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Why intErnEt markEting 
mattErs to today’s 
cosmEtic surgEon

Until the advent of Internet technology, patients relied heavily on traditional means such as suggestions from friends, family 
and co-workers to find a suitable aesthetic physician. Some would seek referrals from their family physician, while some others 
would look up the Yellow Pages and try to guess which of the ads appeared more impressive than the others. Some patients 
would simply choose a cosmetic surgeon from their health plan who happened to be in close vicinity—and hope for the best.

                 By NareN arulrajah with Vikas Vij 

If the results of thIs survey are any IndIcatIon: 
u���Search engine optimization and online marketing are clearly game-changers for private 

medical professionals in an increasingly Internet-centric world. Traditional means of 
information, such as Yellow Pages, are almost a relic of the past. 

u���With free and easy access to health information, patients are highly aware  
of what they are looking for when they go to see a doctor.

u���Patients are no longer satisfied with word of mouth recommendations alone. They check 
the doctor’s online reputation, ratings and views of other patients, and even compare 
between two or more doctors before they choose the best one for their needs. 

searchIng for PlastIc surgeons onlIne
In March 2011, an extensive study conducted by the Pew 
Research Center’s Internet and American Life Project1 and the 
California Healthcare Foundation found that: 

u���More than 80 percent of Internet users 
in the United States search online for 
health related information.

u���One of the most interesting findings of the study was that 44 
percent of Internet users are actually looking for doctors and other 
healthcare providers when they search for health information online.
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 The immense popularity of the Internet and the power 
of search engines, such as Google, have completely 
transformed the way patients obtain information about 
plastic surgeons in the 21st century. Information that used 
to be scarcely available at one time is now freely available to 
anyone at the press of a button. Plastic surgeons with old 
and established practices can no longer rest on the laurels 
of their past and expect a streaming flow of patients. The 
Internet has created a level playing field for all and created 
democratization of information. n 

 Naren Arulrajah is President and CEO of Ekwa.
com.  Ekwa Marketing is a complete Internet 
marketing company which focuses on SEO, 
social media marketing and the online reputa-
tions of dermatologists and plastic surgeons in 
the US, Canada and the UK.  Visit them online 
at www.ekwa.com. 

1. http://pewinternet.org/Trend-Data.aspx 
2. http://www.optify.net/guides/organic-click-through-rate-curve 
3. http://jama.ama-assn.org/content/300/2/213

If you are an independent plastic or cosmetic surgery practitioner, chances are that scores of potential new patients are 
searching for you online every day. Even your existing patients may be following you on the Internet and quietly comparing 
your performance and online reputation against other doctors in your geographic area.

new PatIents are lookIng for you

u���If they already know your name or have been referred to you 
by someone, they are likely to make a specific online search 
for you before they actually decide to visit you. If they do not 
know you, they may still be searching for you by your specialty 
and the name of the city or area where you run your practice. 

exIstIng PatIents are watchIng you

u���Harvard psychiatrists Tristan Gorrindo and James E. Groves 
suggest that patients want to know more about their doc-
tor. “Many physicians over a certain age never envision their 
patients Web searching” 
for personal information 
about their doctor, they 
say. The older doctors 
(mistakenly) believe that 
“being absent from the Web is the surest way of avoiding dis-
closure of personal information on the Web.3” 

u���It makes great sense to satiate their sense of curiosity and 
provide them with authentic information straight from the 
horse’s mouth by way of a comprehensive website, online 

patient testimonials, reviews 
and ratings, Youtube videos, 
and social networking on 
Facebook and Twitter. An 
Internet-friendly and com-

municative approach can help build more engaging and 
long-term patient-doctor relationships.
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u Top search one
u Top search two
u Top search three
u Top search four
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u Top search six

u���If potential patients do not find you 
among the top three results of their 
online search, they will find someone else 
in your area who is offering similar ser-
vices as you. According to a recent study 
by Optify,2 the top three search results 
on Google receive over 60 percent of 
all search traffic. 

u���If you are not highly visible online, you 
stand to lose a large number of Internet-
savvy patients to a competitor who has 
an outstanding online presence. This 
online presence and reputation is built 
primarily around your website, profes-
sional listings, ratings, profiles, patient 
reviews and social media networking. 


