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The past year has been an absolute 
whirlwind for the rehab therapy private 
practice industry as a result of the 
COVID-19 public health emergency (PHE). 
Many practices saw a reduction in revenue, 
increased expenses, and the loss of critical 
staff brought on by patients shying away 
from treatment.

In a survey released in August of 2020 by the American 
Physical Therapy Association (APTA), more than 72% of 
private physical therapy owners or partners reported a 
decrease in weekly revenue of over 50%; 38% of those 
surveyed indicated that the weekly loss of revenue was 
76% or higher.1 

In that same report, the APTA reported that 38% 
of practice owners or partners were forced to close 
temporarily or permanently at some point during  
the PHE.2

And while all of this information is nothing short of 
disheartening, we can’t lose sight of an imperative 
universal truth— physical therapy is, and continues to be, 
an essential service for people of all ages and conditions.

Now is a good time for rehab therapists in private 
practices to rethink how they acquire business, how 
their marketing message may need to change, and what 
actions are needed to recover and thrive through the 
later stages of the PHE.

50% weekly loss of 
revenue reported 

by private practice 
rehab therapists1

https://www.nethealth.com
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If a truck driver wants to increase 
their bottom line, they aren’t 
going to stop putting gas in their 
rig to cut costs. The gas is a 
critical element to the success 
of their business that literally 
and metaphorically helps to 
drive profit. The same is true for 
marketing for private practice 
therapy. Marketing efforts are 
the fuel that keep the wheels 
on the operation. And while 
cutting marketing costs might 
look like short-term relief, things 
can quickly go south when 
referral streams and new client 
acquisition numbers start to fall.

There are two elements that make up 
profit—revenue and expenses. When times 
are tough, it’s a natural tendency only to 
look at cutting expenses. Remember, though, 
raising revenue accomplishes the same goal 
in a much more long-term sustainable way.

Don’t Lose Sight of the  
Long-Term Plan

Questions to Consider
 • Are the short-term 

benefits of cutting your 
marketing budget worth 
the long-term loss in 
business and revenue?

 • Have you considered the 
importance of momentum 
in marketing and the 
added costs of ‘starting 
over’?

 • Instead of cutting 
marketing costs, are 
there ways you can more 
efficiently and effectively 
utilize your budget?
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People are scared. No matter 
the age bracket, demographic, 
or presence of pre-existing 
conditions—people are feeling 
uncertainty from the PHE. 
Regardless of how you personally 
feel, this is a unique opportunity 
to show empathy to current and 
potential clients. By showing 
people that you care, you can 
create a marketing message that’s 
more inviting and accepting of 
people right where they’re at.

It should go further, though. Don’t just tell 
people you care; demonstrate the steps 
you and your team have taken to embrace 
and react to their concerns. The better you 
can convey this through your marketing 
message, the more receptive you’ll 
find your audience.

Demonstrate Empathy  
Through Your Messaging

Questions to Consider
 • Are your current 

marketing messages 
the same ones we used 
before the PHE?  
If so, why?

 • Are there opportunities 
to change your message 
to demonstrate more 
empathy?

 • Have we taken any 
tangible steps to react 
to our patient’s concerns 
that we can include 
in your marketing 
messaging?
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While this is always a great idea 
that builds raving fans and drives 
patient referrals, drawing attention 
to your intentional processes is 
now more important than ever. 
If there are things that you do 
to make the patient experience 
better, point them out. Otherwise, 
patients might just believe they’re 
‘getting lucky’ or that they ‘caught 
you on a good day.’ This goes for 
pandemic-related processes (like 
cleaning or risk mitigation), as well 
as other processes that may have 
been in place before the start of 
the PHE (like limiting wait times).

Draw Attention to Your 
Intentional Processes

Questions to Consider
 • Are you doing anything 

intentionally that provides  
a better patient 
experience and separates 
us from the rest of our 
competitors?

 • If not, what can we  
implement to increase the 
quality of the experience  
for our patients? How do  
you showcase that?



6

4

One of the best ways to build 
trust with your audience is by 
demonstrating and proving that 
you’re a knowledgeable and 
valuable resource first. If you can 
successfully do that, the clients 
and sales will come. Look for  
PHE-related and non-PHE-related 
ways that you can provide value 
and education to your digital 
audience. This will not only build 
trust with your existing audience, 
but it will help you to increase the 
size of your reach, which should 
translate into more business.

Be the First to Respond to New  
COVID Developments

Any time you can be one of the first to 
provide a blog, article, or web content that 
answers a search query, you stand to be able 
to earn a lot of visibility through the popular 
search engines. The pandemic continues 
to provide new topics and popular search 
queries that haven’t been satisfied with a 
proper resource yet.

Be a Resource First

Questions to Consider
 • Are there any topics you  

get questions about a lot  
that you could create an 
e-book or blog resource  
to support?

 • Are there any highly  
searched questions or  
topics that are lacking in 
quality resources that you 
have the knowledge and 
expertise to put together?
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Blogs, e-books, and digital assets 
are a great way to reach and 
connect with your target audience. 
The problem, though, is that a lot 
of the most visible topics have 
already been heavily responded to 
by competitors. While you can still 
gain traction in these areas with the 
right game plan, there are unique, 
lower-hanging-fruit opportunities 
presenting themselves throughout 
the PHE. To learn more about 
content, check out this ebook on 
“7 Compelling Content Channels to 
Engage Rehab Therapy Patients in 
the COVID-Era.” 

Identify these opportunities and capitalize 
quickly. There’s a strong first-mover 
advantage when it comes to search engine 
optimization and marketing.  

Capitalize on Unique  
Content Opportunities

Questions to Consider
 • Are there any brand new 

developments with the 
PHE that haven’t been 
properly addressed by an 
expert yet?

 • Are there any potential 
questions or topics that 
may come up in the future 
that we can get out ahead 
of with a blog, article, 
e-book, or webinar?

https://go.nethealth.com/l/125911/2020-06-03/7bx2f4
https://go.nethealth.com/l/125911/2020-06-03/7bx2f4
https://go.nethealth.com/l/125911/2020-06-03/7bx2f4
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Often, many companies do a 
masterful job of marketing—
on a select few platforms. The 
problem is that not every potential 
customer is on every single digital 
or social media platform. If you’re 
not pushing your well-crafted, 
empathetic message to every 
avenue available, you’re potentially 
leaving money on the table.

Make sure you’re leveraging every digital 
marketing avenue and tool at your disposal. 
This includes social media (besides just 
Facebook and Twitter), local newspaper 
and radio stations, community-specific 
and localized assets, search engine 
optimization, reputation management,  
and local lead generation.

Maximize All Digital Marketing 
Avenues at Your Disposal

Questions to Consider
 • Are there any digital 

channels out there you’re 
unaware of?

 • Are you pushing a 
congruent and effective 
message across every 
platform?

 • Have you made the 
proper changes to your 
strategy to match the 
unique features of each 
digital marketing avenue?
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A Partner That Can Help
At Net Health, we provide EHR software solutions for rehab therapists, 
but that’s not all. We also know how to help our clients in private 
practice market their businesses. And through years of offering robust 
marketing services through our Digital Marketing Solutions, we’ve 
become not just marketers, but advocates for the profession.

Digital Marketing Solutions can help you and your team develop  
a digital marketing plan that:

 • Understands your current budget constraints

 • Leverages the work you’ve already done to build  
a successful practice

 • Puts your team on a path to recovery and success

We encourage you to schedule a demo with a member of the team 
today. You don’t have to go this all alone.

Schedule a Demo

1-2 American Physical Therapy Association, “Impact of COVID-19 on the Physical Therapy Profession,” June 2020

https://www.nethealth.com
https://www.nethealth.com/digital-marketing-solutions/
https://www.nethealth.com/digital-marketing-solutions/
https://www.nethealth.com/schedule-a-demo/
https://www.nethealth.com/schedule-a-demo/
https://www.naranet.org/uploads/userfiles/files/documents/APTAReportImpactOfCOVID-19OnThePhysicalTherapyProfession.pdf

	Button 3: 


