DEVELOPING DATA
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hese data from the 2012 Urgent Care Industry Benchmarking Study are based on a sample of 1,732 urgent care centers; 95.2%

of the respondents were UCAOA members. Among other criteria, the study was limited to centers that have a licensed

provider onsite at all times; have two or more exam rooms; typically are open 7 days/week, 4 hours/day, at least 3,000
hours/year; and treat patients of all ages (unless specifically a pediatric urgent care).

In this issue: What Marketing Tactics is Your Center Using?

USE OF MARKETING TACTICS
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Centers use a variety of tactics to reach their target audiences. While use of more “traditional” outlets such as newspaper
advertising remains high (in 2010 newspapers and community events also held the top two spots), there has been an increased
emphasis, in recent years, on search engine optimization and other Internet-based activities as the Internet continues to extend
itself into the daily lives of most potential patients (n=124).

Community Event Sponsorships 82.3%
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Newspaper/Magazine Advertising 81.5%

Search Engine Optimization 77.4%
(Website designed for search)
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Social Media 64.59
(Facebook, Twitter, YouTube, etc.)

Internet Banner and/or 62.1%

Paid Search Adveritising

Other Community Branding
(Such as sports team jerseys,
league sponsorships, etc.)

59.7%

58.9%

Direct Mail or Shared Mail

Paid Yellow Pages Line Ad 52.4%

Billboards -8%

Paid Yellow Pages Display Ad 43.5%

Community Promotions Manager
(Representative dedicated to grassroots
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Radio Advertising 36.3%

29.8%

Television Advertising

= |
Transit (Buses, Bus Stops, Subways, etc.) 12.9%
or Other Outdoor Advertising

Acknowledgement: The 2012 Urgent Care Industry Benchmarking Study was funded by the Urgent Care Association of America and admin-
istered by Anderson, Niebuhr and Associates, Inc. The full report can be purchased at www.ucaoa.org/benchmarking.
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