
Social 
Media
Guide

How to Grow Your 
Business Using Social 
Media Marketing & 
Advertising

https://business-clinic.ca


Social Media Guide: How to Grow Your Business Using Social Media Marketing 
& Advertising

Copyright © 2019

Published by The Business Clinic

11007 Jasper Avenue, #729, Edmonton, AB T5K 0K7

All rights reserved. No part of this publication may be reproduced, distributed, or 
transmitted in any form or by any means, or stored in a database or retrieval sys-
tem, without the prior written permission of the publisher.

Design by The Business Clinic. Please visit our website at: www.business-clinic.ca

2

https://www.business-clinic.ca
https://business-clinic.ca


Table of Contents

Introduction .................................................................................................................................................4

Chapter 1: Social Media Marketing  ..................................................................................7
What is social media marketing? .................................................................................... 7
What are the benefits of social media marketing? ......................................8
How does social media marketing work? .........................................................9
How to create business accounts for:
Facebook, Instagram, Twitter, and LinkedIn: .....................................................14

Chapter 2: Social Media Campaigns  ...........................................................................20
What are social media campaigns? ...........................................................................20
What are the benefits of social media campaigns? .................................. 21
How to increase user engagement using campaigns? .....................22

Chapter 3: Social Media Advertising ...........................................................................25
What is social media advertising? ...............................................................................25
What are the benefits of social media advertising? .................................26
How to create Facebook Ads ............................................................................................27
How to create Instagram Ads .......................................................................................... 33
How to create Twitter Ads ....................................................................................................34
How to create LinkedIn Ads ...............................................................................................39

Conclusion ................................................................................................................................................. 45

About The Business Clinic ......................................................................................................46

3

https://business-clinic.ca


Social media is a digital technology that facilitates the cre-
ating and sharing of information, ideas, and other forms of 
content via digital communities and networks.

We are social beings that have a fundamental human need 
to connect with each other. The more we feel a deep sense 
of connection with others, the more we feel a sense of be-
longing to a community, creating happiness and meaning 
in our lives.

In addition to connecting people to people, social media 
also connects people to businesses. Social media market-
ing and advertising are one of the most effective strategies 
for growing your health and wellness practice with new 
patients.

The reason is that they’re extremely popular and growing 
quickly. According to the Canadian Internet Registration 
Authority (CIRA), 67% of all Canadians use social media daily. 
These social media networks provide digital communities 
for people to connect and share information, ideas and en-
tertainment.

We wrote this guide to help you learn how to use social 
media marketing and advertising to help you grow your 
business with new patients. Here’s what you’ll learn:

Chapter 1 – Social Media Marketing
Social media marketing is an effective strategy for building 
relationships with your clients and promoting your health 
products and services. Doing so improves your patient re-
lationships, increases website traffic, improves your search 
engine rankings, grows your practice with new patients, 
and provides a better patient experience online.

“If you want to  
connect with  
people and be 
part of their  
community, 
you need to go 
where the com-
munity is. You 
need to be con-
necting before 
you are actually 
needed. ”

Ed Bennett,  
University of Maryland 

Medical Center, 2012

Introduction
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Chapter 2 – Social Media Campaigns
Social media campaigns are an effective way to increase the 
visibility of your practice to your audience and their network 
of followers. By encouraging your audience to interact or en-
gage with your posts, you’re increasing the social proof of your 
practice, improving your audience quality, and motivating 
new patients to book an appointment at your clinic.

Chapter 3 – Social Media Advertising
Social media advertising is a cost-effective way to promote 
your health products and services through sponsored ads 
focused on your ideal clients. By leveraging the large data-
bases of social media networks, you can focus your ads on a 
segmented audience that is interested in your products and 
services. Social media ads are also cost-effective, increase 
your website visits, and bring new clients into your practice.

After reading this guide, you’ll understand how to grow your 
business using social media marketing and advertising. Let’s 
get started!
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Social Media Marketing

What is social media marketing?
Social media marketing helps you achieve your business 
goals by creating and sharing content on social media 
networks. Effective social media marketing creates an 
emotional connection with your patients, shares infor-
mation and ideas that they find valuable, and creates a 
digital community for your clients to interact.

Most businesses use social media platforms to promote 
their products and services because there’s already a 
large network of people using it daily. These business-
es first create content, then they share or promote this 
content to achieve their business goals. Content includes 
various forms of digital media, such as:

•  Text and blog articles
•  eBooks and guides
•  Photos and infographics
•  Videos and animations
•  Interactive games

Once this content is created, businesses share and pro-
mote this content using various platforms, such as:

•  Facebook
•  Instagram
•  Twitter
•  LinkedIn
•  Pinterest
•  YouTube

This content is often promoted using “organic” efforts, 
which means any and all activities related to sharing this 
content that doesn’t include buying an advertisement or 

Social media marketing is an effective  
strategy for building relationships with your 
clients and promoting your health products 
and services.

“The demo- 
cratization of  
information 
through social 
media is shaping 
the clinical  
encounters  
and the patient/ 
provider relation-
ship. ”

Sylvia Chou, National  
Cancer Institute, 2012
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spending money to have it promoted or sponsored. Many 
businesses also pay money to promote this content using 
paid or sponsored advertisements. 

The purpose of sharing content is to achieve your busi-
ness goals. For many health and wellness practices, their 
business goals include educating your audience to pro-
mote your products and services, attracting a traffic of 
potential patients to your website, and encouraging them 
to book an appointment with you and your practitioners.

What are the benefits of social media marketing?
The primary benefit of using social media marketing is 
to help you grow your health and wellness practice with 
new clients. There are many other benefits for you, your 
practitioners and your patients, which include:

1.  Improved brand recognition and loyalty: creating 
and sharing content through your social media chan-
nels makes your practice’s brand more visible to new 
and existing clients, which makes your business more 
accessible for new clients to connect. Nurturing re-
lationships with your audience further strengthens 
your customer loyalty. In a recent study, up to 66% 
of people who follow companies on social media are 
more loyal to that company.

2.  Increased website visits: every social media profile 
that you create is another path leading back to your 
website. Every social media post that you share and 
promote is another opportunity to capture your audi-
ence’s attention and invite them to learn more about 
you, your team and your practice by visiting your 
website. Once on your website, you can encourage 
them to book an appointment.

3.  Better search engine rankings: your website is 
ranked in Google’s search results based on search 
engine optimization (SEO). One of their ranking fac-
tors to determine where your website will be dis-
played are called “social signals,” which means any 
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form of interaction or engagement that your audi-
ence has with your social media profiles. The more 
engagement you have on social media, the higher 
your website will be displayed in Google’s search en-
gine rankings.

4.  More new patients and clients: social media pro-
vides businesses with an ability to humanize their 
brand, which is helpful since people trust people 
more than they trust companies. As a result, you can 
use social media to effectively present your busi-
ness as a trustworthy source of information through 
valuable content, then encourage your audience to 
visit your website to book an appointment. A 2012 
study conducted by HubSpot found that social me-
dia marketing results in twice as many sales than 
traditional advertising leads, such as tradeshows and 
direct mail.

5.  Better customer experience and insights: since 
social media is a public network, it’s a great opportu-
nity to demonstrate your passion for helping your cli-
ents. Every client interaction, positive or negative, is a 
chance to publicly display your customer service ex-
pertise and nurture your relationships. Furthermore, 
most social media platforms provide extensive data 
analytics to learn about your audience demograph-
ics, interests, and buying behaviour. 

How does social media marketing work?
There are hundreds or thousands of ways to use so-
cial media for growing your business. Every business is 
unique, so what works for one business may not work 
for another. Here we’ll review our recommended 6-step 
process for effective social media marketing:

Step 1: Set goals
Before creating any specific business goals to accomplish 
using social media, it’s important to step back and look at 
your big picture strategy. In other words, reflect on your 

“As more people 
go online to 
interact with 
their banks and 
make purchases, 
they want to do 
this with their 
doctors, health 
plans, and condi-
tion and disease 
management  
as well. ”

Laura Clapper, MD, 
OneRecovery, 2012
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business vision and how you want that vision communi-
cated through social media.

Some questions that you can consider asking include:

•   What do you hope to achieve through social media 
marketing?

•   Who is your audience of ideal clients and patients?
•   Where does your audience spend time online and  

offline?
•   How does your audience use social media?
•   What message do you want to communicate to your 

audience?

These questions help you visualize how your business 
goals can be achieved through social media marketing. 
Next, it’s important to set specific and measurable busi-
ness goals.

An effective framework for goalsetting is creating 
S.M.A.R.T. goals, which helps you quantify your results 
so that you can measure your marketing return on in-
vestment (ROI).

S.M.A.R.T. goals are:

•   Specific – well-defined and focused
•   Measureable – made of tangible numbers to track 

your progress
•   Attainable – realistic and achievable for your business
•   Relevant – based on your business environment
•  Time-bound – clear deadline for goal completion

For example, a S.M.A.R.T. goal that you can set for your 
practice may be:

“By the end of our fiscal year, we will use Facebook adver-
tising to increase traffic to our business website by 25%.”

Most social media platforms also track various perfor-
mance metrics that you can use to help you set goals. 
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Here’s a summary of the most common metrics that are 
tracked:

•   Reach: the total number of unique users or accounts 
that saw your post.

•   Impressions: the total number of times that your 
posts have been seen.

•   Engagement: the number of times that your post 
was liked, shared, and commented.

•   Clicks: the number of times that a user has clicked 
on your post, link or logo.

•   Visits: the number of times that a user viewed your 
profile or website. 

Step 2: Know your audience
The next step in effective social media marketing is to 
imagine your ideal client. Imagine this ideal client as one 
person with a name, age, gender, profession, etc. This 
is often called a “customer persona” or “client avatar”. 
This exercise helps you imagine who your clients are, 
what challenges they have in their lives and how your 
health products and services can help them resolve their 
challenges. 

This exercise also helps you learn how to position your prac-
tice on social media to communicate your brand promise 
in a language that resonates with your ideal clients. 

The key is to learn who your existing clients truly are and 
how you can find more clients like them. By learning 
about your clients, their challenges, and how they use 
social media, you can position your practice to deliver 
the right message, to the right audience, in a way that 
resonates with them.

A patient survey is an effective method of learning about 
your patients, their challenges and which social media 
platforms they like to use. Instead of spending your adver-
tising budget promoting your practice on a platform that 
your patients don’t use, focus your time and resources on 
the right platforms.

11

Chapter 1

https://www.business-clinic.ca/survey/
https://business-clinic.ca


Also, if you already have a large following on one or more 
social media platforms, you can use their internal ana-
lytics tools to learn about your audience of followers, in-
cluding their demographics, their interests and buying 
behaviour.

Unfortunately, these tools only provide information about 
your existing audience of followers, which may or may not 
be existing patients. One of the best ways to learn about 
your existing patients at your clinic is through a survey.

In addition to conducting primary research through a 
patient survey, and secondary research through your so-
cial media analytics tools, you can also review Canadian 
social media user demographic information, found here:

Sex Age

Platform Total Female Male 18-34 35-44 45-54 55-64 65+

Facebook 80% 81% 79% 89% 87% 75% 72% 72%

LinkedIn 45% 42% 48% 49% 49% 51% 47% 32%

Google+ 40% 37% 42% 41% 37% 43% 41% 36%

Instagram 39% 41% 36% 64% 48% 32% 26% 15%

Pinterest 36% 50% 21% 43% 38% 36% 36% 25%

Twitter 35% 33% 38% 46% 42% 35% 29% 22%

YouTube 27% 24% 31% 46% 37% 22% 17% 9%
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Step 3: Know your competitors
In addition to knowing about your clients, you also want to 
know about your competitors. This helps you measure the 
success of your social media marketing campaigns relative 
to your industry peers. By comparing your performance 
metrics against industry averages, you can benchmark your 
results and determine how to improve your performance.

Researching your competitors gives you a perspective 
into industry standards, and lets you see how your com-
petitors’ posts are being received by their audience. That 
being said, many business owners assume that their com-
petitors know something that they don’t. Often times, 
they will imitate their competitors’ strategies, believing 
that it will help their goals. 

Many social media management tools also have their own 
competitor analysis reports that helps you benchmark 
your own performance metrics against those of your 
competitors.  You can view how often your competitors 
are creating posts, the kinds of posts they’re creating, as 
well as how well those posts are being received.

You can begin searching for your competitors in Google’s 
search, as well as within your own social media’s search. 
Use your industry’s keywords, such as “dentist” or “op-
tometrist” or “physiotherapist”. Refine your search to local 
results, ideally in a close proximity to your clinic.

Step 4: Setup new or revise existing accounts
If you already have social media accounts setup and 
you’re engaging in marketing, you can conduct a prac-
tice checkup or marketing audit of your performance. 

You can begin by asking yourself these questions:

•   What’s working and what’s not?
•  Who is connecting with you on social media?
•   Which social media networks does your ideal client 

use most?
•   How does your social media presence compare to 

that of your competitors?
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Review your accounts to ensure that you have a clear 
vision of the purpose of each account. Next, ensure that 
your images, biography, and links are all consistent with 
your brand. Many small businesses have different names 
and images on different social media profiles. This creates 
confusion for your clients trying to find you.

Using your social media analytics tools, you can evaluate 
the performance of your posts. This helps you determine 
which types of posts are well received and have the best 
metrics.

If you don’t have a social media account setup, here’s a 
summary of how to get started:

Facebook Business
In order to create a Facebook Business Page, it needs to 
be linked to a personal account on Facebook. The two 
accounts are kept separate and no one will be able to see 
your personal account when viewing your business page. 

1.    Sign up for your Facebook Business Page
     a.  Go to www.facebook.com/business
     b.  Select “create a page” in the top right-hand corner.
     c.  Select your type of page, likely “Business or Brand”.
    d.   Complete the fields that ask for your Page Name, 

Category, etc.

2.   Add images to your page
     a.  Upload your company logo for your profile picture 

using 180 x 180 pixels.
     b.  Upload a cover photo that captures your practice’s 

personality. This is a great place to display a team 
photo. Use image dimensions of 820 x 312 pixels.

3.  Edit account details
     a.  Click “Add a Short Description” to write a few sen-

tences that summarize your health and wellness 
practice in 155 characters or less.

     b.  Click “Create a Username for your Page,” which de-
termines your Business Page URL (i.e. website ad-
dress), so try to use your business name or similar.

14

Chapter 1

https://www.facebook.com/business
https://business-clinic.ca


     c.  Click “About” on the left-hand side to complete any 
relevant fields and your business “Story,” which is 
a longer description of your practice and why your 
prospective patients should visit your clinic.

Instagram Business
In order to create an Instagram Business Account, you 
have to first download the app on your phone to setup 
a personal account. Then, you convert it to a business 
account.

1. Sign up for Instagram
    a.   Go to your phone’s App Store or Galaxy Store to 

download the Instagram app.
    b.  Open the app and press “Sign Up”.
    c.  Enter your email address.
    d.   Fill out your username, password, and profile 

information.

2. Create Instagram Business Account
    a.  Tap on your profile icon (usually in the bottom 

right corner).
    b.  Tap the three lines button at the top-right corner 

and press “Settings”.
    c.  Tap “Switch to Business Profile”.
    d.  Add your email address, phone number, and ad-

dress of your clinic.

3. Edit account details
a.  In a few sentences, summarize your health and 

wellness practice using 150 characters or less.
b.  Upload your business logo for your profile using 

dimensions of 110 x 110 pixels.
c.  Select your business category that appears under 

your profile name.
d.  Select “Edit Profile,” then “Contact Options,” and 

tap “Add an Action Button” to create buttons that 
allow Instagram users to call your clinic, send you 
an email, look up directions, etc.
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Twitter for Business
Regardless if your Twitter account is for personal or busi-
ness reasons, you only need one type of account.

1.  Sign up for Twitter for Business
a. Go to www.twitter.com
b. Click on the “Sign Up” button.
c.  Enter your business name and phone number to 

register.
d. Complete Twitter’s sign up instructions.

2. Edit account details
a.  Go to your profile page and click on the “Edit pro-

file” button on the right.
b.  Upload your business logo for your profile using 

dimensions of 400 x 400 pixels.
c.  Upload a header image for your profile that cap-

tures your practice’s personality, using dimensions 
of 1500 x 500 pixels.

d.  Add the founding date of your business, your lo-
cation, and business website.

e.  Write a business biography that summarizes your 
health and wellness practice in 160 characters or 
less.

f.  Update your page’s theme using your brand co-
lours to match your branding.

LinkedIn Business
In order to create a separate LinkedIn Company Page, you 
need a personal profile as well. Many health professionals 
use LinkedIn to network using their personal profiles, so 
it’s essential to have both.

1. Sign up for Linked Business
a. Go to LinkedIn Pages.
b.  Click on the “Create your Page” button in the mid-

dle of the screen.
c.  Select your business size, likely “Small business”.
d.  Complete your business name, LinkedIn public 

URL, and your website.
e.  Complete your company details, including your in-

dustry, company size and company type.
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f.  Complete your profile details by uploading your 
company logo using image dimensions of 300 x 
300 pixels. Write a short tagline for your business.

2. Edit account details
a.  Go to your Company Page and upload a cover im-

age using image dimensions of 1536 x 768 pixels.
b.  Write a company description that summarizes 

your health and wellness practice and why your 
prospective patients should visit your clinic, in 
2000 characters or less.

c.  Underneath your company description, add 20 
company specialties. Use keywords for special-
ties, as it will help people find your business on 
LinkedIn.

d. Click the Publish button to make your page live.

Step 5: Create content
After forming an effective strategy and setting up your 
accounts, you’re ready to start creating content. Many 
small businesses often struggle to know what kind of 
content to create or leave it until the last minute. 

One of the most effective ways to stay organized is to 
create a plan using a social media content calendar. This is 
a monthly calendar that summarizes what content you’ll 
create for each social media network, and the dates and 
times that your post will be published.

Many research studies suggest posting on social me-
dia on a daily basis, but generally not more than about 
once per day. Some businesses see great results by post-
ing more frequently on some platforms, such as Twitter, 
Pinterest, Instagram, or Google Plus. 

But, what kind of posts should you create?

There are many strategies and opinions, but according 
to Hootsuite, you can consider creating content based 
on the rule of thirds:
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•   1/3 of content is educational and shares valuable 
information

•   1/3 of content is personal and reflects your clinic’s 
personality

•   1/3 of content is promotional about your products 
and services

Many businesses make the mistake of creating posts that 
are overly promotional, often trying to sell more of their 
products and services. According to Sprout Social, 46% 
of people will unfollow a company if their social media 
posts are overly promotional.

Instead of being overly-promotional, focus on ways that 
you can add value for your audience through educational 
insights and valuable content. According to research con-
ducted by BuzzSumo, The New York Times, and Marketo, 
people will share your content if it’s valuable, informative 
or entertaining for others. 

Step 6: Analyze and optimize
After creating content and promoting it on your social 
media networks, it’s important to analyze and evaluate 
the performance of your content to see how well it’s 
achieving your business goals. 

Most of the social media networks provide robust ana-
lytics to measure and track your performance metrics. 
You can analyze which posts had the most views, likes, 
comments and shares. The more that your audience en-
gages with your posts, the more they like the quality of 
the content. Each time they engage with your post, it will 
also be seen by their network of followers, which increas-
es the visibility of your health practice.

After analyzing your top performing posts, you can op-
timize your strategy by creating more posts like them. 
Over time, you can fine-tune your social media marketing 
strategy to help you grow your practice with new patients 
more effectively.

“42 of consumers 
have used social 
media to access 
health-related 
consumer re-
views, 30% have 
supported a 
health cause, 
25% have posted 
about their health 
experience, and 
20% have joined a 
health forum or 
community. ”

PWC, Health Research 
Institute, 2012
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Social Media Campaigns

What are social media campaigns?
People use social media to socialize with others, learn new 
information, and to be entertained. Creating social media 
posts that only promote your products and services is not 
effective, as people will start to tune out your message.

One of the most effective ways to grow your practice is 
through word-of-mouth referrals. These referrals are a form 
of social proof, or third-party validation. Social proof can be 
created through social media.

If your clients make a positive comment on social media 
about your practice, this will be seen by their entire network 
of followers. This positive feedback, or social proof, is more 
credible than buying an advertisement.

If your clients interact or engage with your social media 
post (like, comment, or share), this will be seen by their net-
work of followers. This increases the reach and visibility of 
your practice to a larger audience of potential new patients.

Social media campaigns are an effective way 
to increase the visibility of your practice to 
your clients and their entire network of  
followers.

“45% of con-
sumers said 
information 
found via 
social media 
would affect 
their decisions 
to seek a sec-
ond health 
opinion. ”

PWC, Health Research 
Institute, 2012

CHAPTER 2
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The primary benefit of conducting a social media cam-
paign is to encourage your audience to interact or engage 
with your posts in order for their engagement to be seen 
by their network of followers. One of the primary perfor-
mance metrics that many businesses aim to improve is 
called “user engagement”.

What are the benefits of social media campaigns?
The primary benefit of conducting a social media cam-
paign is to encourage your audience to interact or engage 
with your posts in order for their engagement to be seen 
by their network of followers. One of the primary perfor-
mance metrics that many businesses aim to improve is 
called “user engagement”. 

There are many benefits of increasing the engagement 
of your audience, including:

1.   Increased social proof: when one of your patients 
makes a positive comment or recommendation of 
your practice on social media, their entire network 
of followers see it. This public recommendation val-
idates your health products and services.

2.   Improve audience quality: having a large audience 
of people that never interact with your practice or 
book an appointment doesn’t support your busi-
ness goals. By interacting and engaging with your 
audience, you will nurture those relationships and 
motivate them to book an appointment.

3.   Greater visibility: social media networks, like 
Facebook, decide which posts to display to peo-
ple based on mathematical algorithms. One of the 
main factors that these algorithms consider are the 
amount of engagement of each post. The more peo-
ple engage with your post, the more they’re indi-
cating interest, which results in seeing more posts 
from your practice in the future.
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4.   More new patients: when one of your patients pro-
vides a positive recommendation about your prac-
tice on their social media network, they are publical-
ly becoming an advocate of your clinic. According to 
market research company, Forrester, increasing user 
engagement as advocates results in a 50% increase 
in sales for new customers.

How to increase user engagement using social media 
campaigns?
One of the most common goals in social media market-
ing is to increase user engagement. This helps increase 
the visibility of your business to your audience and their 
entire network of followers. 

Here are some ways that you can increase user engage-
ment in your social media posts:

1.   Call-to-action: this is a statement or question that 
calls a person to take action. Ending a social media 
post with a call to action may prompt your audience 
to take action. The most commonly used calls to 
action include: 
a. book an appointment
b. call us
c. email us
d. visit our website
e. subscribe to our newsletter
f. follow us on social media

2.   Gamification: people use social media to socialize 
and be entertained. You can turn your posts into 
fun and engaging games that motivate your audi-
ence to participate. Social Media Today suggests in-
creasing user engagement with fun word games, 
such as Mad Libs, Hangman, Boggle, Jumble, and 
Anagrams.

3.   Incentives: in addition to creating games, you can 
also offer prizes for those games. By offering fun 
prizes, discounts on products and services, or other 

“71% of  
customers 
who have a 
positive service 
experience via 
social media 
are likely to rec-
ommend that 
company. ”

Ambassador  
Software, 2013
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incentives, you can encourage your audience to par-
ticipate in your campaigns.

4.   Engage back: when a person on social media 
does interact with your post or profile, through 
a comment, a like, or a share, it’s important to 
respond back as soon as possible. Doing so re-
inforces that behaviour and encourages them 
to continue to participate and engage with your 
brand on social media.

5.   Cross-platform: if you’re using more than one 
social media network, you can run campaigns on 
multiple networks and encourage your followers on 
some platforms to follow you on other platforms to 
learn more. This increases your audience on each 
platform.
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Social Media Advertising

What is social media advertising?
When people use social media, they provide informa-
tion about themselves to the social media network. 
Businesses can organize this information and segment 
people into groups to deliver advertisements that are 
relevant to them.

Creating a social media advertisement is easy. Turning 
that advertisement into real clients that book appoint-
ments at your practice is more challenging.
 
Many small business owners waste their advertising 
budgets on ineffective social media campaigns that 
don’t produce any new clients. The reason is that they’re 
showing the wrong message 
to their audience, or they’re 
showing the right message to 
the wrong audience.

Social media advertising can 
leverage information to pro-
mote your health products and 
services to a specific audience 
of people. The key is knowing 
your audience of clients – their 
demographics (age, gender, 
profession) and psychograph-
ics (interests, hobbies, life-
styles). This helps you craft the 
right message, to the right au-
dience, at the right time.

A Patient Survey is an effec-
tive tool to learn more about 
your clients. The more that you 
learn about your clients, the 

Social media advertising is a cost-effective 
strategy to promote your health products 
and services through sponsored ads  
focused on your ideal clients.
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easier it is to find more clients just like them by delivering 
a message that resonates with them.

Social media advertising uses information to focus your 
campaigns to a specific audience of people that are in-
terested in your health products and services.

What are the benefits of social media advertising?
When people use social media, they provide information 
about their age, gender, location, interests, profession, 
relationships, etc. to the social media network, such as 
Facebook. These social media networks organize this in-
formation and provide audience segmentation tools to 
people and businesses that use their advertising products.

One of the primary benefits of using social media adver-
tising is gaining access to this vast database of informa-
tion. This allows you to create advertisements that are 
relevant to your ideal clients and increases the likelihood 
of achieving your business goals.

For example, if most of the clients at your clinic are se-
niors, then you don’t want to waste your advertising bud-
get displaying your ads to young families with kids. You 
can focus your ads to be displayed to seniors living within 
a short distance to your clinic.

Here are some of the main benefits of advertising on 
social media:

1.   Powerful analytics: most social media networks 
collect, store and categorize information about their 
users and provide this information to businesses that 
use their advertising products. You can create ads 
that are focused and relevant to your ideal clients, 
which increases their likelihood to engage with your 
ad, visit your website, and call your clinic to book an 
appointment.

2.   Cost effective: traditional advertising, such as net-
working or direct mail flyers, is expensive, costing 
you time and money. Social media advertising pro-
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vides better value. The average cost to reach 1,000 
people through Canada Post mail flyers is about 
$150. The average cost to reach 1,000 people through 
social media ads is less than $10.

3.   Increase website visits: according to a report pub-
lished by Adobe Digital Insights, social media drives 
3x more website visits for new customers than for 
existing customers. In other words, advertising on 
social media will likely get three-times more poten-
tial new patients visiting your website than your ex-
isting patients.

4.   Grow visibility: billions of people use social media 
daily. Most of your patients and potential new pa-
tients are likely also using one or more social media 
platforms daily. Since there’s already a large network 
of people using these platforms, displaying ads to 
this network of people is an effective way of growing 
the visibility of your health and wellness practice.

5.   New patients: with robust analytics to create rele-
vant ads for your ideal clients, you will likely see an 
increase in appointments booked by new patients, 
or an increase in the purchase of your health prod-
ucts and services. According to a study published by 
Curalate, 76% of people surveyed have completed a 
purchase based on a company’s social media post.

Now that you know some of the main benefits of social 
media advertising, let’s review the process for creating ef-
fective ads on Facebook, Instagram, Twitter and LinkedIn.

How to create Facebook Ads
There are two primary ways to create Facebook Ads: us-
ing the Facebook Ads Manager, or by creating ads directly 
inside of your Facebook Business Page. Your Facebook 
Business Page allows you to create ads quickly using 
a simplified version of Facebook’s Ads Manager. You’ll 
see buttons around your Page that read: “Boost Post”, 
“Promote Local Business”, “Promote Website”, or “Create 
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Ad”. Any of these buttons will open up a simplified version 
of Facebook’s Ads Manager. 

Although creating ads directly inside of your Facebook 
Business Page is easy and quick, you sacrifice many 
benefits in creating more focused ads for your audience. 
For example, the Ads Manager allows you to set specific 
marketing objectives, choose more placement options 
for each ad, customize your audience with more detail, 
and gain greater control over your spending strategy and 
creative options.

The Facebook Ads Manager gives you more options to 
manage your ad campaigns effectively. Although you’ll 
likely want to create ads for your Facebook Business 
Page, the Facebook Ads Manager is found under your 
personal name. Every personal profile on Facebook has 
a Facebook Ads account already created.

In order to create ads for your business, you’ll want to 
create a Facebook Business Page using your personal 
profile. Then, visit the Facebook Ads Manager to see your 
account overview. Near the top of the page, click on the 
“Campaigns” tab, then click on the “Create” button be-
low it on the left-hand side. Next, determine if you want 
to create a “complete campaign” (guided creation) or a 
“campaign shell” (quick creation). 

If this is your first time creating a Facebook Ad, you can se-
lect “Create complete campaign”, and the Facebook Ads 
Manager will provide step-by-step instructions for creating 
the entire campaign from start to finish. If you’ve created 
Facebook Ads before, select “Create campaign shells” and 
you can build your campaign in any order that works for you.

Facebook organizes your ads into a hierarchy as follows:

1.   Campaigns: contains all of your ad sets and adver-
tisements, as well as choosing a marketing objective.
a.  Ad sets: you can group or segment your audience 

into ad sets, as well as choose your budget, sched-
ule, ad placements and price bidding.
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i.  Ads: the advertisements that an ad set or audi-
ence segment will see, as well as choosing an 
existing post or creating a new one.

Step 1: Your marketing objective
The first decision that Facebook Ads Manager asks you to 
make is: what’s your marketing objective?

Facebook Ads are designed to help you achieve one of 
three campaign objectives: awareness, consideration, or 
conversion.

•   Awareness: display your ads to the maximum number 
of people possible to increase their awareness of your 
health products and services.
o Brand awareness: introduce your business to a new 
audience.
o Reach: display your ad to as many people in your 
audience as possible.

•   Consideration: promote your ads to encourage people 
to interact by visiting your website, commenting, shar-
ing or liking your post, watching your videos, and more.
o  Traffic: increase traffic of people to your website  

or app.
o  Engagement: increase the number of post com-

ments, likes, and shares.
o App installs: encourage people to install your app.
o Video views: encourage people to watch your video.
o  Lead generation: get new potential patients into 

your pipeline.
o  Messages: encourage people to contact you using 

Facebook Messenger.

•   Conversion: encourage your audience to take action 
by purchasing a product, or by visiting your clinic in 
person for an appointment.
o  Conversions: encourage people to take a specific 

action on your website, such as subscribing to your 
newsletter or booking an appointment.

o  Catalog sales: connect your Facebook Ads to your 
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product catalog to show people ads for the prod-
ucts they may want to buy.

o  Store traffic: encourage people to visit your clinic by 
displaying ads to people who are nearby.

For awareness goals, you pay every time a person views 
your ad, known as an impression. For consideration and 
conversion goals, you pay every time a person takes action, 
like clicking a link to visit your website.

Deciding your marketing objective affects how Facebook 
displays your ad to help you achieve your goal. Refer back 
to your S.M.A.R.T. goals created earlier to help you choose 
a marketing objective.

Step 2: Choose an audience
Once you’ve set your campaign marketing objectives, you 
can start to segment your audience into groups within 
the ad sets. You can create multiple ad sets that focus on 
different audiences. 

For example, if you offer health services for seniors and also 
for parents with young kids, you can create two different 
audience categories. By creating two different ad sets, you 
can create different ads that are relevant to each audience 
segment. Ads that are more relevant have higher success 
than generic ads for everyone.

Facebook’s extensive information database allows you to 
create highly focused audience segments based on various 
demographic and psychographic information, such as:

•  Age
•  Gender
•  Location
•  Languages
•  Relationship
•  Education
•  Work
•  Financial

•  Home
•  Ethnic Affinity
•  Generation
•  Parents
•  Life Events
•  Interests
•  Behaviours
•  Connections
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Since you can save your audience segments as ad sets, 
you can experiment with the different segmentation op-
tions to find the best audience for your business. After 
conducting various tests, you may be surprised by which 
audience segment is most receptive to your ads.

Step 3: Set your budget
When selecting your budget, you have two options to 
choose from:

1.  Daily budget: ads are displayed continuously through-
out the day, up until your daily budget limit. You can 
also set a start and end date for your ad schedule.

2.  Lifetime budget: set a schedule for when to display 
your ads and they are shown to your audience until 
your lifetime budget runs out.

You can also choose specific budget spending options, 
such as your bid strategy, whether you’ll get charged per 
view (impression) or per click (engagement), and even 
what time of day your ads will be displayed. If you already 
have an audience of followers, you can review the ana-
lytics of when they’re using Facebook to determine the 
best time to display your ads.

The average cost-per-click on Facebook ads in Canada is 
about $1.

Step 4: Create your ad
You can either use an existing Facebook post that your 
Business Page has already created and published, or you 
can create an entirely new post. Facebook’s algorithms 
favour posts that have higher levels of engagement, so 
it helps to use posts that have already been published 
and are well received.

Next, you can decide the format for how your Facebook 
advertisement will be displayed. There are five ad formats 
that Facebook uses, including:
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1.  Carousel: you can include up to 10 images or videos, 
each with their own link, all in one ad. This works well 
to showcase different features of a product, to explain a 
step-by-step process, or to present multiple products.

2.  Single image: in addition to a photo, you can also 
include 125 characters of text, plus a headline and link 
description. You can also add a call-to-action button, 
like “Book Now” or “Call Today”.

3.  Single video: display videos ranging from short mo-
bile videos to longer ones for desktops that are up to 
240 minutes long. Shorter videos have higher com-
pletion rates and many people typically watch a vid-
eo on Facebook without sound, so ensure that your 
message is succinct and supported with text.

4.  Slideshow: this ad format creates a video from several 
static images. This offers the dynamic motion of video, 
but using basic images. This ad format loads faster 
than videos, so keep that in mind if your audience has 
a slower Internet connection.

5.  Collection: this ad format highlights your products 
right in the Facebook feed. The ad includes a cov-
er photo or video, plus product images with pricing, 
which allows people to learn about your products 
without leaving Facebook.

Step 5: Analyze and optimize
Once you launch your Facebook Ad campaign, it’s import-
ant to review the performance metrics of your campaign 
using Facebook’s Ads Manager. When logged into your Ads 
Manager dashboard, select the campaign that you want to 
view, then click on the “View chart” link found either below 
the campaign name, or on the far right-hand side.

You may have an idea of what you think will work well, 
but only the results can validate that idea. If your ads are 
performing well, continue with your plan. If your ads are 
not performing well based on your goals, consider pausing 
your campaign and re-evaluate your strategy.
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How to create Instagram Ads
Since Facebook owns Instagram, the advertising options 
are almost identical. Just like in Facebook, there are two 
primary ways to create Instagram ads: using the Facebook 
Ads Manager, or by creating ads directly inside of your 
Instagram app.

If you’re inside of your Instagram app and click on any of 
your existing published posts, you’ll see a button below 
your image that reads: “Promote”. Although this method 
to create ads is quick and easy, you have many limitations 
for creating your Instagram ad. For example, you have lim-
ited options for segmenting your audience and can only 
display your ad in Instagram, instead of on both networks. 

The average cost-per-click on Instagram ads in Canada is 
about $2, while the average cost-per-click on Facebook 
ads is about $1. To lower your overall marketing costs, 
consider advertising on both platforms, instead of just 
on Instagram.

To create Instagram adver-
tisements using the Facebook 
Ads Manager, you need to 
connect your Instagram busi-
ness account to a Facebook 
Business Page. The Facebook 
Ads Manager allows you to cre-
ate ads for both Facebook and 
Instagram from one place.

In order to connect your 
Instagram business account to 
your Facebook Business Page, 
follow these steps:

1.   Login to your Instagram 
app.

2.   Go to your profile and tap on the three lines button 
(usually on the top-right).
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3.   Tap on the “Settings” link at the bottom of the list.

4.   Tap “Account”, followed by “Linked Accounts”, then 
select “Facebook”.

5.   Enter your Facebook login information. By default, 
your personal profile on Facebook is selected. To link 
to your Business Page, tap on “Share to” and choose 
your Facebook Business Page that you manage (you 
have to be an administrator on that page).

Once you’ve connected your Instagram business ac-
count to your Facebook Business Page, you can use the 
Facebook Ads Manager to create ads for both networks. 
This makes it easy for you to create and manage ads on 
both platforms in one central location.

The steps for creating an advertisement on the Facebook 
Ads Manager is almost identical for Facebook or Instagram 
ads. Please refer to steps 1-5 above for a detailed summary 
of creating ads using the Facebook Ads Manager.

Edit ad placement
Although most of the steps outlined for creating Facebook 
ads is almost identical to creating Instagram ads, there is 
one area to review further: Placements. During the ad set 
section, there is an area below segmenting your audience 
and above setting your budget called “Placements”. 

The default setting is “Automatic Placements 
(Recommended)”. This default setting will place or display 
your ad in various places, including Facebook, Instagram, 
Audience Network, and Messenger. If you want to be spe-
cific about where to display your ads, check the radio 
button named “Edit Placements”. This opens up all of the 
options for where you’d like your ad displayed, and on 
which type of device (e.g. Apple iOS or Google Android).

How to create Twitter Ads
Many online blog articles suggest that there are two pri-
mary ways of advertising on Twitter:
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•   Twitter Promote: automatically promotes tweets  
for you

•  Twitter Ads: setup your own advertising campaigns

While this is true in the U.S., Twitter Promote is not current-
ly available in Canada. In other words, although you can 
register, Twitter Promote will only promote your tweets 
to people living in the U.S., U.K. or Japan. Furthermore, 
many companies, such as Buffer or Agorapulse, have con-
ducted their own research into Twitter Promote and have 
concluded that the performance is disappointing and the 
program has too many limitations.

Twitter Ads is an effective way to create and manage ad-
vertisements on Twitter to help you grow your business. To 
setup your Twitter Ads account, all you need is an existing 
Twitter account for your practice. Then, go to Twitter Ads, 
select your country and time zone and you’re finished.

You can also create a quick Twitter advertisement using 
Twitter Quick Promote. After logging into your account, 
find a tweet that you’ve already created and published. 
Then, click on the “Tweet activity” icon on the bottom 
right of the tweet. This displays your basic tweet analytics, 
such as your impressions and engagement. 
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If you scroll to the bottom, you’ll find a section that reads: 
“Reach a bigger audience”. Although this is a quick and 
easy way to promote your tweet, you have a lot of limita-
tions and less customization options than using the com-
plete Twitter Ads platform.

The next 7-step process outlined below is based on using 
Twitter Ads.

Step 1: Your marketing objective
Before deciding on Twitter’s marketing objective, review 
your S.M.A.R.T. goals that you created for your social me-
dia strategy. Twitter advertisements are based on specific 
marketing objectives, including:

•   App installs: you want people to download your app 
and you’re billed for each app installed.

•   Followers: you want to build your Twitter audience. 
You’re billed for each new follower, but not for other 
engagements, such as likes and retweets.

•   Tweet engagements: you want to maximize engage-
ment with your paid tweets. You’re billed per engage-
ment for all engagement types, including retweets, 
replies, likes, etc., but only on the initial engagement 
of each user.

•   Promoted video views: you want people to watch 
your videos or GIFs. You’re billed for each video view.

•   Website clicks or conversions: you want people to go 
to your website and take action. You’re billed per click.

•   App re-engagements: you want people who already 
have your app to open and use it. You’re billed for each 
app click.

•   In-stream video views: you want to run a short video 
ad at the start of other videos from Twitter’s premium 
content partners. You’re billed for each video view.

•   Awareness: you want the maximum number of peo-
ple to see your paid tweet. You’re billed for every 1,000 
impressions (views).
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Step 2: Create your campaign
After selecting your marketing objectives, you’re brought 
to the campaign details page where you can:

•  Name your campaign
•  Choose your funding source (payment method)
•  Set your daily or total campaign budget
•  Schedule the start and end dates of your campaign

Step 3: Create your ad group
An ad group is a sub-category of your campaign. You can 
segment your audience into different ad groups and dis-
play different sets of advertisements for each ad group, 
based on the audience segmentation.

During this step, you can select your “Bid type”, which is 
the amount of money that you’re willing to pay for each 
interaction (e.g. engagement, video view, website click, 
etc.). Although you can get very specific with your bidding 
strategy, we suggest that you begin with “Automatic bid”, 
as Twitter will automatically set your bid to get the best 
results at the lowest price based on your budget.

The average cost-per-click for Twitter Ads in Canada is 
about $1.

Step 4: Find your audience
Twitter offers a number of options to segment your au-
dience to deliver ads that are relevant to them. You can 
include or exclude specific people from your audience, or 
customize your audience group.

You can segment your audience based on demographic 
information, such as:
• Gender
• Age
• Location
• Language
• Technology
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Finally, you can segment your audience based on 
“Audience features”, which includes:

• Events
• Behaviours
• Interests
• Conversation topics
• Follower look-alikes
• Keywords
• Movies and TV shows

Step 5: Choose your creatives
In this step, Twitter will show you a list of your existing 
tweets that you can promote as an advertisement. You 
can also choose to create a new tweet for your Twitter ad.

On the right-hand side, you can choose where you Twitter 
ads are displayed in the “Ad placements”, which includes:

•   Users’ timelines: display your tweets in the home 
timeline of your specific audience group that you’ve 
segmented in the previous step.

•   Profiles and Tweet detail pages: display your 
tweets to people when they visit profiles and tweet 
detail pages.

•   Search results: display your tweets in the search  
results.

Step 6: Review and launch your campaign
The final step is to review all of the details of your cam-
paign. Then, once you’re satisfied with the options you’ve 
selected, click on the button on the top-right: “Launch 
campaign”.

Step 7: Analyze and optimize
Back at the Twitter Ads dashboard, there’s a link on the 
top-left that reads “Analytics”. This is a comprehensive an-
alytics tool that allows you to view your profile details and 
performance of your tweets, both paid (promoted) and 
unpaid (organic).
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Review the performance of your Twitter Ads to help you 
realize your business goals. You may want to experiment 
and test different tweets, audiences, and creative strate-
gies to determine the most effective one for your business.

How to create LinkedIn Ads
To create advertisements on LinkedIn, you need to use 
the LinkedIn Campaign Manager. This advertising tool 
will help you create, manage and optimize your adver-
tising on LinkedIn. It also includes detailed analytics to 
help you see how your LinkedIn ads are performing and 
the demographics of the people who interact with your 
advertisement.

You’ll need a personal profile on LinkedIn in order to ac-
cess the Campaign Manager. You’ll also need a Company 
Page created to promote your business content in the 
Campaign Manager, otherwise, you can promote your 
personal content.

Step 1: Set up campaign
The first step in the LinkedIn Campaign Manager is to set 
a specific objective for your campaign to help you realize 
your business goals. A campaign objective is the action 
that you want your audience to take when they see your 
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LinkedIn ads. Choosing an objective helps LinkedIn cus-
tomize your campaign creation and help you achieve your 
marketing goals.

LinkedIn organizes your marketing objectives into three 
categories:

•   Awareness: display your ads to the maximum number 
of people possible to increase their awareness of your 
health products and services.
o  Brand awareness: introduce your business to a new 

audience.

•   Consideration: promote your ads to encourage peo-
ple to interact by visiting your website, commenting, 
sharing or liking your post, watching your videos, and 
more.
o  Website visits: increase the number of people visiting 

your website.
o  Engagement: increase the number of post com-

ments, likes, and shares.
o  Video views: encourage people to watch your video.

•   Conversions: encourage your audience to take action 
by purchasing a product, or by visiting your clinic in 
person for an appointment.
o  Lead generation: get potential new patients into your 

pipeline.
o  Website conversions: encourage people to take a 

specific action on your website, such as subscribing 
to your newsletter or booking an appointment.

o  Job applicants: encourage people to apply for a job 
listing at your clinic.

Step 2: Create a new audience
Next, select the location that you want your LinkedIn ads 
displayed, starting with North America, then Canada, then 
Alberta, and finally the city that your clinic is located. On 
the right-hand side, LinkedIn will display their Forecasted 
Results, which shows you the approximate audience size 
in your selected city.
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Below your audience location, you’ll find another option 
for “Add new targeting criteria”. This is another way to seg-
ment your audience further based on various attributes, 
such as:

•   Company: find people based on the companies listed 
on their LinkedIn profile.

•   Demographics: reach people based on their inferred 
age or gender.

•   Education: reach people based on a degree, field of 
study, or learning institution.

•   Job experience: reach people based on their job ex-
perience, skills, or years of experience.

•   Interests: reach people based on their direct or  
inferred interests, behaviours, or professional groups 
they may belong to.

You can also exclude people from these same attributes. 
It’s worthwhile to consider testing your ads with different 
audience groups to help you get the best results.

Step 3: Select ad format
After creating your audience group, you can choose the 
format that you want your LinkedIn advertisement to be 
displayed as, including:

•   Text ad: text-based ads that are displayed in the right-
hand side column or top of the page.

•   Single image ad: a single image is displayed in the 
news feed.

•   Carousel image ad: two or more images that are dis-
played in the news feed.

•  Video ad: a video that is displayed in the news feed.
•   Follower ad: a personalized ad using profile data that 

promotes your Company Page.
•   Spotlight ad: a personalized ad using profile data that 

promotes an offering.
•   Job ad: a personalized ad using profile data that pro-

motes your job listing.
•   Message ad: text-based message delivered to your 

audience’s LinkedIn messaging inbox.
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Once you select your ad format, the Forecasted Results 
on the right-hand side will update to reflect your estimat-
ed impressions (views), interactions (engagement), and 
overall cost.

In addition to displaying your ads on LinkedIn, you can also 
display your ads on LinkedIn’s Audience Network. This is 
a network of websites and apps that will also display your 
advertisement. LinkedIn’s partnership with Microsoft has 
expanded the reach of where your ads can be displayed.

Step 4: Determine budget and schedule
Next, you can choose your daily budget, total budget, or 
both. The daily budget is an average, so you may end up 
spending up to 20% higher on any given day. Then, you 
can decide if you want your budget to start immediately, 
or on a specific date. You can choose to have a specific end 
date, or let the campaign run continuously. We suggest 
setting an end date, in order to prevent forgetting about 
the campaign.

Finally, you can select your “Bid type”, which is how you 
want to spend your budget. Unless you have some expe-
rience with bidding on LinkedIn ads, we suggest that you 
start with the “Automated bid” option.

Generally, the cost for LinkedIn ads is more expensive than 
other networks, like Facebook, Instagram, and Twitter. The 
main reason is that companies are willing to spend more 
money per click, as the audience is generally more edu-
cated and affluent. The average cost-per-click for LinkedIn 
ads in Canada is about $5.

Step 5: Set up ads
Once your campaign is setup, you can create your adver-
tisement. You can choose to either create a new ad, or use 
existing content from a previously published post.

If you choose to create a new ad, you’ll see a new page 
where you can create your new content. Otherwise, you 
can click on “Browse existing content” to review your pre-
viously published posts and select one for your ad.
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Once you’re ready, click on the “Review order” button near 
the top-right. Review the details of your advertisement and 
when you’re satisfied, you’re ready to launch.

Step 6: Analyze and optimize
As with most social media networks, LinkedIn also pro-
vides extensive analytics to help you measure the perfor-
mance of your advertising campaign. 

When you’re in the Campaign Manager dashboard, click on 
the link “Campaign Performance” near the top-left. Below, 
you’ll see your Campaign Groups. Find the Campaign Group 
that you’ve created and when you hover your mouse over 
the title, you’ll see a link that reads “Chart”. Click on it to see 
a chart of the performance of your campaign.
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Conclusion

Social media marketing, campaigns and advertising are all effec-
tive strategies for growing your health and wellness practice with 
new clients. 

Social media marketing is a great way for most small businesses 
to get started, as it’s free to setup accounts and create your own 
content. Doing so improves your patient relationships, increases 
website visits, improves your search engine rankings, grows your 
practice with new patients, and provides a better patient experi-
ence online.

Social media campaigns are an effective way to increase the visibil-
ity of your practice to your audience and their network of followers. 
By encouraging your audience to interact or engage with your 
posts, you’re increasing the social proof of your practice, improv-
ing your audience quality, and motivating new patients to book 
an appointment at your clinic.

Social media advertising is a cost-effective way to promote your 
health products and services through sponsored ads focused on 
your ideal clients. By leveraging the large databases of social me-
dia networks, you can focus your ads on a segmented audience 
that is interested in your products and services. Social media ads 
are also cost-effective, increase your website visits, and bring new 
clients into your practice.

According to the Canadian Internet Registration Authority (CIRA), 
2 out of every 3 Canadians use various social media networks daily. 
These could be your next clients.

Leverage the power of social media as an effective strategy for 
growing your health and wellness practice with new patients.

The Business Clinic Team
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About The Business Clinic

The Business Clinic is Alberta’s only business and mar-
keting consulting agency that specializes in supporting 
the health and wellness industry. Our unique business 
and marketing services have been custom tailored to 
help you:

•  Learn about your clients and marketplace
•  Grow your practice with new patients
•  Retain your clients and earn more referrals

Our unique business model exists at the union between 
a business consulting practice and a digital marketing 
agency. We specialize in using scientific principles for 
market research, which informs our strategic planning. 
This strategy is then implemented using digital media 
tools, such as branding, websites, and online marketing 
and advertising.

We have professionally evaluated hundreds of health clin-
ic websites and online marketing strategies in Alberta to 
learn what’s working well and what’s not working well, 
and we offer our insights to you. 

To view our full library of articles and guides, please 
visit: https://business-clinic.ca/blog

www.business-clinic.ca

780 982 3102
11007 Jasper Avenue, #729
Edmonton, AB T5K 0K6
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How We Can Help

•   Patient Survey: learn about your patients and their health needs 
to position your practice to better fulfill their needs and attract 
more patients like them.

•   Market Research: learn about your marketplace environment to 
discover what health products and services your clients truly want 
and need.

•   Practice Checkup: learn the strengths and weaknesses of your 
business and marketing performance to make informed business 
decisions.

•   Logo & Branding: effective branding differentiates your practice 
from your competitors, increases your brand’s recognition and 
credibility, and improves your clients’ loyalty.

•   Website Design: your website is the online headquarters of your 
health and wellness practice. An effective website can help you 
grow your practice with new patients and strengthen your rela-
tionships with your existing patients.

•   Employee Training: well-trained employees have the ability to 
attract new patients and help you grow your business. We can 
help them learn sales and communication, customer service, and 
leadership and management skills.

•   Digital Marketing: our digital marketing and advertising services 
have been custom tailored for your health and wellness business. 
We can help you with:

o  Google Business: get your business website on the first page of 
Google using Google Ads and search engine optimization (SEO).

o  Social Media: connect with a large network of potential clients 
on social media and focus your marketing message to the right 
audience.
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How We Can Help
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o  Content Marketing: demonstrate your expertise as a thought 
leader in your field and attract potential clients looking to learn 
from your resources.

To discover how we can help you learn about your patients and grow your  
practice, contact us today!

The Business Clinic
11007 Jasper Avenue, #729
Edmonton, AB T5K 0K6

780 982 3102
hello@business-clinic.ca
www.business-clinic.ca
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