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Pharmacist and Technician Learning Objectives

1. Define what it means to successfully establish a digital footprint.
2. List key information to include on a company’s website and social

media pages.
3. Discuss strategies for establishing a digital presence and using

data to inform marketing decisions.



Why must business owners prioritize
their online presence?
According to Forbes…
• 71% of business have a website

• 28% of all business transactions are online

• 92% of global traffic comes from Google

• According to Hootsuite, customers are 70% more likely to go to

business who has a GMB listing

• 45% of web traffic comes from mobile devices

Homework:
Review the entire set of statistics via the link below. They will be

extremely helpful in informing decisions about your website. 
www.forbes.com/advisor/business/software/website-statistics/



Why must pharmacies prioritize their 
online presence?
 Currently, only 10% of the population use independent pharmacies

for their health care needs.

 In a 2019 survey conducted by one of the largest GPOs in the U.S...
of approximately 1,000 independent community pharmacies,
over 50% still did not have a website.



What does it mean to have an effective 
digital footprint?

The basics for establishing your digital presence: 

o Mobile friendly website

o Social media business pages:

• Facebook, Instagram, YouTube business pages

• Google Business Profile

• Yelp listing

o Ranking near the top of the search engine results.



Website basics…
Setting up a domain name:

What’s a domain? Your web address.
For example: www.Rexrothdrug.com

Homework:
Visit the site below for a step-by-step guide on how to purchase 

and register your  website domain.
name.com/blog/how-to-buy-a-domain-name



Website basics…
Did you know…
 It takes less than a second for users to form an opinion about your website,

which also means your business.

 38% will stop engaging with the website if the content or layout is unattractive.

 57% surveyed say they won’t recommend a business with a poorly designed

website on mobile.

Source: www.sweor.com/firstimpressions



Website basics…

1. Is your current website template more than 3 years old?

2. Are there unsupported website themes within your template/software?

3. Is your website template customizable?

4. Do your website and branding no longer match?

For those who already have a website set up…

Homework:
If you answered yes to two or more questions, 

it may be time for an update!

Homework:
If you answered yes to two or more questions, 

it may be time for an update!



Building your website
Branding: recognizable logo and colors used in all advertising 

Before you start building or refreshing your website you’ll want to 
make sure you have branding created for your business.

If you already have branding, is it working for you? 
If not, before you jump into designing a new website, it may be time 
for a branding refresh.



Building your website
Branding: Where do you start? 

Hire a graphic designer: 
Investment: $300-$5000 depending on what you hire them to do.

o Go local - Support another local small business owner! They can come in your
store and really get to know you and your business.

o Get a referral - Have you noticed a local business that has great branding?
Ask them who they used.

o Google - Look up branding or logo design and you’ll find lots of online options.

Get creative: 

o Try a subscription for a user-friendly online graphic design software.

o Ask a creative person on your staff or in your life to help design something.

Homework:
If you need  new branding decide on one of the options above and do it!



Building a website:
Website Design: Where do you start? 

Hire a graphic designer: 
o $$$$ - Hire a graphic designer to build and design it.

o $$$-$$$$ - Purchase a DIY template.

o Domain Company Template - Sometimes you’ll find that the company you
purchase your domain from will offer a drag and drop template or website setup.



Building a website:

1. What is the main purpose of my site?
 Informational
 Online sales

2. What does my site need to do for visitors?
 Tell people where you are located.
 Let them know how to contact you.
 Inform them of your services.
 What else?

3. What devices do you expect your visitors to primarily be using?
 Computer
 Mobile device

What should be on your website?
Already have a website? It’s time for a checkup! 



o 60% of all searches are done on mobile devices.
 68% for specifically, health searches

o 50% of U.S. e-commerce sales occur on mobile devices.

o 80% of smartphone users will buy from companies with
mobile sites and apps that are easy to navigate.

o Websites that aren’t mobile friendly are unlikely to show up on google searches
performed on mobile devices.

Learn more: www.whitelabeliq.com/googles-verdict-go-mobile-or-go-home/

Building a website:
Website design: Is your website mobile-friendly? 

Sources: www.thewebmaster.com/what-percentage-of-search-are-mobile/
https://review42.com/resources/mobile-marketing-statistics/

Homework: 
If your website isn’t mobile

friendly, research new, 
mobile-friendly templates.



Mobile responsive websites 

Image 1: https://thenextweb.com/news/mobile-seo-in-2015-everything-you-need-to-know
Image 2: https://www.firstclasswebdesign.co.uk/mobile-friendly-website-design/example-
of-responsive-and-non-responsive-website-on-mobile-device/



Website examples



Website examples



Building a website:

o Landing Page: The first page people see when they come to your website.

 What should be clearly visible on your landing page?
 Address
 Phone number
 Hours of operation
 Email address and/or contact form
 Links to social media pages
 Services you offer or a visible menu that leads to that information

Website design: Is your website user-friendly? 

Homework: 
Check the above information and

update where needed.



Strategies for establishing an optimal digital footprint

 How is your Google ranking:
o How high is your business in search results?
o Does Google “see” your site correctly?

 What happens when you google:

o Your city + the word “pharmacy”

o Pharmacy near me

SEO:

Homework:
Check your SEO and see

if it needs to be optimized.

Search Engine Optimization 



Strategies, cont.
How do you improve your SEO?

 Add Keywords to your website:
o Tools like Google Keyword Planner or SEMrush can help you discover popular keywords

and how often they are searched.
o Think about search terms your patients and customers might use.

• Strategically incorporate them into your website’s content:
 Page titles
 Meta descriptions
 Headings and body text

Don’t overuse keywords. This can lead to keyword stuffing – a practice frowned upon by search engines.

 Optimize Page Elements: Clean, descriptive URLs
o Avoid using lengthy URLs with random numbers or symbols.
o Use short URLs that contain relevant keywords related to the page content.



 Optimize Meta Description: A short, descriptive summary of the content of a web page.
• Learn more:

• www.seobility.net/en/blog/meta-descriptions/
• https://developers.google.com/search/docs/fundamentals/seo-starter-guide

 Optimize Page Elements:
• Clean, descriptive URLs

 Avoid using lengthy URLs with random numbers or symbols.

 Hire a professional ($$$-$$$$):
o If it’s in your budget, hiring a professional would still be the best option.
o One-time consult or a monthly maintenance fee.

Strategies, cont.
More strategies to improve your SEO:

Homework:
Check your Meta description, page links and titles

to see if it anything needs to be optimized or outsource.



Strategies, cont.
 Link to external content

• Connect search engines to your site via popular links that rank high on search engines.
• Link to a popular health article somewhere on your website.

 High-Quality Backlinks: A link from another website that leads to your website.

For example: Your local health department lists your website as a resource.
• Make this a priority in your optimization strategy! These links let search engines know

that your website is reputable and trustworthy.
• Reach out to your local government and businesses to ask if they would link to your

site.
• Consider guest posting on relevant blogs or websites to gain exposure and acquire

valuable backlinks.
• Quality over quantity.



Strategies, cont.
Online business searches made by consumers:

A study conducted in 2019 by Bright Local found that:

o 90% of consumers find local businesses through internet searches.

o 33% of those people say they are looking for businesses online nearly every day.

o 82% of consumers read online reviews for local businesses.

o An average consumer reads about 10 reviews before they decide to give a

business a chance.

Source: www.brightlocal.com/research/local-consumer-review-survey/



Strategies, cont.

 Do you have a Google My Business (GMB) profile?
o Learn how to set up your profile

at: www.google.com/intl/en_us/business/

 Benefits:
o Increases exposure and gives viewers a

preview of what’s on your website.
• Easy access to essential information.

o Boosts traffic to your website.
o Increases likelihood of reviews.
o Gives you detailed insights about your business performance and SEO.
o Improve ranking in Google.
o Your accounts get you access to free marketing materials.

Google My Business

Source: www.thesocialginger.com/6-ways-to-improve-your-businesss-digital-footprint/



 If you have a profile, make sure everything is up to date:
 Email address
 Address
 Hours of operation (holiday hours)
 Services listed

 Google reviews
o Respond to current reviews, good AND bad.
o Ask your patients to submit google reviews.

 Click here to learn how.

 Add pictures of your pharmacy and employees.

Source: https://precisecreative.marketing/google-business-profile-benefits/

Strategies, cont.

Google My Business

Homework: 
Set up a google profile 
or check and update 

current profile.



Google Business Profiles



Yelp:
 Yelp is another avenue similar to

Google My Business.
You can: 

o List helpful business information

o Collect reviews

• Get referrals when
consumers search.

o Additional backlink

o Boost visibility

Homework:
Learn how to set up a Yelp

page and advertise.

Homework:
Learn how to set up a Yelp

page and advertise.



Social Media
 Why is social media important:

o Another avenue to your website.
o A different type of interaction with the

community.
 More interactive than your website.

 You can share day-to-day
events and activities.

 You can answer questions or
engage in other ways.

o Build your brand
o Share more time-sensitive information.
o Expand your marketing platforms.
o Potential customers notice when you

don’t have it.



Social Media, cont.

* Source: blog.hootsuite.com/social-media-demographics/

 Platform overview: Facebook

o Use broken out by age:
 75% of Americans aged 30-49
 63% of American ages 12+
 69% of Americans ages 50 to 64
 58% of Americans ages 65+

o It’s set up more like a website.
o Can easily share time-sensitive and evergreen

information and reach a large audience.
o Can list and promote events.
o Tip: Post regularly, 3-5x per week.



Social Media, cont.

* Source: https://blog.hootsuite.com/social-media-demographics/

 Platform overview: Instagram
o Most used platform globally by 12- to 34-year-

olds.
 Use in America broken out by age:

 59% ages 13 to 17
 79% ages 18 to 29
 59% ages 30 to 49
 35% ages 50 to 64

o Gives you an opportunity to use a different voice
and reach a different audience.

• Dominated by photos, video/reels, etc.
• Minimal graphics

o Another avenue to your website.
o Tip: Post regularly (3-5x per week).



Social Media, cont.
 Consistency & Branding across all platforms:

 Brand Uniformity: Use a generic template with consistent branding, including
logos on all marketing materials.

 Streamlined Approach: Keep marketing efforts short, straightforward, and
aligned with your brand identity.

 Consistent Messaging: Ensure consistent branding and messaging across all
channels for a seamless customer experience.
o Use the same language across platforms. I.e. Vaccine or Immunization.
o Decide on a policy: Do’s and don’ts for your social media. Here’s an example.

You see a social media post from a local business that you want to amplify,
do you:
 Reshare their post OR create your own post with the information and your

logo and tag them.
 Neither is right or wrong, you just need to decide.



Social Media, cont.
 Setting up your business accounts:

o Are your graphics and images
sized correctly?

o Is your branding consistent
across all platforms?

o Are your About and Intro
sections complete?

o Is your page active or was your
last post 3 years ago?

o Have you responded to reviews?

o Have you responded to direct
messages on Facebook and
Instagram?

Homework:
Do you have business accounts set up?

If so, check for updates. If not, set one up. 

Homework:
Do you have business accounts set up?

If so, check for updates. If not, set one up. 

Homework:
Do you have business accounts set up?

If so, check for updates. If not, set one up. 



Social Media Tips
 Who is your customer?

Not just your current customer, the one you’d like to reach.

o Who is in your community?
• Look up your community’s demographics.

o Write out:

• Your consumer’s point of view (POV):
Define the problems each audience is facing and what the ideal solution would be.

• Create a unique value proposition (UVP):
The very specific problem/need your target persona has and how and why you are
the best solution. This statement should illustrate that you get them, and it will be
what separates you from the pack.

Homework:
Do a little research and answer these questions. 



 Build Brand Loyalty with:

o Patient testimonials.

o Fun, create engaging content:

• Dogs in the drive-through

• Stories about how you’ve been able to help people your community

o Feature local business partnerships like products in your front-end from a local vendor.

o Community involvement and events.

Social Media Tips, cont.

Homework:
Write a post for each prompt.

 Educate your audience:

o Do they know you don't just count pills? What services do you offer?

o Post helpful tips.

o Seasonal information, deals, front-end specials, etc.



Social Media Tips, cont.
 Create a regular cadence of posts in advance social

media platform or paid scheduler.
o Tag other businesses, people, or pages in your posts

whenever possible! This will help expand the reach of of your

post to a larger audience and grow your followers.

o Share your posts to local FB groups.

o For example, a neighborhood group.

Goal: Three posts per week at a minimum, with varied 

messaging new and current costumers.

Homework:
Schedule three posts per week

for the next month.



Scheduling Social Media

• Meta Scheduler • Paid Subscription



Measure Effectiveness and Return 
on Investment:

Facebook

• Total
followers

• Posts per
week

• Click-
through
rates

Instagram

• Total
followers

• Posts per
week

• Click-
through
rates

Website

• Website
visits

• Conversions

META BUSINESS SUITE: 
Create, manage and track the 
performance of your ads across 
Facebook and Instagram in one 
place.

 Scan the QR code or click the link to
learn how.
https://bit.ly/NCPA_Meta



Measuring Effectiveness of Social Media
Reach
• Increased traffic to your website.
• Number of unique visitors and total clicks.

Reach
• Increased traffic to your website.
• Number of unique visitors and total clicks.

Engagement Rate
• Comments, sharing, liking, etc.
• Industry Average: 1%-3%

Engagement Rate
• Comments, sharing, liking, etc.
• Industry Average: 1%-3%

Click-Through Rate:
• Users clicking on the links in your posts.
• Industry standard: 1%

Click-Through Rate:
• Users clicking on the links in your posts.
• Industry standard: 1%

Channel Growth:
• Overall number of followers.
Channel Growth:
• Overall number of followers.

How do you know if your social 
media posts are effective?

Measure your: 
key performance 
indicators (KPIs).
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