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(EALTH� CARE� SYSTEMS� HAVE� UNDERGONE� SIGNIFICANT� CHANGES� AND� NEW

FACILITIES�AND�PROVIDERS�ARE�BRIDGING�THE�GAP��!S�A�RESULT��HUNDREDS�OF�NEW

URGENT�CARE�CENTERS�AND�RETAIL�CLINICS�ARE�OPENING�EVERY�YEAR��

)N�THIS�WHITE�PAPER��WE�WILL�GO�RIGHT�INTO�THE�HEART�OF�'EO
"ASED�3ERVICES

��WHAT�DIFFERENT�SOLUTIONS�ARE�AVAILABLE��WHY�IT�USEFUL��AND�HOW�YOU�CAN

INCLUDE� THEM� IN� YOUR�MARKETING� STRATEGY�� ,ETgS� DEEP�DIVE� INTO� THE�'EO


"ASED�3ERVICES�AVAILABLE�SO�YOU�CAN�UNDERSTAND�HOW�TO�LEVERAGE�LOCATIONS

FOR�YOU�AND�YOUR�CLIENTgS�ADVANTAGE�

/VERVIEW

�



#HANGES�IN
(EALTHCARE�-EAN
#HANGES�IN
#OMMUNICATION

��# ( ! 0 4 % 2

)T�S� MUCH� MORE� THAN

ADDRESSING� SOMEONE� WITH

THEIR� NAME�� !S� OUR� GEO


BASED� PARTNER� ,/#2� STATES�

Ñ)T�S� ALL� ABOUT� REACHING� THE

RIGHT�CUSTOMER�WITH�THE�RIGHT

MESSAGE� THAT�S� RELEVANT� FOR

THEM� AND� ENGAGES� THEM� TO

RESPOND�Ñ�

Ñ4O� MAKE� AN� IMPACT�� YOUR

DIRECT� MAIL� CAMPAIGN� NEEDS

TO� GRAB� ATTENTION� AND� MOVE

YOUR� AUDIENCE� TO� TAKE

ACTION�� )T�S� THE� CLASSIC

MARKETING� MODEL� KNOWN� AS

!)$!n!TTENTION�� )NTEREST�

$ESIRE��!CTION�Ñ
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