)
Search engine optimization

Create a system to improve your online
reviews

Organic social media posts

41




Does Digital or Traditional Advertising Make Sense for
You Now?

Yes, when you...
* Are open and want to attract patients now, OR
« Want to build market share while others flee the market (we are seeing this)

« Can position yourself as a community thought leader, and want to help educate the public during the COVID-19
crisis

« Want to build your brand for the long-term - and capitalize on your competitors’ absence from the marketplace

» Enjoy a reasonable marketing budget

Probably not if you are currently closed, and
« Can only invest in direct response advertising, where every dollar must bring an immediate, trackable ROI

« Are struggling financially, or only have access to a very limited marketing budget

#FHEALTHCARE
&S sUCCESS’ a2
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About 5,480,000,000 results (0.60 seconds)

A\ COVID-19 alert

If you think you have been exposed to COVID-19 and develop a fever and symptoms, such as
cough or difficulty breathing, call your healthcare provider for medical advice.

Source: Centers for Disease Control and Prevention

For informational purposes only. Consult your local medical authority for advice. Learn more

Ad - www.doctorreferrals.com/ v

Doctor Near Me | Local and Convenient | doctorreferrals.com

Gain Access To An Extensive Health Care Network. Most Insurances Welcome. Excellent
hospital affiliations. Call to get a referral in as little as 24 hours. Get Help Changing Doctors.
Serving the OC. Multilingual Staff.

Ad - www.hoagmedicalgroup.com/family-medicine ~

Tustin Doctors Near You | Find Top Local Family Doctor
Our Family Practitioners Provide Care For Patients through All Stages Of Life. Some Of The

Services Provided Include Well Checks, Immunizations, And Much More! Locations Throughout
OC. Personalized Visits. Find A Primary Doctor. Most Insurance Accepted.

Accepted Insurance Plans - View Benefits - Schedule Your Appointment

9 15000 Kensington Park Dr Ste 250, Tustin, CA - (714) 477-8320 - Hours & services may vary

Ad - www.goforward.com/

Top Doctors Near You | Real Doctors. Real Technology.

Get Unlimited Access to World Class Doctors & Technology at One Flat Fee. Learn More.
Unlimited Visits. All-Inclusive Care. No Copays. Unlimited Visits. Use Your HSA/Flex Account.
@ 879 Newport Center Dr, Newport Beach, CA - (833) 334-6393 - Hours & services may vary
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Anthony Naples F MD

4.0 % % % % * (15) - Doctor ® 0
13095 Jamboree Rd WEBSITE DIRECTIONS
Closed - Opens 8:30AM Thu - (714) 838-8254

Benson Robert C MD

No reviews - Doctor 0
2615 St Simons DIRECTIONS
(562) 944-1900

Dr. Jay's Laser Medi Spa: Jay Amin, MD

3.8 %% % % (21) - Doctor ® 0
13273 Jamboree Rd WEBSITE  DIRECTIONS
Closed - Opens 9AM Thu - (714) 832-2222

i= More places

www.healthgrades.com ... » California (CA) ~

Family Doctors near Tustin, CA | Healthgrades

Find and research local Family Medicine Specialists in Tustin, CA. Read reviews and make an
appointment on Healthgrades.

www.vitals.com ) primary-care-doctors » tustin «

Primary Care Doctors in Tustin, CA - Ratings and Reviews ...

Primary Care Doctors, also known as Primary Care Physicians (PCPs), are usually the first ...
Primary Care Doctors in Tustin, CA: Dr. Hasan Badday MD ... Click on any of the following 10
cities to find more primary care doctors near Tustin, CA.

www.zocdoc.com » Doctors » Orange County, CA

Best Doctors in Tustin, CA | Book Online Today | Last Updated ...

"Dr Saam efficiently and carefully examined me to understand my back pain. She was quickly
able to pinpoint the issue and recommend treatment. She was very ...

How can | make a same-day appointment with a Primary Care Doctor in Tustin?
How can | find a Tustin Primary Care Doctor who takes my insurance?

How can | book an appointment online with a Primary Care Doctor in Tustin?
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[ doctor near me | % |

ALL MAPS NEWS SHOPPING IMAGES

/\ COVID-19 alert

If you think you have been exposed to COVID-19
and develop a fever and symptoms, such as
cough or difficulty breathing, call your healthcare
provider for medical advice.

Source: Centers for Disease Control and Prevention

For informational purposes only.
Consult your local medical authority for advice. Leamn
more

Ad - www.doctorreferrals.com/

Doctor Near Me | Local and
Convenient | doctorreferrals.com

Gain Access To An Extensive Health Care

Network. Most Insurances Welcome. Excellent
hospital affiliations. Call to get a referral in as little
as 24 hours. Get Help Changing Doctors. Serving
the OC. Multilingual Staff.

%, Call (714) 455-3750

Doctors
near Tustin, CA - Choose area

A

Within 0.25 mi 2 Open now
; SRS ) A

W Main St E Main St
"
Rutabegorz
Nickie Luck, LMFT Takeout -

w

Dr. letitia M.

o]
2 Gerald, DDS
Map data ©@2020
Dr. letitia M. Gerald, DDS
No reviews “
Doctor - 440 El Camino Real CALL

Nickie Luck, LMFT
No reviews “
Doctor - 228 W Main St CALL

Antoinette M. Eimers, PSYD
No reviews “
Doctor CALL

More places

&/ Healthgrades ... California (CA)

Family Doctors near Tustin, CA |
Healthgrades

Are you a Doctor? Claim your free profile. Healthy
Living Newsletter. Sign me up! Your privacy is
important to us. Submission of this form is

subject to Healthgrades User Agreement and
Privacy Policy. Providers by ...

Vitals.com » primary-care-doctors
Primary Care Doctors in Tustin, CA -
Ratings and Reviews | Vitals.com

Click on any of the following 10 cities to find more
primary care doctors near Tustin, CA. Long
Beach, CA Orange, CA Anaheim, CA Irvine, CA ...
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Google Ads

Paid Search is usually the fastest and most cost effective advertising method to get new patients

Closely monitoring our clients’ accounts throughout the COVID19 crisis, our digital team has observed:

Many elective-based inquiries (not necessarily clicks) are down

Some specialties are seeing increased CTR and lead conversions, e.g., urgent care, addiction, primary care
Other essential medical categories are “holding strong,” like cancer related searches

The types of search phrases we see are evolving, like “preventative care,” and “boost immune system”

We predict some more decreases in costs per click, especially as competitors continue to leave the
marketplace
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N\ Google Ads

Recommendations:

* Focus your keywords on the most action-based, specific terms

* Make sure your ads read appropriately for our new reality

* Closely monitor keyword searches and campaign results as consumer behavior continues to change
* Be prepare to pivot!

* Make adjustments to keywords and landing pages as appropriate

« Google prohibits capitalizing on COVID-19; avoid direct references

« Consider opportunities like, telemedicine, “televisitation,” and free transportation

» Consider spending more on display advertising, native advertising and YouTube as patients spend more time online, not
necessarily actively searching

« Note: Google will provide up to $340 million in credits to SMBs in 2020 (must have been advertising since Jan 2019)
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11:23 PM

South Florida Vascular ece
] Associates

w Sponsored - &

Treating uterine fibroids doesn't have to involve
an invasive surgery. Discover a powerful,
nonsurgical treatment option for .. See More

Uterine Fibroid Loam Mo Uterine F
Embolization Embolizz

00 18 6 Shares
[f:) Like O Comment Q Share

Modern Vascular
" Written by M S August 21 20 @

Peripheral Artery Disease affects 1in 20 aduits over age 50, If left
untreated, PAD could result in amputation, stroke and even death
Schedule a Comprehensive Evaluation Today!

MODERN
VASCULAR

PAD Specialist | Schedule An Evaluation

Learn More
Board-certified physicians dedicated 1o preventing
amputations with miremally invasive techniQues
O% o 20 Commants 31 Shares

11:23 PM

s Lone Star Vein Center
Sponsored - &

Vive una vida sin dolor de pierna por las varices. Visita los Doctores de
Lone Star Hoy!

LONESTARVEIN.NET
Agende su consulta GRATIS! Learn More
Aliviar el dolor de las varices!

oo‘.’ Yolys Mufioz, Felicitas Cobb and 346 others 19 Comments 31 Shares

John Doe
o
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Paid Facelbook and Instagram Advertising

« Make sure your ads are relevant and appropriately emotional
« Consider Facebook Live or other virtual events
« Consider telehealth option

« At the appropriate time, you can promote some of your community actions, or highlight your
“everyday heroes”

« Facebook will be offering a $100 million Small Business Grants program

« Messenger Ads are an exciting new opportunity
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https://www.facebook.com/business/boost/grants

Carla Henderson replied to an ad. View Ad
oY Like (D Comment £ Share e B

Hi Please select from the options below
M), Gatoway Rohaty
@Y Written by Hesnhcar 055 (71 March 17 a1 2:47 PM - @
Recovery Is within your reach. We not only help you overcome addiction Is anyone available to chat? >
but aiso give you a renewed sense of self that can dramatically transform
and improve your life.

I would like a Clinical Specialist to reach out to >

RECOVERY IS POSSIBLE a Gateway Rehab me directly
e " Other

Contact Gateway Rehab or Book an >
Hi Gabrielle. Appointment
Please select from
the options below

; Is anyone available to chat?

Is anyone
available to chat? >

The first step 10 recovery is often the most

dtcult, Gateway Rehab is hare for you. If you would like to call us instead, call 724-307-4754

Tap 1o Send a Confidentinl Mossage | would like a

» e e o e need for my son
BOSS Clinical Specialist = t Y

mmrzhmumlm-wmnw :;)J%?rcer::g;t to gcz::t:g l;l:d; can ask our clinical specialists team to
Request a
Conﬁdentia| Can | try to answer any questions?
Evaluation or > Sent by Tracy Plevel
Refer a Loved
One

Sure

_I‘II be available tomorrow early afternoon
e Other > 3Ty

| have sent your information to the team. Look for a call
tomorrow.

Write a message...

Sent by Tracy Plevel [?]
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Gateway Rehab s
Written by Healthcare Success [?] - March 17 at 2:45 PM - Q&

Recovery is within your reach. We not only help you overcome addiction
but also give you a renewed sense of self that can dramatically transform
and improve your life.

TAP TO SEN
CONFIDENTIAL M

Get Help Now - Send a Confidential

& Send Message
Message

oo 31 15 Comments 10 Shares

o Like () comment /> Share O poster S~ I/

Most Relevant ~
% Comment as Gateway Rehab (®]

‘ _ That's where | began my journey of Recovery.
Shots out to the staff, especially Eagle (Todd), Coach, Renee,
and Gail

Love - Reply - Message - 5d oa 2

e & Author

Gateway Rehab Thank you for sharing!

Dot o e T o1 Lo oo

Social Endorsement of
their services and
extend your reach with
social engagement
and sharing
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# comscore

OTT Streaming on
Connected TVs

and Boxes/Sticks
Increases during
Coronavirus Pandemic

BLOG

OTT Streaming on Connected TVs and Boxes/Sticks
Increases during Coronavirus...
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VIRUS OUTBREAK LEADS TO INCREASED LISTENING

Because of the COVID-19 (Coronavirus) outbreak, do you find yourself listening to audio...

mLEss |0

i,

o

ABOUT THE SAME

= MORE

O

L
N
> T
2

Adults 18+
MORE TIME LESS TIME
/\ | COMPUTER
PERCENT “%’E;E ? 12%
SPENDING I o
MORE TIME AT HOME = PODCASTS ) SMART SPEAKER
LISTENING |  26% 1 14% il 10%

Source: Custom Nielsen study conducted March 20-22 via an online survey, based on a weighted sample of 1000 adults 18+
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Advertising

« Streaming radio and television are our favorite opportunities. (Billboards and print, “not so much.”)

« Viewership and listenership are up, while advertisers are fleeing the marketplace due to the COVID-19 crisis,

cancelled Olympics, and fewer political ads.

« Create ads that convey positive messaging to the community and encourage media outlets to partner with

clients.

« Have your agency leverage media relationships to negotiate media support for clients during this

“challenging” marketplace. Don’t be afraid to “ask” the media for more. They are willing to help now.

« For example, in Chicago our media buyer was able to negotiate 80 free community-oriented radio spots,

while also changing the mix to include more streaming

+ In Texas, when our multi-location client asked us to move budget to TV, our radio rep provided us 180 free

spots across three stations as a measure of long-term goodwill.
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Final Words

« There is pent up demand, but some patient “personas" will act sooner

than others

« Campaigns continue to get interest, but conversion rates (inquiries) may

lag behind historical norms
« Monitor results continuously and stay prepared to pivot
* The recovery will take time - try to be patient

« Things will likely never be the same again - but that can also bring

about new opportunities
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Questions?

Stewart Gandolf

stewartg@healthcaresuccess.com

linkedin.com/in/stewartgandolf/
@StewartGandolf
(800) 656-0907
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https://www.physiciansupportline.comy

. »” " :
: :l..,',m News & Updates  PSL In The Mecka f v

Physician Support Lir e
| Vi 1 (888) 4@-01

olleagues all over the S ofcovn) 19
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AOA Resources

www.osteopathic.org/covid-19

AOIA
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http://www.osteopathic.org/covid-19

On-demand Covid -19 Webinars

» The CARES Act and the Paycheck Protection Program (PPP): Key
Considerations for Physicians and Their Practices

» Federal Financial Relief for Physicians During the COVID-19 Emergency

» Telemedicine - Successfully practicing medicine from a distance
Navigating HIPAA and Telemedicine during COVID19

» Get Paid for Telehealth; New Rules for Documentation and Technology

» Billing and Coding Under New Telehealth Rules

landandadada e e e e e e dada Ja oo la e iadadada dada o la e Iadadadadadada e iadadadada dada o o le Iadada /a4

https://aocaonlinelearning.osteopathic.org
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Upcoming Webinars

How to Rebuild Your Practice Now and After COVID-19
May 7 7:.00 PM CT

Managing Your Online Presence
May 13 7:00 PM CT
Updated Telemedicine Coding & Billing

TBD

COVID-19 Impact on Employed Physicians
TBD

Reopening your Medical Practice

TBD

https://aoaonlinelearning.osteopathic.org

AOIA AN




Welcome to the AOA!

To obtain CME Credit

This login is for All osteopathic physicians
(current and former members), osteopathic
students, and AOA staff. Please use your
osteopathic.org credentials to login. Otherwise,
please use the Sign Up link below.

https://aoaonlinelearning.osteopathic.org

AOA Online Learning
The American Osteopathic Organization’s Online
CME platform

Username

For example 099999 or FIRSTLAST

Password

Password @

O ®
AOIA




Questions & Answers

Physician Services Department
1-312-202-8194
physicianservices@osteopathic.org

AOIA AN
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