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N Are you ready to increase admissions, engage prospects,
and ramp up interest in your local drug rehab center?

There are myriad digital marketing channels that can give you the boost you need, but knowing which

ones to prioritize and how to use them effectively can be a challenge.

Long-time RO Recognize SEO
No ongoing costs Marketing

Social Media Builds trust and recognition Time-sensitive Brand awareness
Paid Search Immediate results Can be expensive Broader reach

List building

takes time

Organic Search Website traffic

Email Marketing Low cost Targeted outreach Lead nuturing

Your website and local search engine optimization (SEQ) strategy should form the
@ core of your plan. Focusing your efforts here will yield the longest-term ROl and
alal make every other part of your campaign more successful. Once you've built a strong,

high-performing site and optimized it for organic search, you'll have a solid baseline of

leads and admissions without incurring any additional costs.

Other organic channels include social media, PR, local outreach, and email campaigns.
“\Ii All of these platforms work together to help you build trust and brand recognition.
They also send authority signals to Google that you're an expert in your local space.
While they might not contribute as many direct leads as your website does, they do
round out your strategy and support your greater SEQ initiatives.
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While paid advertising options are available, they should only be used if your goals go
beyond what you can achieve with organic efforts alone. For example, if you want to
target a wider region beyond where your Google Business Profile (GBP) can rank in
the local Map Pack, then you may need to pay for that exposure. As your organic

channels grow, you should be able to reduce your monthly ad spend over time.

‘ Let's take a look at some of the top-performing digital marketing channels, the pros and cons

of each, and how you can make them work for you.
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SEO

SEO and content marketing should form the base of your digital marketing efforts. If this part of your campaign

isn’t strong, then it will be hard to find leads and gain visibility, no matter what other tools you use.

Start by creating core conversion pages that focus exactly on what your rehab center offers and what you do.

This includes pages that describe:

Location and contact details
Services offered
Populations served

Types of therapy available

The main benefit of SEO is that the ROl is excellent. Plus, the costs are low once you start ranking. The primary
drawback is that it can take time and resources to build authority in your online space. You need a speciﬁc plan in

place to help you rank well in competitive markets.

@ Optimizing your content for search isn't overly difficult but it can be hard to stand out in a

saturated space. It's easier to maintain your progress and keep traffic high if you work with a

team dedicated to keeping your web presence strong.
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I Local SEO (Google Business Profiles)

o Businesses in the Local 3-Pack receive 93
93 /o % more conversion-oriented actions (calls,
clicks, directions) than positions 4-10.

o

o of local mobile searches lead to an offline
78 /o purchase/visit within a week.

When someone searches for your rehab center online, you want your GBP to be the first thing they see. This is
an online profile that includes a high-level overview of your facility including your contact information, hours of

operation, reviews and other key details.

The three organizations that rank highest in local search will appear in Google’s Map Pack. This is a set of three
GBPs that displays above organic listings on the search engine results page (SERP). In addition to showcasing
your GBP, the Map Pack also displays an interactive map of highlighted locations.

Ranking for “near me” search queries is the easiest way to earn a spot in your local Map
Pack. Filling out your GBP completely, using location-specific keywords in your content

and optimizing your online presence for local search can help you get there.

U= o
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Local SEO will form the digital marketing foundation of any location-based business. The majority of your

organic conversions will come from local searches so prioritize this part of your plan first.

Cons
Search intent on these types of queries There's a limited range on how far even the best
is typically high-converting sites can rank in the Map Pack
It's low-cost to maintain once It could take three to six months to build up
established authority and start ranking well
It earns the highest ROl of all digital Local SEO can be incredibly competitive in dense
marketing channels urban markets

I Traditional Website SEO

O Leads from search engines close at
O 14.6 % compared with 1.7 % for
o

outbound methods.

Local search will be the crux of your SEO strategy but not everyone will use location-

specific identifiers when searching for your services. For instance, some people may simply

search for “addiction treatment for veterans” versus “addiction treatment in New Orleans.”
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This is why traditional website SEO will always be important. Google will still crawl and rank the rest of your
website, even for searches without local or “near me"” intent. Some of the best practices you can use to help

your site rank as high as possible in the SERPs include:

Researching top-performing keywords in your niche
Optimizing the user experience
Consistently creating helpful, relevant content
Fine-tuning technical SEQ (load speed, site architecture, mobile friendliness)
Building a network of high-quality backlinks
Pros Cons
You can get a large volume of regular It can take a while to ramp up (three to 12
visitors for treatment-related queries months) before rankings materialize
Evergreen articles require little Algorithm updates can cause sudden traffic
maintenance to keep bringing in traffic swings
The RO on traditional SEO is excellent Traffic is generally less qualified than searches

with localized intent
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W ADS

Average Cost-per-Lead

10%

Average Google Ads CPC

Organic across industries rose 10 % YoY

Call Buying in 2024 and now sits at $4.66.

Online ads can provide a reliable source of leads and admissions but it's important to

=) have an optimized conversion funnel in place first. Otherwise, the effort can burn
ol
more money than it makes and drain your marketing budget.
The cost per lead reached through paid advertising is higher than any other digital
222 marketing channel for one reason: the on-demand nature of the platform. Online ads
yo are targeted and designed to reach users in real time. This means you can adjust and
optimize them as necessary in response to campaign perFormance and user behavior.
There are many different ad platforms to choose from, and each has its pros and cons.
—-' For best results, we recommend using a mix of different ones based on the cost and

targeting features that each one provides.

Not sure where to start? Think about the state of your current website and conversion funnel.
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If it's already strong and bringing in high-quality leads, then it makes sense to pay for popular platforms like
Google Pay-Per-Click (PPC), programmatic display advertising and paid social ads to route top-funnel traffic
to your landing pages.

If you're still optimizing or reﬂning your funnel then
you may need a different approach. Focus on paying
for leads or placement on more niche advertising

channels versus the high-cost power players.

This way, you can skip past the first few steps of your
funnel and let others do the heavy lifting required to

find and soft-qualify leads for you.

When you're ready to scale up your paid advertising strategy, here are some of the

places to start.

I Google PPC

Google PPCis a type of digital marketing that allows companies to vie for
$ 4 71 highly visible ad spaces in Google search results. This can be a great way
° to get more eyes on your rehab center but it comes at a cost.

You can place “bids” on certain keywords to rank higher than your

In the health & fitness category competitors and make sure your ad takes a top spot. Then, you'll pay a
CPC averages $4.71. small fee each time someone clicks on that ad and visits your website.
Centers that rely primarily on phone calls to bring in leads can choose to

run call-only campaigns, paying for each call that the ad generates.
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The exact price you pay for each interaction will vary based on factors like how competitive the keyword is and
the overall ad quality. Bidding on keywords in Google Ads (and similar platforms like Microsoft Ads) helps you

appear above organic search results and can deliver a boost in traffic if your numbers are lagging.

Coogle Saare),

I Fegji

Pros Cons
You can instantly switch the ads on and Competitive rehab terms have a very high cost
off which is handy for filling census gaps per click (CPC)
You can specialize ads by location, You must ensure compliance with Google Policy
schedule, and device to keep spending local and LegitScript certification
It's easy to analyze campaign success via Poorly managed campaigns can burn your
call-tracking and conversion tags budget quickly
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I Display and Native Ads
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Programmatic display advertising is a kind oFdigitaI marketing that uses automation and machine learning to buy
ad space across different apps and websites. If you've ever seen an ad pop up right when you visit a website then

you've seen this type of outreach at work.

Right when a user clicks on a site that has this kind of advertising enabled, any available ad space there is instantly
auctioned off on an ad exchange. This is a special digital marketplace that lets advertisers bid on ad impressions in
real time. The bid that wins gets the coveted spot, and the spot populates in milliseconds before the site even loads.

This approach lets advertisers target speciﬁc users and reach a large audience across multiple platforms.

While programmatic ads stand out from the pages they're on, native ads are designed to blend more seamlessly
into the surrounding content. This is another form of paid advertising that helps brands engage users organically

without disrupting their online flow. Examples of native ads include:

N

Content recommendations at the end of a news article
Ecommerce ads embedded into social media feeds

Sponsored listings in online product searches

ONONON0

Sponsored video content on websites and apps

With paid advertising, automated demand-side platforms do much of the work for you.

They place banner, native, and video ads across thousands of sites and apps. This includes

retargeting as necessary and using tools like geo-fencing to reach users in specific locations

like hospital emergency rooms.
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Pros Cons

This approach can be good for top- Banner blindness can lower click-through rates

funnel prospecting and retargeting

It extends your reach beyond search to This ad approach requires steady

build brand awareness creative refreshes

Retargeting keeps your brand top-of- You must strictly comply with HIPAA-safe
mind during long research cycles audience rules

It can be lower-converting than other

paid channels

Targeting can be less effective than

traditional PPC

I Niche Platforms

In addition to reaching clients through search-based ads, many rehab centers also choose to purchase paid listings
or ads on specialty rehab directories, like Rehab.com. This is another tactic that can help facilities target specific

users, especially ones in their local region.

90%

90 % of healthcare

consumers say online reviews

Treatment
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influence their provider

® Substance Abuse choice.
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Pros

Cons

Audiences are already comparing

treatment options so intent is high

Advertising on niche platforms builds
additional citation signals for SEO

Directories often include pre-integrated

click-to-call or lead generation forms

Pay-to-play tiers can be pricey for top

placement.

Your rehab center will appear directly

beside competitors

Traffic volume is lower than mainstream

channels

You may have a small volume of highly

qualified impressions or leads
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@ CALL BUYING

User searches Lands on a local Calls to learn more Routed to your
’ directory site about treatment admissions team

Leads from search engines close at 14.6 % compared with

1.7% for outbound methods.

Call buying is the process of going through a third-party vendor to purchase inbound phone calls from your target

audience. In the addiction treatment space, this would mean buying calls from prospective treatment seekers.

While most vendors do not screen calls before referring them to rehab centers, the users themselves are soft-
qualified by their search intent. They must have been searching online for treatment first and be interested enough

to call after that, so there's already a degree of motivation and an incentive to learn more.

Pros Cons

Can create an immediate flow of high-intent Lead quality can vary depending on the source

callers without heavy marketing lift

The price per call is predictable so you can

scale your budget quickly

It allows your internal team focus on

admissions, not demand generation
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© SOCIAL

Social media can be a helpful way to showcase your brand and establish authority, but it's important to use it

correctly. There are three main ways to stand out on these platforms including organic advertising, paid advertising

and influencer marketing.

I Organic Social Media

Short-form video delivers the highest ROl of any social format in 2025.

As you develop a content strategy for your rehab center, you may also choose to share insights across different

social media platforms including Facebook, Instagram, TikTok and LinkedIn.

For instance, you can post educational tips, alumni stories, and team member spotlights. You can also use your
Y p P pothig Y
proﬁle space to share information on upcoming events. This approach allows you to connect with people in your

circle but your reach will be limited to only those who follow you or find your public page.

Video can help you get noticed because it opens up YouTube, TikTok and podcast platforms in addition to Meta.
Yet, this can be an extra addition to your production pipeline. Unless you're paying for leads directly, organic

social media is best used as a complement to your other digital marketing strategies and shouldn’t be a primary

campaign driver.
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Cons

Its a low-cost way to expand the reach of Social media algorithm changes can throttle reach

your existing content

It sends brand signals that will help other N\any centers need "pay-to-boost" options to
content marketing efforts reach a wider audience
Video social gets better engagement It will never be a major driver of leads on its own

Video can be expensive to produce
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I Paid Social

Social Media Ad Spend in the US (2017-2028)

$100 $853

" - Global social-media ad spend
s20 _ is projected to hit $266.9B
l by the end of 2025.

2017 2018 2019 2020 2021 2022 2023 2024 2025 2026 2027 2028

$88.1

Spending in Billion Dollars

To stand out on crowded platforms like Meta, TikTok, and Snapchat, some brands
Q choose to invest in an enhanced social media presence. This may mean paying to display

wb

an ad in a sponsored, in-feed post or adding a sponsored video to stories and reels.

Paid social ads can target users by different demographics including age, zip code,
& interest and behaviors. You can even create “lookalike audiences” to find people who
= share similar traits with your current clients and reach others like them. Traditional

Google PPC campaigns will still render higher-quality leads, but this strategy is more

cost-effective in the long run.

Pros Cons
It has a lower cost per thousand impressions Lead quality is often lower than PPC so more
(CPM) than organic search nurture is needed

Addiction-related ad categories face additional
policy scrutiny (LegitScript certification and
compliance are required)

This strategy can help you build top-

funnel awareness

You can engage users with rich creative formats
like carousels and lead generation forms

It's the only way to get significant reach on
social platforms
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I Influencer Marketing

2 B Influencer-marketing spend is projected to
. reach $32.55B globally in2025.

Ezl Influencer marketing is a collaboration between brands and online personalities who have a

large following and influence. Brands will pay influencers to promote their products or

services on their profiles in exchange for a flat promotional fee.

This can help your rehab center reach a large, pre-built audience but it's important to keep expectations realistic.
In the addiction space, most influencer marketing spots lead to major traffic and a dramatic increase in website

views but few actual conversions.

Cons
Costs are generally low for total reach, The effect is fairly limited and only lasts one time
impressions and traffic
You can reach a wide audience quickly Not everyone is seeking treatment so audience

intent is mixed

It can lead to mentions/links you might It needs a polished funnel and campaign behind it

not otherwise earn to work well

You can |everage any celebrity with an

addiction past, doesn’t have to be medical
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% OUTREACH AND PR

OQutreach campaigns help you expand your presence and build influence in your local community.

Similar to in-person outreach events like fundraisers and conferences, digital PR is all about building and fostering

those personal connections.

Dlgltal PR and ( The Role of Backlinksin SEO

Community websten  WeRSR ey 49 O/
Outreach mesteponng T owser 0

engines view links

\ i ™ Nearly half (49 %) of
- o~ journalists seldom or never
=8 @ -~ . - .J
s & respond to mass pitches—

Site Authority Search Visibility Personallzatlon

The perceived The site's visibility Is key
authority of the insearchresults
site

As you create compelling content and build your online presence, local outlets should start to take notice. You
may earn coverage in local news, healthcare blogs, podcasts, or community events. Hospitals, physicians, and
nonprofit organizations may want to partner with you to share your mission and highlight your offerings.

Leveraging these spotlight opportunities can help you widen your audience and become a trusted name in your

region.

Pros Cons

Local PR builds authoritative backlinks that
boost SEO

Results are unpredictable and take time

It positions your brand as a trusted local

healthcare resource

It ties your brand in with addiction

treatment concepts for future LLM rankings

Partnerships require consistent pitching and

relationship building

It's harder to attribute admissions directly to

PR wins
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© EMAIL

Even now, email campaigns remain one of the most

$ 3 6 ‘ Average email marketing ROI effective ways to reach a large audience and engage the

is $36 for every $1 spent. leads you capture on your website. To be effective,

however, they must be set up strategically.

I Email Marketing and Automation

From segmented newsletters and drip campaigns to personalized alumni check-ins, you

$ can design your email campaign in a number of different ways but client security and
>~ . .
privacy should always be top of mind.
In the healthcare industry, it's critical to ensure that all communications come from a
& HIPAA-compliant customer relationship management (CRM) system that includes

features like access controls, data encryption and secure communication.

It can take some time to set up and manage these campaigns but they're an excellent

P

)

way to increase conversions from your existing web traffic. While emails won't do
much to bolster audience growth on their own, they are useful for nurturing and

retaining those relationships for the long term.
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Pros

Cons

Emails have a low cost per send with a

high RO

It's a good way to improve conversions

from your existing audience

You must have explicit opt-in consent and secure

data handling

Time spent on ongoing maintenance can

be expensive

Requires list nurturing and strong content to

retain subscribers

You're responsible for troubleshooting

deliverability issues

It’s limited to opt-ins so you won't grow your

audience, but can convert existing visitors




OPTIMIZE YOUR REHAB MARKETING CHANNELS

The more people you can reach, the more people you can help. Digital marketing allows
you to expand your brand and establish your authority, and directing your efforts is key
to growing in the right direction.

Organic traffic through SEO should be the cornerstone of your strategy. Not only
does this approach deliver long-term results but it's also the least expensive once you

build some traction.

That doesn’t mean that paid channels don’t have their place. You can use strategies
like Google Ads, call buying and paid social media advertising on top of organic SEO
to meet your admission goals. Just keep in mind that the process is conditional. The

leads will stop flowing as soon as you stop paying.

To keep your campaigns cost-effective, consider differentiating your spend among a
few channels. Then, you can choose which ones to focus on based on weak spots in your
sales funnel. Channels like organic social, outreach and PR might not drive a high

volume of direct leads but you can use them to support other channels via brand signals.

We connect addiction treatment centers to the clients who need
At Rehab

Media

them. We specialize in many of the digital marketing channels listed
above, and we can help you optimize every aspect of your campaign.
Contact us to learn more about the advertising services we offer and

how to get started.
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