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Content 
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Website







TIND Website
• New landing page creation (ex. MS clinic, sleep clinic) – ties in 

with SEO efforts
• Maintenance/Security - plugin updates, regular backups
• User Experience (UX) – responsive design, content strategy, 

usability testing 
• Optimization of key landing pages (ex. adding award graphics 

to provider webpages, adding review links and icons)
• Capturing conversions and tracking “How did you hear about 

us?”
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SEO/SEM
• Google Ads (includes partner search engines)
• Bing Ads (includes partner search engines)
• GMB optimization (verification of listings and regular updates/posts)
• On-page SEO (setting focus keywords, meta descriptions, etc.)
• Key Highlights: 

- Ranking page #1 for “ms clinic” ”sleep clinic” “frisco neurology” ”dallas neurology” 
“richardson neurology” ”pediatric neurologist” “movement disorder specialist near 
me” “ms doctors” 

- 15 total verified GMB listings (gives us full access to all GMB insights and allows us 
to optimize the listing more fully)















Social Media Marketing
• Paid & Organic strategy
• Platforms: FB, Tik Tok, YouTube, Instagram, LinkedIn (still need 

admin access to the official company page), Twitter, Pinterest 
• Key Highlights:

- With paid ads, grew main FB page from 34 followers to now 445 (while new 
social media platforms are important, FB continues to hold a strong 
presence, so we want to make sure to keep our pages updated and 
optimized)

- Established brand visual identity across various social networks to bring a 
more cohesive look to TIND’s online presence 



Content Marketing
• Consistent posting to blog – also ties in with 

SEO efforts
• Creating engaging content for various social 

media platforms 
• Key Highlights: 

-Instagram “Famous People Diagnosed with Parkinson’s 
Disease” 88 likes – organic reach (not paid for)
- Increase in website visitors from our blog content (in 
Nov had 361 visit the blog landing page, that is not 
considering visits to other blog content, but that is 
higher than it has ever previously been)







Reputation/Review Management
• Rater8 

- Increases in average star rating
- New reviews added each month
- Review sites: Healthgrades, WebMD, Google, Vitals, and Rater8

• Key Highlights:
- set Focus mode on various GMB listings to achieve key results (ex. Dr. 

Indu increased her 4.7 to 4.8 rating on her Sherman GMB listing, Dr. 
Sundaram up to 4.0 on Healthgrades)

- Overall increase in positive reviews across digital review sites









• Creation of new cohesive marketing materials and focus on 
digital online presence 
• Key Highlights:

- Generic brochures
- Physician marketing flyers
- Cohesive appearance on social media platforms (use of same fonts, 

custom-designed TIND branded graphics)

Branding



Generic Brochures & Provider 
Marketing Flyers Ex.’s of 

Branded Materials Created



Referral Marketing
• Targeting new and existing referring providers in Tarrant County, 

Collin County, and Grayson County
- Primary focus right now on Dallas & Frisco and those nearby surrounding 

cities to increase referrals for Dr. Gandhi and Dr. Baweja

• Key Highlights:
- Increase in new patient appointments for Dr. Gandhi by 51.3% (Aug – Sept 
2022)
- Increase in new patient appointments for Dr. Abi 84.6% (Aug – Sept 2022)



Referral Marketing Factors to Consider

A: Doctor refers patient to TIND

B: Doctor refers patient to “a neurologist” (not TIND) – patient does online research to find one

C: Doctor refers patient to TIND, but if takes too long to hear from anyone– patient goes elsewhere

D: Doctor refers patient to TIND, but online presence leaves patient skeptical (ex. bad review)

Ideal situation, but could run into C and D issue

Need to educate these providers why TIND is best choice for their referral; also, importance of SEM/SEO

This can prevent a new patient conversion, customer service/patient expectations are much higher in 2023

This is why replying to and addressing any negative reviews is so important





Helping to market research trial



Events

• Attendance at community events, includes any sponsorships
events we have attended
• Also, looking to have many more TIND-hosted event

• Key Highlights:
- Medical Mixer Frisco coming up!





PR
• Have been submitting press releases 
• Goal is to get any TIND events or important news featured in the 

local media – this will also help with and tie into our local SEO 
efforts with backlinks  
• Many of these local media have event directories on their websites, 

so will also be adding any upcoming TIND events there to help get 
more exposure 
• As the largest private practice neurology group in North Texas, we 

should have more of a media presence 
• This is a channel I would like to focus on more to drive growth

- Builds credibility and brand awareness 







Competitor Analysis (2023)



Competitor Analysis (2023)







Competitor Analysis (2023)

Just looking at

number of clinics

here since there’s

no available 

industry data to

really determine

this for our 

particular markets.



Competitor Analysis (2023)

Looking at factors
such as # of

followers, if they
actively post, which
social media sites 

they have a 
presence on, quality

of branded content
posted etc.



Competitor Analysis (2023)



Key Strategies to Gain a Competitive 
Advantage in 2023: Part 1
• Patient experience – every interaction counts; patients will go to competitor if they do not receive good customer 

service at other areas of practice, scheduling or front desk departments seems where this can be improved based on 
the feedback we get from online reviews (customer service and marketing go hand in hand; word-of-mouth 
marketing) – importance of this for acquiring more positive online reviews

• Focus on branding to stand out; many practices are not as focused on their branding efforts (may want to consider 
updating business card as well at some point)

• Referral relationships
- more consistence efforts and touch points (initiative: email marketing campaigns)
- Increased budget to use for building relationships with new offices ex. providing a lunch and learn for an office we don’t yet have 

a relationship with
- Instead of annual switch to quarterly gift giving to thank for referrals (increases touch point interactions)
- For annual Christmas gifts should also break this down by location – maybe choose top 5 from each territory – a lot of these gifts 

went to Sherman where we are already quite well established



Key Strategies to Gain a Competitive 
Advantage in 2023: Part 2
• With such a small team, must deploy AI technologies and more marketing 

automation to improve productivity
• In addition to AI, should also look to hire some marketing interns (maybe Austin 

College has some marketing majors looking for a part time internship to gain 
experience)



Key Strategies to Gain a Competitive 
Advantage in 2023: Part 3
• Digital Marketing – many of our competitors are not taking advantage of Google PCP ads or

Bing ads yet, and while we work to improve our SEO, we should invest more marketing funds in
these channels to attract more new patients to website

- With popularity of telemedicine services, we need to continue to dominate with our presence through digital
channels to capture those online searches (researching symptoms as well as local neurologists)
- Need to branch into new digital marketing channels to extend our reach– could try sponsored Healthgrade ads,
Yelp ads, Nextdoor advertising, Apple Business connect (new, need to investigate for ads and SEO) etc.

• SEO – building out key landing pages to market specialty clinics & more consistent updates of
blog

- Keyword focused landing pages for all services

• Content Marketing – particularly video, we need to increase our production of high-quality videos
- Social media platforms, especially TikTok, are already being used as search engines, and we need to be creating

videos to show up here
- We need to be consistently producing informative video content and we need proactive participation from ALL

providers (lack of any response from many providers when sent out email about this)



Key Strategies to Gain a Competitive 
Advantage in 2023: Part 4

• PR – focus on building media relations to get more press features in local
media as this ties in with local SEO, too

• User-friendly website – need to continually update and enhance to provide a
better UX

- Increased content production for website and various landing pages ex. every service we
provide should have a webpage (have made progress with this, but need more)

• Data analytics: better use of marketing data to help make more informed
decisions and to better understand our target audience

- Need to find a better solution to consolidate vast amounts of data (Power BI possibly)




