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Primary Health Information Resource for US Adult 
Internet Users* (% of respondents)

Internet, 45.2%

Health care professional, 

23.0%

Friends and 

family, 12.9%

Television, 

6.1%

Newspaper and 

magazines, 6.1%

Other, 6.7%

Source: eMarketer, Online Health Info Starts with Search, 9/13/07

More than four in 10 

respondents said the 

Internet was the 

primary source of 

information for health-

related searches.

* August 2007 data
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In the past 12 months, what resources have you used to obtain information on a health-related question or concern?  Please select all that apply. 

Base: All Qualified and Non-Qualified Respondents  (n=8,200)

Internet Is Most Turned to Resource for Health 
Information

62%

65%

39%

5%

3%

17%

20%

21%

17%

0% 10% 20% 30% 40% 50% 60% 70%

Other

Radio

Television

Print newspaper article(s)

Books

Magazine(s)

Family / Friends

Health care professional

Online

Resources Used to Gather Information on a Health Question/Concern

Source: Harris Interactive 2007
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Search Engines and Health Sites are the Most Used 
Online Resource

You indicated that you used online resources to gather information about your most recent [CONDITION]-related question or concern.  Which online resource(s) did you use?  

Please select all that apply.

Base: All Qualified Respondents (n=4,224)

11%

27%

18%

55%

56%

15%

0% 10% 20% 30% 40% 50% 60%

Other

Website for a specific drug

Website for a health-related organization

Health encyclopedia website

Search engine

General health-related website

Online Resources Used to Gather Information on a Health Question/Concern

Source: Harris Interactive 2007
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Search Engine Preference

During October 2009, Google accounted                                     

for 65.4% of US search engine traffic

Other

44.9%

16.9%

16.0%

22.2%

Other

16%

7%
58%

Search Network

19%

Search Network

62%

Source: comScore qSearch Share of Searches Report. 11/09. 

7%

16%

Other

17%

Search Network

65.4%
18%

9.9%

Other

6.7%
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Q530  Still thinking about your most recent [CONDITION]-related question or concern, what search engine(s) did you 

use to search for information?

Base: Respondents who used search engines (n=2,390)

77%

2%

3%

5%

8%

29%

5%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Other search engine

Dogpile.com

Ask.com

America Online

MSN Search

Yahoo

Google

Consumers Conduct Multiple Searches on Google

3
Average number of queries 

made during a health 

search on Google

Source: Harris Interactive 2007
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What Adults Are Looking For Online…

9

35% of adults 

look online for 

doctors or other 

health 

professionals
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21%

36%

7%

11%

10%

7%

32%

16%

15%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Nothing / Not sure

Other

Started over-the-counter medication

Tried alternative treatment

Used another resource to gather more information

Made a self-diagnosis

Scheduled a doctor's appointment

Changed behavior / lifestyle

Spoke with a doctor *

Again, thinking about your most recent [CONDITION]-related question or concern, what did you/they do because of the [CONDITION] information you gathered 

online?  Please select all that apply. More than one answer was allowed. 

Base: All Qualified Respondents (n=4,224)

After Gathering Health Information Online, 
Consumers are Likely to Interact With a Doctor

*Includes codes:  Asked doctor more about condition read online, Told doctor about symptoms, Asked doctor about pres. 

drug read about online, Asked to prescribe a different drug, Asked doctor about medical device

**This does not reflect multiple responses. 

40%
Interacted  

with a doctor**

Activities Conducted Due to Information Gathered Online
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Potential Patients Are Looking for Your 
Practice

11

Medical searches are 

consistently occurring.

Source: Google Insights for Search (www.google.com/search/insights/)

http://www.google.com/search/insights/
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Patient Activity Implications

• The Internet is an effective platform for reaching your engaged 

patients

• Search engines and health sites are optimal channels for reach and 

targeting as these are where patients begin their research

• Research online prompts actions that bring patients into the 

healthcare system and/or effects their healthcare decisions 

• The impact of a patient’s research online can often be seen in a  

month’s time, implying the speed and importance of the Internet as a 

marketing channel
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Google Advertising Solutions

How Patients Search

Google Advertising Solutions

Benefits of AdWords
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• #1 global Internet property with 

76% reach of Internet users 

• #1 in search in US and globally

• Largest global advertising network

• #1 video site YouTube in US

• Innovative offline ad platforms (TV, Audio)

At a Glance: Google’s Global Platform 

Note: Data represents Google Search and Content Network, including Google properties;
Sources: comScore Media Metrix (May 2008); comScore custom analysis

Example content network and search partners:
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Search Advertising

Connect with users searching for your products and services –

whether on Google.com or on one of our Search Partner sites.

.

Sample keyword

Example Headline

Desc. Line #1

Desc. Line #2

www.URL.com
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How does it work?

• User types search term and Google 
displays your text ad in the Sponsored 
Links section on right-hand side and 
top of search results page

Benefits for Doctors

• Target users: Adwords ads are 
displayed adjacent to relevant 
search results

• Flexible: Add or remove keywords, 
adjust your bids, and continually 
optimize your campaign

• Cost-effective: Pay market rates and 
only when users click on your ad

Learn more about Google Search: http://google.com

Search Solutions: Google Search

Find what you’re looking for.

Promote Your Practice

Help Patients Find You When 

They Need You.

www.doctorscom
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• Broaden your reach: Ads are 

displayed on websites that 

contain your keywords

• Manage costs: Pay on a cost-

per-click basis to drive direct 

response goals

• Format options: Both text and 

display ads can be keyword-

targeted in the content network

Example Headline

Desc. Line #1

Desc. Line #2

www.URL.com

Contextually-Targeted Advertising

Connect with users browsing 

relevant content in the Google 

content network
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Display Advertising Options

Engagement through icons and imagery on the Google content network

• All standard IAB sizes: Choose 

from eight standard IAB sizes to 

display your advertising message 

and expand your reach on our 

partner sites. 

• Gain Creative Depth: Increase 

your level of engagement with 

users by utilizing flash, gadget or 

click-to-play video ads. 

• Performance reporting: Clicks, 

impressions, conversions, 

reach/frequency and more–

Optimize based on campaign 

goals.
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Further Pinpointing Your Audience: Regional Targeting

Connect with audiences located in specific geographic locations

Choose country, region or city-level targeting

Or define the area with customized targeting

Within a defined radius Within defined borders

Region City

• Target a country: Effective for global 

businesses who serve specific 

countries

• Target a region or city: Effective for 

businesses specializing in certain 

cities and states 

and stores with target customers 

located throughout a city

• Create a custom target location : 

Effective for businesses serving a 

specific area 

“Locally targeted ads…represent  a more efficient allocation 

of ad dollars.”- Brian Jurutka, VP Comscore
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How Patients Search

Google Advertising Solutions

Benefits of AdWords

Common Misconceptions

Benefits of AdWords
Keyword Targeting

Geographic Targeting Options

Cost-per-click Pricing Model
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Keyword Targeting

User query

Sponsored links 

(AdWords ads)

Natural search 

results
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Keyword Targeting

Connect with audiences searching for information on a particular topic 

on Google and the Google search network

• Broad reach

• Precise timing

• Achieve marketing goals

• Effective pricing

• Measure performance

Ads appear beside search results on sites such as: 
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Local Targeting

Connect with audiences located in specific geographic locations

• Target a country

• Target a region, state or city

• Create a custom target location

Palo Alto Eldercare 

24/7 Senior Care Specialists 

Call Now For Worry-Free Home Care

www.HomeCareAssistance.com
San Francisco-Oakland-San Jose, CA
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Consumers Go Online for Local Information

Source: The Kelsey Group, March 2006

70% of US households 

use the Internet for 

local information
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Search Engines are the Starting Point for Most Local Searches

Source: Local Information Survey, conducted by Media-Screen, August 2005

N=778

1%

2%

4%

5%

11%

74%

0% 20% 40% 60% 80%

Search engines

Internet Yellow 
Pages

Vertical 
directories

Newspaper sites

City guides

Community sites/ 
message boards 60%

18%

11%

6%

5%

25%

17%

22%

15%

22%

0% 10% 20% 30% 40% 50% 60% 70%

Less than 5 times

5 to 9 
times

10 to 19times

20 to 39 times

40 times or more

Search engines, N=698 Internet Yellow Pages, N=428

Internet sources used most recently 

when looking for local businesses.

Number of times source was used in 

the last month for shopping locally.
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What is the Cost?

Daily Budget

• You decide your daily budget for each campaign 

• Ad serving (the amount your ads will show) is dependent on this

Cost per Click (CPC) 

• You select the maximum amount you want to pay for each click

– Works on an auction basis

– Each keyword can have a different CPC bid

– Change keyword bids at any time

• You are only charged when a user clicks on your ad
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Google AdWords

Additional benefits of Google AdWords

• Advanced reporting

• Many other venues and forms of advertising to reach target market 

• Other feature of AdWords

– local business ads

– demographic targeting

– Many, many more!
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How does it work?

• People search Google.com and 
Google Maps to find local businesses

• Business listings and enhanced data 
gathered from multiple sources 
including:

– Websites

– Yellow pages data

– Direct feeds and submissions

• Businesses can add or edit their 
business listing using Google’s free 
Local Business Center

Direct Patients Your Way With Local Listings: 
Free!
Local Listings on Google.com

Local Listings on Google Maps
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Ensure Inclusion Using Local Business Center

Help consumers connect 
with your business

• Conveniently control and  
manage your business 
listing info, including:

– Addresses

– Phone numbers

– Hours of operation

– Website

– Photos

• Provide printable coupons

• Bulk upload functionality
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How Patients Search

Google Advertising Solutions

Benefits of AdWords

Common Misconceptions

Common Misconceptions
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Common Misconceptions

• Less people click on sponsored listings

• Visitors that click sponsored listings are of a lower quality

• Competitors will purposely click on my ads to drive up costs

• Advertising on search will tarnish my reputation
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Common Misconceptions

• Less people click on sponsored listings

Millions of people do every day, but more importantly, you only pay when 

someone clicks on your ad.

• Visitors that click sponsored listings are of a lower quality

Actually, searchers who click on paid search listings are twice as likely to

convert into leads/sales according to a study by Comscore & I.A.B.

• Competitors will purposely click on my ads to drive up costs

Google has an advanced filtering and monitoring system in place to detect this

type of activity and filters these clicks out before they even reach your account.

• Advertising on search will tarnish my reputation

There are many doctors who have had success using AdWords to 

expand their client base.
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Where Do I Start? Tips & Tricks

1 Make Sure You Can Be Found By Name

2 Put Yourself In the Patient’s Shoes: Use Relevant Keywords

3 Highlight Unique Qualifications or Specializations In Ad Text

4 Leverage Local Targeting Options to Get Patients Looking for 

Local Specialists

5 Think About Promoting Your Practice on Properties Past Search
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Questions and Answers


