
In this guide:

e-News for Health Providers
Page 01

Practical  Tips
Page 02

Top 10 Design Tricks
Page 04

Content Ideas
Page 05

W H Y  H E A L T H C A R E
P R O V I D E R S  N E E D
E - N E W S
by Renelle Harrison

Does your business already do e-News? 
 
If so, great! This guide will help refine your e-Newsletter to maximise your
results.
 
If not, it's time for some Word Therapy! And you're in the right place. It can
be daunting to enter into the big, wide world of marketing - but this handy
guide will help you proceed with confidence as you connect with your
stakeholders in an exciting new way.
 
As the health market continues to strengthen opportunities for private
providers, it's more important than ever for health and medical businesses to
be visible and connected with stakeholders. Consumers are facing
unprecedented levels of choice. While this is good news for consumers, it
means that health providers have to work harder than ever to be 'seen'. 
 
Once upon a time people just picked up the phone and made an appointment.
Today however, your potential clients and their families are performing
significant amounts of pre-research before that initial phone contact. 
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G U I D E  F O R  Y O U R
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A well-crafted e-Newsletter helps develop your credibility with clients and stakeholders. Whilst your
skills and standards may be more than exceptional, it's about making sure the world knows it! The results
show that consumers really do want to connect with brands and businesses they like - so why would their
health care be any different?
 
By continuing to position yourself as an expert in your field, you can give your patients a sense of ease when
they're making decisions about their healthcare provider. And after they leave your rooms, it's an extension
of your care if, or until, they return.
 
If you don't do e-News, now is the perfect time to begin. The world is waiting!
 
Let's begin...

P R A C T I C A L  T I P S
1. Map out content in advance
 
There's nothing worse than being up to your neck in client work and having the pressure of trying
to think of what's going in this month's newsletter. It defeats the purpose of e-News, and it's
additional pressure for the clinic. And ultimately, your readers will end up with sub-par content that
they probably won't read anyway. A pointless waste of hours!
 
Map out your content in 6 or 12 month blocks. That way you'll have topics lined up well in advance,
and everyone will be on the same page. You can task out additional research or fact-finding, and
you can even line up the same content calendar with your social media presence to reinforce the
messages that are important to you and your stakeholders.
 
2. Create e-Newsletters in advance
 
Doesn't this sound like a repeat of the first point? Not really. This is about actually writing a few e-
Newsletters at a time. You learn by doing, and you might learn things after writing the second or
third that you can apply to the first before you hit 'send'.
 
Not only that, it you have a few automatically queued up, you have some breathing space for
busier times. Did I mention it's better yet if you have someone else write them for you?
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"Many businesses fail to realise the time
investment that goes into a well-crafted e-News
publication. It's not about how often you send,

it's about sending consistently"

M O R E  P R A C T I C A L  T I P S
3. Consistency over quantity
 
Here's a little secret to stop you making the mistake most businesses do: it's not about how often
you send your e-News, it's about sending regularly. Many businesses start out with the best of
intentions, dreaming of weekly updates. What they fail to take into account is the time investment
that goes into crafting a quality e-News publication. So it quickly becomes a drain on staff
resources, it falls to the bottom of the priority list, and soon it doesn't get done at all.
 
 
 
 
 
 
 
 
 
 
 
 
 
Don't let this be you! You've put all the thought into your 12 month plan, so aim for a monthly
newsletter. This is enough to keep in touch with you stakeholders, without making them feel like
you're bombarding their inbox.
 
4. Don’t be too wordy!
 
3,000 words might have been great at uni, but this is not the place for your essays! People will
simply tune out, press delete, and leave your future e-News unopened. 
 
Instead, focus on catchy one-liners, or a neat 2-3 sentences, then link to your content on your
website or social media (did I mention you should be blogging? Let's save that one for later...).
 
 
5. Show and tell, don’t just sell!
 
Another mistake businesses make is to use their e-News as a virtual notice board for all the latest
specials. The push to buy over and over again will simply turn off your reader. 
 
Yes, we want our clients to buy the best quality products that will suit their needs, but we all know
as health providers we don't want to be pushing product onto consumers. If there's something on
special, fine. But your primary content should provide value for your stakeholders. Focus on
answering questions and providing solutions.
 
Consider the tone of voice you use in your writing. Are you providing helpful ideas and sharing
valuable content? Or are you talking down with jargon and irrelevant info that misses the mark?
Make sure more than one pair of eyes reads over the content to make sure it's on point.
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1. Keep on brand.
 
This is not the time to break out all your favourite fonts
and colours. In the words of ScoMo, "Stop it!"
 
Keep it to your brand colours (and make sure you get
the spot on), and just 2-3 fonts.

2. Don't be a dag, mate, grab a template.
 

Maybe the thought of moonlighting as a graphic
designer is overwhelming, so you're just going to
keep it plain and simple. And beige. And boring.

 
Bad idea. Try a template if you don’t have access

to a designer, just don't do nothing!

7. Preview your e-News before you hit send.
 
This helps you get an idea of the overall visual flow and
make changes if needed. And don’t forget the mobile
preview - many of your readers will be viewing this on
their phone.

T O P  1 0  D E S I G N
T R I C K S  F O R
Y O U R  E - N E W S

3. Hello graphics.
 
A great way to capture long content in an e-News
format is to summarise it with graphics. So it's worth
getting someone on the task who also knows a bit
about design.

5. Use the content pyramid.
 
Put the most important info or eyecatching
headlines at the top and work down to your call
to action.

4. Break up the monotony.
 

Use headers, graphics, dividers, bullet points to
break up and emphasise key points.

8. Don't blow away people's inboxes.
 

Keep fonts around 16-18px and your whole email
600-800px wide. It loads quicker and will look great.

9. Create a visual zig-zag.
 
Draw the eye from left to right down the page. This
gives a sense of flow and may help scanners get
through all the content. Exhibit A: this page.

10. Avoid stock shock.
 

Be aware of stock images - don’t use them just
because they’re there! Be mindful of your brand

and choose images that aren’t cheesy or overused.
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6. Don't crowd the reader.
 

Make use of 'white space' around text and graphics.



C O N T E N T  I D E A S
J U S T  F O R  H E A L T H C A R E  P R O V I D E R S

Anyone can jump on Google and find 21 content ideas to blow your audience's hair off.
 
But you're not just anyone. You're a healthcare provider, and so the standard of your content
demands more than the status quo with a few choice words thrown in to make you appear
'authentic'. This is where Word Therapy comes in.
 
This guide has lovingly crafted this list of 10 Content Ideas just for health and medical
providers. Ideas to help you celebrate what's great about your discipline, the vision you have for
the future, the stories of success along the way, and valuable resources to help cultivate the
valuable relationships you have with past and future clients, referrers and other stakeholders. 
 
Great ideas, without the yawn factor. Here we go...
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1. Answer a common question: 
 
We all know those questions nearly every client asks - we can almost rehearse them sometimes. 
 
Instead of another boring fact sheet though, how else could you answer those questions? A quick
video on your facebook? Then link to it from your e-News. Suddenly it becomes so much more
interesting.
 
2. Have you been to an event or Conference?
 
No, we don't want to know all the bring technical words the speakers harped on about... 
 
But did you make a great connection with another provider that you want to profile? 
Did you learn something that will change the way you do business? 
Did you find a great resource that would help many of your clients or referrers? 
Did you enjoy a break from routine? And how has that contributed to your health and well-being? 
 
This can show the human side and personality in your business, without the low brow tone.
 
3. Profile a Staff Member:
 
This can be a great opportunity to reinforce what makes you unique as a provider. Perhaps you
have staff with special (ninja?) skills, particular interests, or can offer particular services or groups
that others do not.
 
It's also a great way to include testimony from previous clients without being too showy. You could
collect words of recommendation from clients who were particular to that practitioner, to help
describe their interests and skills. This is a great way to show your audience, not just tell them.



"Highlighting professional and community
partnerships shows your business 'heart', but it
can also be helpful for gaining wider exposure,

opening up your business to other audiences
beyond your usual reach."

M O R E  C O N T E N T  I D E A S
J U S T  F O R  H E A L T H C A R E  P R O V I D E R S
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4. Break down your mission statement:
 
You know those words on the wall that you probably spent the best part of a day with a marketing
agency coming up with? Don't waste that investment, use it!
 
Most of the time if you break it down, it will spark and spin off other great content ideas as well. For
example, as the business founder, what inspired you? Why did you start your business? As long as
the answer isn't "to make tonnes of money" it's almost bound to inspire your stakeholders in some
way. And if you think your mission statement isn't relevant, then maybe ask yourself why it's on the
wall...
 
 
5. Profile your partnerships:
 
Who you hang out with says a lot about you. Same goes for your business. More now than ever,
consumers are looking for community-minded businesses who are in touch with the things that are
important to the locals.
 
 
 

Your e-News is a great place to highlight peer and professional partnerships, or wider community
projects and partnerships, for example, you might be involved with local schools and student
support. 
 
This can be particularly helpful in gaining wider exposure through guest posts and social cross-
posting opportunities, opening your business up to other audiences beyond your usual reach.
 
It's also nice to show you've got a heart! Hey... that's a great angle for any Cardiac Specialists out
there...



E V E N  M O R E  C O N T E N T  I D E A S
J U S T  F O R  H E A L T H C A R E  P R O V I D E R S
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7. Got new tech?
 

Have you got some shiny new tech in the clinic? While you're showing it off with a neat
video, a photo, or a graphic, it could be a great opportunity to remind people of what you

have on offer, or new services that you've added.
 

How can patients further engage with you online? For that matter, are there services in your
community that help people struggling with technology to connect? This might not be in

your lane, but it's a way to care for your clients, meet their needs, connect with other
community stakeholders, and ultimately cultivate your credibility as a community pillar.

6. Show us your stats:
 
Numbers are very powerful storytellers. You can make it as simple or in-depth as you like
(but graphics are definitely recommended for more complex metrics). But ask yourself -
what story do your numbers tell you?
 
How many people have you helped? 
How have you helped them? 
How many pairs of crutches have you loaned out? 
What happens in the life of a crutch? 
This could give way to some really cool content on correct technique, what to do if you
have old crutches lying around at home, and simple first aid tips for a sprain or break...
but in a way that could be funny or interesting!
 
What is the story behind your numbers?

8. Thought leadership - for dummies:
 
The thought of Thought Leadership may be overwhelming. But really, it's very straightforward.
Thought leadership is simply creating content that highlights your specialist knowledge and helps
solidify your position as one with experience in your chosen field.
 
You can unpack many different topics this way, and this kind of content is great because you can
leverage it across your various online platforms.
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10. Everybody loves a case study:
 
With the proper permissions in place, a case study is great for
your e-News. And it could go further to other publications.
 
Think images, cool stats, profiling special services that you
offer, the works. A case study pulls all of these great things
together with the human element. And some 'real results' can
do wonders for carers and families who are doing their
research about whether you're the right choice for their loved
ones.
 
Now of course it's important to ensure you're legally covered
to share any information, or whether it needs to be de-
identified etc. (this goes beyond the scope of this document,
so please check with your sources).

A  F E W  M O R E  C O N T E N T  I D E A S
J U S T  F O R  H E A L T H C A R E  P R O V I D E R S

9. Celebrate a day or theme:
 
Sure, birthdays are great. And everyone loves a pic of Sally
from Reception with a crazy party hat and cake - but you can
think differently about days to celebrate that can relate back to
the specialised services you offer.
 
For example:
Jan 17th 'Ditch Your Resolution Day' for Dietitians
Feb 11th 'National Inventors Day' for Prosthetists
Oct 13th 'Train Your Brain Day' for Occupational Therapists. 
 
These could highlight some little known facts about your scope
of practice, or the things you have on offer.

BONUS:
 

DON'T FORGET YOUR CALL TO ACTION
 

Always include a call to action... but don't just slap it on like a Tubigrip!
Put some thought into what your clients actually want or need.
What do you want them to do? Book a follow-up appointment?

Try a new group? Buy a product? Download a resource?
 

Make it clear, simple, easy... and relevant.



Find Word
Therapy:

On the web
rhbusiness.com.au

Facebook and Instagram
@rhbusiness.com.au

On email
info@rhbusiness.com.au

On the phone
0402 527 629

W O R D  T H E R A P Y

Many health providers remain almost invisible to consumers because
keeping up with online content is just so demanding upon precious
clinical time.
 
So how do you create quality, evidence-based content that's still
engaging for clients and stakeholders?
 
And do you really have the time?
 
 Word Therapy exists to help health and medical businesses and
organisations maximise billable hours, and connect more
effectively with stakeholders through high quality written content.
 
As an allied health professional with over a decade's worth of industry
experience, I can help refresh your content, inspire your audience, and
connect stakeholders with your business. If your content is tired,
outdated, or non-existent, call today to discuss your options to
refresh, inspire and connect.

D O  Y O U  N E E D  T O  B O O K  I N
F O R  W O R D  T H E R A P Y ?

BOOK A
DISCOVERY
CALL TODAY

https://www.rhbusiness.com.au/visit-us

