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Great reviews come from a great overall experience!



First Strategic Priority

Establish strong Local SEO foundation for the practice



Discovery & Foundation Building

Key Pain Point Identified

Overcoming patient misconceptions about Direct Care model 

("When someone hears we don't take insurance they immediately 

think that is a bad thing or even just hang up on us!")



● Complete Site “Re-Optimization”

● Updated “Calls To Action” with focus on Local SEO

● Attributing “Author Tags” for authority & credibility



● Comprehensive Google My Business Overhaul (some tips and 

“secrets”



Google My Business Products



Google My Business Services



Google My Business Service Areas



“Local Listing” work



Phase Two: Let’s Tackle The Direct Care 
Situation

Initial Direct Care Challenges



Messaging was buried



Added a “pop up” testimonial video



Streamlined homepage and messaging with updated 

callouts, new content and panels.





Collaborative Brainstorming Process

The real key to successful marketing to grow your practice is 

finding a partner or agency that treats your business like it’s 

THEIR business.



Before & After Visuals



Get The Word Out (Podcast)



Why consistent content matters 

● Consistently uploading relevant content to your website helps…
○ Boost your SEO (Google favors regularly updated websites)
○ Keep your website fresh and relevant
○ Answer questions and provide value

● What to post?
○ Blogs
○ FAQs
○ Videos



Out of State 
Patients



Monthly Content Ideas

Have a general theme for each month to organize what content to put out

● January - New Year, New Feet

● February - Show your feet some love

● March - Spring Sports Prep

● April - Foot Health Awareness Month

● May - Minimally Invasive Surgery

● June - Regenerative medicine

● July - Neuropathy

● August - Back to school

● September - Sports injury prevention

● October - Minimally invasive surgery

● November - Diabetes awareness month

● December - Heel pain





Brand promotion through in-person networking

● Where? 
○ Primary care doctors
○ Physical therapists
○ Pediatricians
○ Dermatologists
○ Athletic trainers and coaches
○ Gyms
○ Nail salons



Brand promotion through in-person networking

○ Set up a schedule to revisit offices on a quarterly basis

○ Bring materials that target each specific practice

■ Dermatology - information on warts and ingrown toenails
■ Pediatrics - flat foot correction brochures, wart treatment, 

ingrown toenails
■ Physical therapists - information on orthotics, MLS laser therapy, 

EPAT

○ Coordinate lunch meetings to connect with local physicians and build 
referral relationships within the community



Example flyers made on Canva









Website: chrisralstoncreative.com
Email: Chris@chrisralstoncreative.com

Monthly Magazine Ads

http://chrisralstoncreative.com


Community events

Booth at marathon 
packet pickup

Elementary school 
career day



Social Media
● Showcase your services + office ‘vibe’ + patient stories

● Always ready: photo/video consent forms (Top Practice Resource)

● Proven impact:

Patient bought a product after seeing our video

New patient scheduled from Instagram



Showcase your space & behind-the-

scenes

Treatments & procedures 

(educational, not gory)

Share patient Google reviews



Collabs — e.g., Running Well Store 

video.



Be creative and use 

trending audios (short 

shelf-life but great reach).

Trending audio: popular 

sound clip that is being 

widely used on social 

media. 

Lots of people use it and 

becomes a trend. 



Trending audios:

Increase visibility 

to your posts 

without paying for 

ads. 

Make your content 

feel more relatable 

and engaging. 



● Our #1 referral 

source

● Why they matter:

Boost SEO, social 

proof, and trust.

● Tip: Respond to 

every review —

positive or negative 

— in a warm, 

professional tone.

Ask for 
Google 

Reviews!



Video: The Multi-Use Marketing Tool

● Where to post: 

Website, 

YouTube, social 

media, email.

● Repurpose — one 

shoot can yield a 

testimonial clip, 

educational 

snippet, and a 

social reel.



Patient Testimonials
When to ask: After follow-ups or recovery — when they’re happiest.

How to guide: Provide an outline or prompt questions so they hit the points you want.

Tip: Lighting is everything — ring light or natural light.



Think like a patient

● If you were looking for foot care — what would make you choose 
your office?

● Gather inspiration, then personalize it to fit your brand and team

● Start small: choose a posting routine you can maintain

● Batch content ahead of time to stay consistent



Think Like a Patient
Know your message & keep it consistent across website + socials



Team Execution
● Train MAs to capture high-quality photos during exams

● Front desk & back office work together to identify potential 

testimonial patients

● Ask for testimonials at the right time (post-recovery, happy results)

● Keep communication open so marketing ideas flow between staff

● You don’t need a big budget, just consistency and authenticity



Resources


