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The Importance of Digital Marketing 
in MedTech
Is your brand getting the attention it deserves? Even when you have a firm understanding of your 
product and its benefits to HCPs and patients, it’s more difficult than ever to get recognition. The 
problem may not be your product, but how and where you’re promoting it.

MedTech Outreach Has 
Changed. Are you Keeping Up?
Every year brings massive shifts in how MedTech 
companies connect with buyers, and right now, AI 
is rewriting the rules. Automated outreach, hyper-
personalized messaging, and predictive insights make 
it easier than ever to reach prospects at scale. But the 
flip side is just as fast: buyers are growing increasingly 
wary of generic, impersonal messaging that floods their 
inboxes and feeds. 

Though 75% of B2B buyers prefer digital, self-service, 
and rep-free sales1, today’s MedTech buyers have already 
learned to tune out spammy emails, irrelevant ads, and 
meaningless AI-generated content. The companies that succeed aren’t making noise or chasing 
attention. They’re creating smart, relevant, digital-first experiences that bring customers to their 
doorstep, already primed and ready to engage.

With the right plan in place, MedTech companies of any size can do more than just stand out; they 
can create a marketing foundation that leads customers right to their digital doorstep, already 
primed and ready to buy.

Modern MedTech Customers Know What They’re Looking 
For. Put Your Company Where They Can See it.
What keeps digital marketing an attractive investment is the fact that today’s decision makers, a 
group increasingly comprised of digital native generations such as Millennials and Gen Z, are more 
empowered than ever before. The modern buyer understands how easy it is to discover anything 
they want to know about a product or vendor, and most do so long before even reaching out.

MedTech Can’t Rely on 
In-Person Marketing 
Alone

75%
of B2B buyers prefer digital buying 
experiences that skip the traditional 
sales rep back-and-forth1
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And it’s not just their motivation, even the ways 
consumer search has become more advanced. 
AI platforms like ChatGPT can scour thousands of 
webpages in seconds, enabling MedTech buyers 
to condense nearly all of their research into a few 
carefully worded prompts. Nearly half of all buyers 
have already shifted to relying on these tools in 
the early stages of their buying journey2, and that 

number will only increase as these tools continue to evolve. This makes GEO (Generative Engine 
Optimization), something that year’s ago wasn’t even an idea, a necessity MedTech businesses 
can’t afford to ignore. Because if your company’s name isn’t coming up in the conversations 
customers are having with their AI assistants, it might not come up at all.

In fact, by the time your company actually makes contact, they’ve probably already made up their 
mind. Consumer data shows that by the time a customer fills out a form to get in contact with you 
70% of the research, deliberation, and decision making that makes up their purchasing journey has 
already happened3.

The modern strategy for MedTech marketing is clear: get in front of customers (and the AI they 
use) early and give them materials that will prove your worth from the start, two things digital 
marketing excels at. Generating and promoting digital content can help capture the attention of 
your audience, build trust in your organization and its offerings, and to turn prospects into loyal 
customers over time.

Why Some MedTech Companies 
Are Slow to Adapt
Most MedTech companies have realized by now how essential their digital presence is, but not all 
of them feel ready to integrate the best practices necessary for modern, effective digital marketing.

There are several reasons why some medical device companies have yet to bring their digital 
marketing efforts up to today’s standards:

Don’t wait for your 
audience to find you.
B2B customers complete the bulk of 
their purchasing journey before they 
make contact.3
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Lack of Time or Resources

Companies may be unwilling or unable to devote 
the necessary effort or resources to mount new 
campaigns and tactics.

Not Enough Content
Most organizations don’t have adequate  
libraries of content to fuel digital campaigns,  
and view developing this content as too  
great an undertaking.

Too Focused on the Short Term
Sales and HCP training cycles can be lengthy, so 
many companies prioritize quick marketing wins 
and near-term earnings over long-term benefits.

Overreliance on Traditional Growth Strategies
MedTech companies often look to other actions to clear growth barriers (M&A, divestitures, other 
portfolio moves) but that isn’t a practical growth strategy on its own.

Lack of Cooperation Between Sales and Marketing
When these two branches of the company are not in sync, implementing and innovating on 
promotional strategies becomes increasingly difficult, if even possible.

If any of these sound familiar, read on for the steps your company can take to move away from its 
old approach and start integrating strategies that work in this increasingly digital-focused era.
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Digital Marketing Must-haves
There’s no true “one size fits all” digital marketing approach, but some things are just too valuable 
to be ignored when it comes to bolstering your online presence. 

With an understanding of why digital marketing is so meaningful, and what mindsets or pitfalls 
businesses need to avoid, let’s look at some of the necessary elements that go into building the 
perfect digital marketing strategy.

Audience Identification and Targeting 
The first step is the same for digital marketing as it is for traditional: defining your target audience(s). 
However, given the scope of potential customers that digital campaigns can reach, companies can, 
and should, be much more aspirational in their approach to targeting.

Digital marketing allows for highly personalized communications across audience segments. You 
can pinpoint several promising segments for each campaign and tailor the content specific to 
each, broadening the scope of potential leads without diluting the message. The exact number 
of audience segments within your digital marketing strategy will vary based on your business and 
needs. It can be most beneficial to have 3-4 distinct segments in order to tailor marketing materials 
specifically to each one.

Strategy Integration Steps
Must-haves

•	 Audience definition  
and targeting 

•	 Sales and  
marketing alignment

Execute Internally

•	 Search engine 
optimization / Large 
language model 
marketing

•	 Content marketing

•	 Social media marketing

•	 Video marketing

•	 Email marketing

Requires Additional 
Resources / Media 
Spend

•	 Paid advertisements

•	 Proper artificial 
intelligence usage 
in content creation
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Sales and Marketing Alignment 
In many businesses, sales and marketing are 
inexplicably viewed almost as rivals—constantly butting 
heads with each other. This divide between branches 
isn’t just unnecessary, but it can negatively impact the 
effectiveness of your digital marketing. 

It can also be a challenge to align efforts with sales 
and marketing teams as they grow and expand. 
However, organizations with tightly aligned sales and 
marketing teams saw 27% faster profit growth and 36% 
higher customer retention. What’s more, 56% of these 
companies met revenue goals and 19% exceeded 
them.4 

Sales and marketing alignment is critical to ensure that 
these departments are working in tandem to target the 

right customer base, create more conversations, and drive more sales. 

Even with users preferring self-serve experiences online, looping in your sales reps as early as 
possible is still key to successful digital marketing. This is because it ensures customers hear the 
same thing from every source. 

By the time a potential customer is having a conversation with a sales rep, they’re likely less 
looking to be “sold” and more just confirming what they already know about your company. The 
last thing you want is for a lead like this to start second guessing the research that brought them to 
you because of disjointed messaging.

When sales reps are telling leads the same things they have been seeing and hearing from your 
website, emails, and ads, it helps reinforce their decision.

Sales and marketing 
teams are more 
profitable when they 
work together.

75%
of organizations with tightly aligned 
sales and marketing teams met or 
exceeded revenue goals.4
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CASE STUDY
Custom Sales Enablement Tool Enables Faster Lead Qualification and 
Personalized Content Distribution
When marketers understand how the sales team operates, it’s easier to identify and fill 
communication gaps and create necessary sales collateral that reps need to close deals. Many 
teams apply digital tools to optimize sales conversations and knowledge sharing between these 
teams. 

D2 Creative recently built a sales enablement tool for a pharmaceutical organization within their 
existing Veeva environment to help reps qualify leads and share relevant collateral faster and 
easier. 

The client wanted a way to integrate marketing data to determine which clinics and doctors made 
for qualified leads. Their sales team needed to know what prescriptions made sense to offer HCPs 
based on prescription viability, cost, and what was on formulary. Our team built them a pull-through 
optimization platform that catalogs relevant 
HCP prescribing information gathered via 
marketing campaigns and research and 
relayed it to sales with a simple search. With 
Veeva CLM integrated into the platform, reps 
could use this data to create customized detail 
aids and other leave-behind materials for each 
HCP, making it even easier for sales to finish 
what marketing started.
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Where to Start When All You Have 
is Time and Talent  
One of the most common concerns putting a plan like this into action is cost, but it doesn’t have 
to be. While putting some capital behind your marketing plans can help achieve more impressions 
and, by extension, conversions, there’s a lot more that can be done without having to invest 
significant ad spend. 

Search Engine Optimization (SEO)  
Gets Brands Noticed
SEO refers to increasing a website’s rank in online search results by using popular and relevant 
keywords and phrases. Optimizing your website for search engines is an absolutely vital, but still 
far too overlooked, necessity for any business. Nearly 30% of website traffic across all industries 
comes from search engines5, but 75% of users never even see past the first search page6, making 
getting on that page absolutely critical.

Once you’ve identified your short list of target keywords, optimizing your content can be easy and 
inexpensive to implement. When relevant keywords are used strategically on your webpages in 
headings and copy, as well as title tags and meta descriptions (part of a site’s HTLM code), they 
help search engines understand your content so your pages can rank higher for those queries. A 
proper keyword optimization strategy should include both broad (short tail) and specific (long tail) 
keywords that your organization can reasonably compete for. This will give search engines even 
more context about what kind of content is on your site and make them more likely to rank it higher.

Keywords aren’t the be-all end-all when it comes to SEO; site performance and UX are equally 
important. Google’s search algorithm prefers responsive sites that have been optimized for mobile 
and will rank them higher over sites with poor layouts or content that doesn’t render quickly. While 
addressing your site’s SEO, be sure to look at your site’s design, bounce rates, and whether your 
navigation makes it easy to find products and content. 

Don’t Forget About AI Search!
When optimizing web pages, it’s not just Google’s robots you need to be thinking about. From AI-
powered search engine results to the previously mentioned customer adoption of AI research tools, 
neglecting your GEO will majorly hurt your site’s visibility.
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Thankfully, a lot of the tenets of SEO still apply when making your content visible to generative AI 
engines and large language models (LLMs). The key is making sure your SEO and GEO strategy 
work together, and are designed with both styles of search in mind. That said, there are a few key 
things that are particularly important if you want the content to be attractive to AI platforms:

Video
If you’re looking for a place to start developing new content, video is one of, if not the,  
most engaging forms of digital content for consumers. 

The results of video-centric thought leadership content speak for themselves7:

However, video production can be a heavy lift for marketers. That’s why we recommend 
repurposing video content as much as possible. For example, one three-minute product 

80% 84%87% 95% 93%
of video marketers 
claim that video 
has directly 
increased sales

say that video 
has increased 
traffic to their 
website

say that they’ve 
been convinced 
to buy a product/
service by watching 
a brand’s video.

felt they’d increased 
understanding 
of their product/
service using video

of brands got a 
new customer 
because of a video 
on social media
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overview could be re-cut into shorter clips for use on social media, landing pages, paid ads, or 
other channels. This approach helps build out a library of video content faster and keeps the 
message consistent. 

Content Marketing
When it comes to having an online presence with 
impact, content is and always will be a critical part of any 
company’s digital strategy. Content plays a large role in 
the SEO. The fresher and more relevant your site content 
is, the more value Google will place on your pages and 
the better your chances will be at ranking for competitive 
keywords.

Gone are the days of “keyword stuffing”, or churning out 
copy only intended to attract search engines. A steady 
stream of high-quality, helpful, and valuable thought 
leadership content from your brand is vital to growing 
awareness and sales. Quality content is more likely to be 
shared by third-parties, which will help SEO even more. 

In truth, content is less about ranking on search engines, 
and more about your business’s reputation as a thought leader. As mentioned previously, most 
consumers have done their research before they even contact you. Thought leadership content is 
important for taking advantage of this buying process, as it goes a long way towards the decisions 
customer research leads to. 

HCPs use this content to ensure their patients will know how your device is used before they 
prescribe it, while hospital admins use it to confirm if a seller is reputable. In fact, 73% of decision 
makers say that thought leadership content is a more trustworthy source of information than 
marketing materials or product sheets.8

So, how can your business create this valuable content consistently? Determining thought 
leadership topics that matter should send you back to your target audiences. Sales and marketing 
teams should take time to identify topics most important to each audience segment, as well 

The decision makers 
in your audience 
are reading thought 
leadership content.

73%
say that thought leadership content is 
more trustworthy than traditional sales 
and marketing resources.8
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as opportunities to customize content for a more 
targeted approach. Once you have said content, 
make sure to promote and repurpose it as much as 
you can to bolster your output of thought leadership 
pieces.

Social Media Marketing
Not all life science and medical device companies 
believe their business is “the right fit” for social media, 
but in our experience, this couldn’t be farther from 
the truth. With 5.41 billion social media users globally 
(roughly 68.5% of the world’s population)9, it’s a part 
of the internet you can’t afford to ignore. 

We discussed SMM for MedTech in-depth in the white paper Navigating and Optimizing Social 
Media, here are some of the key takeaways:

Find Social Platforms That Fit Your  
Target Audience
LinkedIn offers the best audience building capabilities for paid ads. You can build audiences 
by industry, job title, education, and other 
demographic information.

Tailor Your Posts and Images to Each 
Platform You Decide to Utilize
Periodically check for asset sizing best practices, 
as they can change.

Utilize Vivid, Branded, and “Scroll-
Stopping” Imagery 
to help your content cut through your customers’ 
busy feeds, supported by a solid, well-
researched tag strategy.

Identify Opportunities to Boost Your 

 https://www.d2creative.com/wp-content/uploads/2026/01/d2_wp_nav_opt_social_media_1112.pdf
 https://www.d2creative.com/wp-content/uploads/2026/01/d2_wp_nav_opt_social_media_1112.pdf
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Already Well-Performing Posts 
so that your best content reaches the widest audience possible.

Email Marketing
Email communications are usually the last piece of the digital market puzzle, but that makes them no 
less important than the rest. In fact, email can play a vital role at every step of the customer journey. 

Having email campaigns as part of your digital marketing strategy helps you reach buyers throughout 
their journey and advance them to the next step.

Land and Expand: The Benefits of Customer Email Communications10

Head of Purchasing Clinician or Nurse

Post-sales  
Communication 
Examples

•	 Recommended accessories  
or compatible equipment  
for purchased items 

•	 Consumption reports  
based on past purchases

•	 Clinical training opportunities

•	 Onboarding support 

•	 Customer satisfaction surveys

Customer Benefits

•	 Customers feel secure in this 
and future purchases when they 
understand the total cost of 
ownership and clinical benefits

•	 They don’t have to spend as much 
time shopping for accessories 

•	 They can have more informed 
conversations with suppliers,  
based on consumption

•	 Users are confident in their 
understanding of the  
purchased technology

•	 They can provide direct 
feedback and ultimately  
have better products/services  
for their needs

Successful Outcomes
•	 Improved completion rates

•	 Higher purchase volumes

•	 Better customer satisfaction

•	 Increased purchase  
frequency and volumes
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Automation saves marketers time and helps them manage the narrative throughout the sales journey. 
Set up automated email campaigns (also known as drip campaigns) to send a series of pre-written, 
pre-scheduled messages over an extended period of time.

Prospects
Share relevent content to prove expertise, build trust, and drive engagement.

Leads
Keep the conversation going and keep your brand top-of-mind while leads evaluate options and 
make their decision.

Customers
Use post-sale email communications to keep in touch 
with customers, cross- or upsell products, and improve 
overall satisfaction.

When You’re Ready 
to Spend  
(and Get!) More  
You’ll have access to some even more impactful traffic 
and lead generators if your business has the budget to 
throw behind its digital marketing. Adding these to your digital marketing strategy can be pricey, 
but if done correctly, the payoff is absolutely worth it. 

Pay Per Click (PPC) Advertising
PPC is a tried-and-true method of generating traffic 
to your website and overall brand awareness. By 
integrating keyword-based ads as part of your digital 
strategy, you can potentially bypass search results 
and appear at the top of the first results page for your 
priority keywords. By Google’s estimates, every dollar 
spent on PPC can result in up to twice as much in 

Avoid PPC pitfalls. 
Google will assign your ads a “Quality 
Score” based on the quality and 
relevance of your keywords, ads, 
and landing page. Choose keywords 
carefully and purposefully, and make 
sure your landing page delivers an 
optimal user experience.
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revenue11, making it an attractive investment when done properly.

MedTech companies can find great success using PPC advertising to catch doctors and even 
patients searching for specific solutions, medical devices, or device services by creating ad groups 
for top-of-funnel goals, such as brand awareness and content promotion. To turn this attention into 
qualified leads, you should be setting up bottom-of-funnel ads as well as product-focused ads with 
strong calls to action.

However, it’s important to keep in mind that these ads aren’t guaranteed to work if the content 
they’re leading to isn’t up to par. The quality of ads is directly tied to the quality of the landing page 
they’re directing to, so make sure to keep your pages up to date by using the keywords you’re 
targeting.

Training and Education Portals
Gating educational content (i.e. requiring clients to pay or request access) may seem 
counterintuitive because fewer people are able to access your materials, but its role in increasing 
lead quality can’t be overstated. Proprietary training and education portals as part of your digital 
strategy can be incredibly fruitful for MedTech organizations, as it offers one convenient location for 
clients to go in order to learn more about how to use a device, while providing the organization with 
extensive user tracking and engagement data that can be used to inform sales, product, or content 
decisions. Marketing and sales teams get greater insight into what content is being viewed and by 
whom, making it easier to quickly follow up on hot leads and guide promotion and content creation 
efforts around your most popular topics. Having a central hub can help with user compliance, HCP 
awareness/training, and even promotion. 

This approach is best for businesses that already have wealth of educational content and need a 
single repository for easy access and tracking. 

CASE STUDY
Building a Centralized Education Portal for HCPs
D2 Creative recently designed an education portal for one of our clients. This major medical brand 
had a vast library of content, including surgical procedure videos, webinars, product overview 
PDFs, and other important documentation. The breadth of their content and lack of an existing way 
to organize all of it led to a need to streamline educational and promotional content in a single 
repository.
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We designed and built a highly configurable single-page app on Google’s Cloud Platform. This gave 
them not only an easier way to store their content, but a simple solution for promoting it, as they 
now had a centralized location to send HCPs. And, with extensive tracking in place on the portal, 
the organization has increased visibility into which types of content are the most engaging, for 
which products, who is viewing it, and when.

AI Content Creation: Balancing Integration with Integrity
Artificial intelligence is a tricky and somewhat divisive topic, but there’s no ignoring it when it comes 
to digital marketing, as its existence and continued growth has had a major impact on how online 
marketing is done. From written copy to code to even videos, AI has quickly become a powerful tool 
for generating content. And with its ability to parse and summarize large amounts of data at once, it’s 
an even stronger tool for brainstorming how that content should be made.

But this doesn’t mean AI is replacing the need for humans in marketing, not by a long shot. For 
instance, while 66% of content marketers said they use AI to generate ideas or suggest edits, a mere 
11% said that they’ve gone as far as generating complete drafts12, and for good reason. Over a third 
of consumers have said that they’re less likely to buy from a brand that uses AI in its advertising13. 
Couple this with the time investment required to train staff in using AI platforms and the added 
monthly costs most of these platforms charge and their use as an easy way to generate content starts 
to become dubious.

The question these days is less “should my brand be using AI?” and more “where does using AI 
make sense?”. Ignoring tools with this much potential is obviously ill-advised, but so is using them as a 
creative crutch, so it’s up to your company and marketing team to determine what they’re comfortable 
with and where AI implementation makes sense. In general, we believe AI is a powerful analytical 
tool that’s useful for research and basic thought starters, but the actual execution should be left to the 
human talent at your company.

But What if You Don’t Have the 
Time or Resources? 
Not every company has the time, resources, or experience to build and deploy a digital marketing 
strategy from the ground up. The answer may be to turn to a partnership with a marketing agency 
that specializes in communications and digital marketing tactics. 
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Who Should Handle Your Digital Marketing Efforts?
Advantages Disadvantages

In-house Team

•	 Brand familiarity 

•	 Focus

•	 Control

•	 (Usually) higher costs  
to recruit, train, and retain

•	 Turnover 

•	 Multiple needs require  
multiple hires

Marketing Agency

•	 Access to expanded capabilities  
and diverse expertise

•	 Software and tools

•	 Scalable

•	 Location

•	 Multiple clients

•	 Control

There are plenty of reasons why a business may prefer, or feel it’s in their best interest, to keep 
their digital marketing efforts in-house. Employees will have in-depth knowledge of your business 
and its offerings, giving them the potential to deliver uniquely accurate and relevant insight. 
Working with your in-house team also offers a greater level of control over individual marketing 
efforts, allowing you to easily adjust the focus and messaging of campaigns and strategies.

But oftentimes, the difficulties of in-house marketing outweigh the benefits. Most businesses see 
marketing agencies as an expense that can be saved with an internal approach, but usually the 
opposite is true because digital campaigns require a diligent and talented team of writers, artists, 
managers, and more. The costs of recruiting, training, and maintaining an in-house marketing team 
can quickly outweigh what you would have spent on an agency contract, especially when factoring 
in turnover that can force you to repeat the process multiple times.

An agency partnership gives you immediate access to a marketing team that will work as an 
extension of yours to optimize your online presence, saving you effort when creating and 
implementing strategies. Partnering with an agency focused on digital solutions also gives you 
access to that agency’s unique expertise and technology. This means larger-scale campaigns and 
previously unfeasible work, such as site redesigns and custom sales enablement tools, become 
real options. And agency support can scale with your growing business without you having to take 
on additional help, saving you time and money on hiring.
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About D2 Creative
D2 Creative is the marketing, communications, and technology partner behind the 
salesforces of some of the most well-known medical device and life sciences companies. 
With two decades of industry experience, paired with extensive knowledge of emerging 
technologies and digital marketing tactics, they’ve brought brands to life with apps, 
websites, videos, and other content that enables salesforces, attracts new leads,  
and makes meaningful connections between brands and their audiences.

Visit www.d2creative.com to learn more.

Conclusion
The goal of digital marketing in MedTech is the same as any other type of marketing: getting 
as many eyes on your products, services, and brand as possible. However, as B2B customer 
preferences change, it’s important for everyone in MedTech industry to adapt to them. The time has 
never been better for marketers in this industry to step outside their comfort zones and use their 
online presence to capture the attention of their audience. 

Our hope is that this white paper has given your business some of the information needed to start 
implementing a stronger digital marketing plan. If you need help getting started, D2 Creative would 
welcome the opportunity to work together.

D2 Creative is the marketing, communications, and technology partner behind the sales forces 
of some of the most well-known medical device and life sciences companies. With two decades 
of industry experience, paired with extensive knowledge of emerging technologies and digital 
marketing tactics, they’ve brought brands to life with apps, websites, videos, and other content that 
enables sales forces, attracts new leads, and makes meaningful connections between brands and 
their audiences.

There are, of course, some things businesses need to consider before jumping into a contract. 
Working with an agency does mean giving up some amount of control over how individual marketing 
projects are done. You also may find yourself competing for time with your partner’s other clients. 
However, the right agency partner will bring convenience and capabilities to your digital marketing 
team.

 https://www.d2creative.com/contact-us/
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