Patient Journey Mapping: A Strategic Guide
for Healthcare Providers

This strategic guide and template, created by UpMedico (www.upmedico.com), is designed for growth-focused
healthcare providers aiming to enhance patient experience, optimise conversions, and increase lifetime value. It
provides a structured approach to understanding and imp

roving every stage of the patient journey, from initial awareness to post-care engagement. By identifying and addressing
common pain points, clinics can foster stronger patient relationships and achieve sustainable growth.

Use this document as a dynamic tool within your team, reviewing each phase quarterly, tracking key performance
indicators (KPIs), and adapting your strategies based on results. For seamless integration, pair this template with your
existing CRM, email platforms, and booking software.
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UpMedico

HEALTHCARE MARKETING

Phase 1: Awareness - How Patients Discover

Your Clinic

The Awareness phase is the initial point of contact where potential patients first learn about your clinic. The primary
goals here are to educate your target audience about the services you offer and to build significant visibility for your

practice within the healthcare landscape.

Key Touchpoints:

e Your clinic's website homepage

e Targeted digital advertisements (Google Ads)

e Search Engine Optimisation (SEO) driven blog content
e Active social media presence

e Participation in local community health events
Key Metrics to Track:

o Website visits
e Social media followers and engagement rates
e Enquiries originating from Google Ads

o Cost per Enquiries

(® Common Pitfall: Overly Technical Language
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A frequent mistake in this phase is using medical jargon or overly technical terms that can alienate potential
patients. Your content should be easily digestible and relatable to a lay audience.

Action Step 1: Content Action Step 2: Website
Optimisation Clarity

Publish at least three educational Optimise your website

blog posts or social media homepage with a clear, concise
pieces monthly. Focus on list of services offered and easily
common health concerns and navigable calls to action. Ensure
general wellness topics written visitors can quickly understand
in clear, accessible language. what your clinic provides.

Action Step 3: Investin

SEO & Google Ads

Invest in local SEO by optimizing
for both search engines and Al

platforms. Pair this with a

targeted Google Ads campaign

to attract more clients in your

area.
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Phase 2: Consideration - How Patients

Evaluate Your Clinic

The Consideration phase is critical as prospective patients begin to compare your clinic against competitors. The
overarching goals are to build trust and clearly demonstrate what differentiates your practice from others. This is where

your unique value proposition must shine.

Key Touchpoints:

e Online patient reviews and testimonials on platforms like Google

o Detailed provider biographies and professional credentials

e Virtual tours of your clinic facilities

¢ Informative webinars or online health seminars
Key Metrics to Track:

e Volume of new patient enquiries
o Webinar sign-ups and attendance rates
e Views and engagement with virtual tours

e Patient testimonial submissions

/A Common Pitfall: Generic Messaging

Relying on vague or generic claims about quality of care

can fail to resonate. Patients are looking for specific

reasons to choose your clinic.

Fix: Specific Patient Stories

Instead of generic claims, use compelling patient
success stories. For example, "How Maria overcame
eczema in 3 weeks with our holistic treatment plan"
provides a tangible benefit and builds credibility.

3

Action Step 2: Create a 'Why Choose Us?'
Video

Produce a concise, one-minute video highlighting your

clinic's unique benefits and compassionate approach.
Feature this prominently on your website.

2

Action Step 1: Identify Differentiators

Work with your team to pinpoint at least three unique

selling points. This could be a specialised service,
innovative technology, or a unique patient-centric

approach.

4

Action Step 3: Promote Patient Stories

Share at least one new patient success story each

month across your website, social media, and
newsletters. Encourage patients to submit their
experiences.
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Phase 3: Decision - Simplifying Booking and
Conversions

The Decision phase focuses on the crucial moment when a prospective patient chooses to book an appointment with
your clinic. The primary objectives are to eliminate any obstacles or 'friction' in the booking process and to significantly
increase conversion rates.

"Most clinics lose patients not because of bad care—but because of friction in the experience."

Key Touchpoints:

e Online booking portal or system
e Prominent "Book Now" Calls to Action (CTAS)

o Efficiency and responsiveness of your call centre or # yotur
reception team | Doctor’s

e User experience of mobile booking interfaces
Key Metrics to Track:

e Overall conversion rate from enquiry to booked appointment
e Average time taken to complete the booking process
e Number of abandoned bookings (e.g., incomplete forms)

e Mobile booking success rate

(® Common Pitfall: Clunky Mobile Booking Experience

A major deterrent is a complex, slow, or non-responsive booking process on mobile devices. Many patients
now prefer to book on the go.

Fix: Mobile Optimisation

1 Rigorously test your booking flow across various mobile devices. Focus on shortening forms, implementing
auto-fill features, and ensuring a seamless, intuitive user experience.

Action Step 1: Booking Form Audit

2 Conduct a comprehensive audit of your online booking form to identify and eliminate unnecessary fields.
Prioritise speed and clarity above all else.

Action Step 2: Prominent CTAs

3 Ensure a highly visible "Book Now" button or link is present on every relevant page of your website, making it
effortlessly accessible.

Action Step 3: Abandoned Booking Follow-up

4 Implement an automated system to follow up with patients who abandon their bookings via email or SMS,
offering assistance or a direct link to complete the process.
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The Care phase encompasses the actual delivery of medical services and the overall patient experience during
appointments. The core objectives here are to provide outstanding clinical care and ensure that every patient feels
valued, heard, and seen throughout their visit.

e Front desk and administrative staff interactions
e In-person consultations and treatments
o Telehealth appointments and virtual care platforms

e Waiting room environment and efficiency

o Patient satisfaction scores (e.g., Net Promoter Score,
surveys)

e No-show rate for appointments
e Utilisation and feedback on telehealth services

e Appointment wait times

(®) Common Pitfall: Cold or Rushed Visits

Patients can feel alienated or undervalued if their interactions feel impersonal, hurried, or purely transactional,
detracting from the quality of care.

Action Step 1: Reminder System

Fix: Enhanced Staff Training Implementation

Provide comprehensive training to all front-facing staff Automate appointment reminders via SMS and email.
on delivering warm, welcoming greetings, adhering to Include relevant information such as appointment time,
professional check-in scripts, and utilising digital location, and any preparation instructions to reduce
reminders effectively to minimise wait times and no-shows.

enhance the patient experience.

Action Step 3: Feedback Analysis and

Action Step 2: Post-Visit Patient Surveys Action

Implement a system for surveying patients Regularly track and analyse common themes from
immediately after each visit. Use tools like Typeform or patient feedback. Develop and implement action plans
Google Forms to gather constructive feedback on their to address identified issues and continuously improve
experience. service delivery.
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Phase 5: Aftercare - Sustaining Engagement
and Loyalty

The Aftercare phase focuses on what happens once a patient's visit is complete. The objectives here are to foster long-
term patient retention, encourage follow-up appointments, and drive valuable patient referrals. This phase is crucial for
building a loyal patient base and ensuring continued growth.

Key Touchpoints:

o Post-visit follow-up calls or messages
e Personalised email communications
e Patient loyalty programmes or incentives

e Regular newsletters with health tips and clinic
updates

Key Metrics to Track:

o Patient retention rate over time

e Completion rate of recommended follow-up
appointments

e Number of new patient referrals

e Engagement with aftercare communications (e.g.,

email open rates)

(® Common Pitfall: Impersonal Messages

Sending generic, one-size-fits-all follow-up messages can feel cold and ineffective, diminishing the patient's
connection with the clinic.

—_—

Fix: Personalise Communications Action Step 1: Automated Follow-up

Always personalise follow-up messages by including Sequences

the specific treatment name and the provider's sign- Develop automated email follow-up sequences

off. This adds a personal touch and reinforces the tailored to common treatments. These should provide

patient-provider relationship. post-care instructions, recovery tips, and prompts for
next steps.

Action Step 2: Referral Incentive Action Step 3: Engaging Monthly

Programme Newsletter

Introduce a clear referral incentive programme, such Send a monthly newsletter featuring valuable health

as "$10 credit for referring a friend" or a discount on tips, clinic news, and exclusive offers. This keeps your

future services, to encourage word-of-mouth clinic top-of-mind and provides ongoing value.

marketing.

Patient Persona Builder

Tailoring the patient journey begins with understanding your patients on a deeper level. Create detailed patient
personas, which are semi-fictional representations of your ideal patients based on market research and real data about
your existing customers.

Example Persona: Maria

Age: 40

Need: Dermatology care for chronic eczema

Goal: To understand treatment options and achieve lasting relief

Barrier: Anxiety about complex medical procedures, unclear medical language

¢ Tip: Develop 2-3 core personas that represent significant segments of your patient base (e.g., young parents
seeking paediatric care, patients managing chronic conditions, seniors needing gerontological services).

Metrics Tracker Summary

Phase Metric Goal Frequency
Awareness Website traffic +20% Monthly
Consideration Inquiries +30% Weekly
Decision Booking conversion +10% Monthly

Care Satisfaction 90%+ After each visit
Aftercare Follow-up engagement 60% Monthly

O Final Notes + Next Steps

e Review this template comprehensively every three months.

e Assign clear ownership for each phase to specific team members (e.g., marketing, administration, care
team).

e Set up a shared KPI dashboard (e.g., via Google Sheets) to monitor progress and adapt strategies in real-
time.
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