
LAUNDRY LANE PRODUCTIONS Page 1www.laundrylane.com

-  WHITEPAPER -

VIDEO MARKETING FOR
HEALTHCARE



LAUNDRY LANE PRODUCTIONS Page 2www.laundrylane.com



LAUNDRY LANE PRODUCTIONS Page 3www.laundrylane.com

Introduction

Within the healthcare sphere, the rise of digital 
media has dramatically increased demand for 
video across the board.  

With this digital rise has come a newfound 
need to educate, empower and entice patients, 
consumers and health professionals with 
smart, credible content.  These groups are 
more than ever relying on trusted information 
from recognisable brands/organisations to 
bring greater clarity and simplicity to their 
own healthcare decisions. In a marketplace 
where exposure is key, relevant and consistent 
branding is a ticket to ongoing traffic, interest and 
engagement.

Harnessing the power of online video is a helpful 
tool that is adaptable to your brand and provides 
a clear medium to express who you are, and 

what you do, to your target audience. Depending 
on your individual brand and business aims, 
these videos can range from video case studies, 
virtual tours, client testimonials, organisation 
profiles and information, and video explainers.

When video is utilised successfully, it becomes 
a powerful device to attract new audiences, 
increase your social footprint and traffic, grow 
search engine optimisation and help strengthen 
relationships with current consumers. Video 
plays a large role in creating a recognisable face 
for your brand that is able to adapt to changing 
business aims and goals - and ultimately 
allows your brand to positively stand out from 
competition.
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Using online video to educate and engage your audience
The healthcare landscape has shifted 
dramatically over the past decade, 
due largely to the changing role of the 
patient. As consumers at large take a 
more proactive role in their healthcare, 
they are becoming more discerning 
about the validity and relevance of 
information available and the sources 
they trust. In turn, it has now become 
more vital than ever to maintain positive 
and trustworthy relationships online.

When developing video, it is important 
to maintain a certain authenticity 
and human connection that many 
consumers are seeking. Ensure your 
video clearly addresses your audience 
- their concerns, what they value, and 
the types of service and outcomes to 
which they aspire. Don’t chest beat 
about your brand, think about how you 
can postion your message within a 
relevant conversation.

Why Video?
The broad potential and adaptability of online 
video has cemented it as go-to marketing 
tool for all businesses who wish to expand 
their reach into the digital world. Because 
of this, it is now an important medium for 
healthcare professionals. In a field where 
information, protocols and technology are 
often evolving quickly, video can reassure and  
update audiences in a human and engaging 
way.

As opposed to TV commercials, online 
videos often reach viewers who are actively 

searching for specific content. This provides 
your organisation the opportunity to engage 
with a more involved and absorbed audience 
who are willing to hear what you have to 
say. Today and into the foreseeable future, 
all areas of the healthcare space – whether 
it be medical professionals, hospitals, 
pharmaceutical and healthcare companies, 
developers and practices – will be relying 
on ever-evolving ways of creatively and 
innovatively using video to connect with 
audiences, both on their own websites, 
social platforms and internal communication. 
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In a study conducted by the Faculty of 
Medicine at the University of Montreal, 
which aimed to show how patients 
view their engagement with healthcare 
professionals, patients explained 
themselves as proactively engaging in 
three distinctive practices.

1. A process of continuous research 
and learning that empowers them 
with knowledge of their own health 
status, as well as scientific terms and 
procedures relating to their health 
profile. 

2. Actively critiquing the healthcare 
they are currently receiving, and 
how it aligns with their own goals 
and preferences. This also includes 
an assessment of the healthcare 
professional, in terms of practical 
scientific knowledge, technical 
ability and the general patient-to-
professional relationship. 

3. The patient building knowledge 
and learning over time by 
comparing their own experiences 
against what is commonly perceived 
as optimal and non-optimal 
healthcare, in terms of quality of 
services and results.

From this study, it is clear that patients 
are going out of their way to improve 
decision making and navigation across 
the healthcare market. Patients do 
not want to feel like they are being 
sold a product - they want to feel like 
their needs are constantly being heard 
and their role as a partner in their own 
healthcare is validated. In order for a 
marketing strategy to be successful, 
online video needs to start an authentic 
conversation with patients, and seek to 
empower them. The biggest mistake 
healthcare marketers can make is to talk 
down to patients. 

Patient Engagement

https://vimeo.com/318687720
https://vimeo.com/318687720
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Examples of Video:

Tip: Keep your messaging simple. Focus 
on one key objective with a strong call to 
action. 

Tip: Avoid medical jargon, particularly for 
a patient based audience. Break down 
complex messages into clear, concise, 
digestible points.

1. Patient / Consumer Case Studies

2. Health Professional Case studies

3. Health Promotion: Real Footage

Engages potential patients and humanises a clinical 
process. People tend to have more trust and 
confidence when they can identify, learn and gain 
reassurance from someone in a similar situation.

As people become more active in their healthcare, 
they are looking for informative and credible videos 
that will broaden their knowledge. These videos are 
also great for peer to peer education. 

Engaging, informative and educational with a strong 
call to action. 

https://vimeo.com/242172064
https://vimeo.com/242172064
https://vimeo.com/319403427
https://vimeo.com/276791260
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Examples of Video:
4. Health Promotion: Animation 7. Training Videos

5. How-To Product Videos 8. Recruitment Videos

Engaging, informative and educational with a strong 
call to action. 

Animation and motion graphics integrated with 
real footage is visually very engaging. It can help 
to inform, educate, reinforce key messages and 
motivate. 

Educates on how to use a product or administer 
medication. Often a combination of real footage and 
motion graphics that takes the viewer through a step 
by step guide.

Attracting high quality and well suited health 
professionals can be challenging. Video is a great 
tool to promote your workplace and the roles you 
wish to fill.

6. Video Explainers 9. Conference/ Event Promotion Videos

Allows for an organisation to effectively describe who 
they are and what they do, or explain a service and/
or product.

These videos help attract industy professionals 
to your conference. They can highlight keynote 
speakers, event location and key themes.

https://vimeo.com/289622235
https://vimeo.com/254425383
https://vimeo.com/316957518
https://vimeo.com/278401064
https://vimeo.com/278399770
https://vimeo.com/319404446
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Examples of Video:

Facebook Live Streams 
According to Wowza, 78% of businesses who 
use live video say it offers deeper interactions with 
viewers. Whether it be livestreaming a conference, 
a panel or an individual, it means you have access 
to the world’s largest online community along with 
real-time commenting and live reactions. These 
allow the streamer and the audience to constantly 
bounce off each other and interact. Other benefits 
include the ability to boost live videos as paid 
advertisements to reach larger audiences, and 
the built-in analytics feature that means you can 
track your video’s performance along with real time 
statistics. 

The Rise of MedTech
Can include explainer videos, product videos, 
video case studies and testimonials. For 
emerging technologies in the medical and health 
sector, case studies can increase the reliability 
of their service and humanise their product, 
explainer videos can illustrate the purpose and 
use of a product while avoiding medical jargon 
and successfully communicating its aims. 

10. Conference Promotion Videos 12. Milestone Videos

11. News Videos
13. Community Engagement Videos

Event videos can consist of highlight reels, interviews and 
footage that captures key themes and excitement. They 
can also be used to promote future events.

Often used to celebrate an organisation’s anniversary 
and key achievements. A wonderful way to engage 
with existing clients, consumers and stakeholders, and 
create something meaningful with staff. This is a good 
opportunity to ask for testimonials. 

These videos are usually filmed face to camera with 
an expert speaking about a particular newsworthy 
topic or launch.

Consulting industry leaders and consumers is vital in 
healthcare. Videos capturing feedback and ideas can 
be shared across platforms to raise awareness and 
generate further conversation.

https://vimeo.com/282460874
https://vimeo.com/263431481
https://vimeo.com/285762594
https://vimeo.com/219026745
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Examples of Video:
15. Education Program Promotion14. Results and Achievement Videos

Interviews with graduates sharing their positive 
experiences to inspire audiences to participate in 
courses, programs, grants, workshops.

This could involve taking key results from your annual 
report and animating them, or in this case combining 
key statistics with real footage to tell your brand’s 
story.

The health sector continues to amaze and 
challenge us and the Laundry Lane team is 
loving the opportunities to capture our clients’ 
stories.

“Video’s capacity 
to raise awareness 

and educate 
through storytelling 

is undoubtedly 
helping to improve 
health outcomes.”

Alexandra Cordukes, Director,  
Laundry Lane Health

https://vimeo.com/298508509
https://vimeo.com/266253870
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Empathy: Taking time to prepare 
and research is vital in order to 
fully understand the person about 
to be interviewed. This pre-shoot 
preparation informs the tone 

of the interview - the way the interviewer 
speaks, the language used, the way they 
engage (e.g.body language, eye contact), 
the questions asked and the respect shown 
throughout the interview.

Editing expertise: Find the 
1-2-minute story arc within 
20-40 minutes of interview 
footage. Identify a strong 
statement to hook the viewer 

in at the beginning, develop the core aspects 
of the story in a way that is compelling and 
doesn’t labour on the same points, and 
find an ending that triggers thought and 
inspiration.

Visual storytelling: Using 
cutaway footage not just as 
visual filler, but to help the 
audience get to know the 
person better. Look for shots 

that describe a person, their mannerisms, 
their movement and their facial expressions, 
allowing viewers to form a greater 
connection to the subject and their story.

Call to action: Linking the 
story to a desired action from 
the viewer is crucial. This might 
involve visiting a website for 
more information, registering for 

a program, or attending a health event.

Interviewing expertise: Interview subjects, particularly first timers, need to feel 
comfortable and relaxed before their interview starts. This helps to keep their 

story conversational and authentic. The interviewer needs to ask questions that 
bring out the interviewee’s passion, while ensuring the project’s key messages are 
captured and communicated successfully, including breaking down medical jargon 

into layman’s terms.

Health & Medical Video Case Studies
Whether or not we are interviewing a patient/consumer, carer, health professional or 
medical researcher, that same interview approach applies. Why? Because each of 
these individuals has an equally important story to share, and it’s our responsibility 
to ensure they feel comfortable, are understood, and their message is being 
communicated in simple and effective language.

“Real footage brings human connection while motion 
graphics help inspire and bring to life conceptual ideas. If 
used well together, the combination can create powerful 

communications.”
Will Cordukes, Director, Laundry Lane Productions
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How Healthcare Professionals Position 
Video on Their Websites

Our clients Breast Cancer Trials and Cancer Council Australia both understand the positive impact of 
testimonials and story-telling under the “Stories” tab on their website.

Providing a resource with video testimonials and other content all in one place provides 
ample opportunity for prospective patients to immerse themselves within the Breast 
Cancer Trials process, and feel reassured by relating to someone who has just undergone 
treatment. Furthermore, it gives donors information about how their money is being spent and 
encourages others to invest in this live saving research.

VIEW SITE HERE

VIEW SITE HERE

https://impact.cancer.org.au/research/
https://www.breastcancertrials.org.au/stories
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Video and Mobile Phones

Cancer Institute NSW
Facebook videos
When producing a series of videos, it’s best to 
consider upfront ways in which you can ‘slice 
‘n’ dice’ the content to get the most out of it. 
This might mean splitting up an animated video 
into smaller sections, or creating 15-second & 
30-second cutdown videos appropriate for short 
retention rates on social media channels. 

This example is a square cutdown video, taking the 
most powerful grabs from a longer 2-minute case 
study for Cancer Institute NSW. 

An important component of 
online video in any industry 
is ensuring that your content 
is accessible and digestible 
across various platforms, 
for example social media, 
websites, intranet, Youtube.

For example, the increasing 
popularity of square and 
vertical video formats is 
a tactic to maximise real 
estate on social platforms 
such as Instagram. By 
having adaptable formats 
ready for content, videos 
can better reach and appeal 
to audiences on social 
platforms. 

https://www.instagram.com/p/BrGoMKgly0Y/?utm_source=ig_embed
https://www.facebook.com/watch/?v=764061583958250
https://www.instagram.com/p/BrGoMKgly0Y/?utm_source=ig_embed
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Therefore, to ensure your videos are optimising 
their potential, video marketers in any industry 
must prioritise content that says a lot without 
ever making a sound. Studies have found 
people are increasingly using multiple tech 
devices simultaneously, so silent videos can 
be watched without interrupting other streams 
of media. Rather than competing for attention, 
captions allows videos to unobtrusively co-exist 
within the media experience on social platforms. 

This idea is further supported by the desire to 
watch video in public places. Content Standard 
writes that a truly immersive and intimate video 
experience starts by giving users the freedom to 
consume targeted messages in public spaces. 

Fostering engagement without imposing on 
people outside your intended audience builds 
a greater sense of trust and one-on-one 
connection. They also write that brands hoping 
to build lasting relationships with audiences 
through video benefit by maintaining that 
intimate level of attention. 

If captions are used, it also incentivises 
the use of bold visual imagery to draw 
the eye and enhance memorability and 
connectivity. Captions have been proven to 
improve comprehension and retention rates 
of information, as well as increasing the 
accessibility of your video to reach a wider, more 
diverse audience.

In 2016, it was reported that 85% of Facebook 
video views occur with the sound off.

A Facebook experiment reported that the average 
reach of a captioned video on the social platform 
was 16% higher than the same video without 
captions. 

In essence, creating video experiences that rely 
on captivating imagery prolongs interest and is 
an advantage for your content when it comes to 
engagement with your brand’s call to action. 

In the healthcare sphere especially, captions not 
only are important for content engagement with your 
brand, but also allow audiences with disabilities or 
hearing impairments to access and engage with your 
content.

Video and Mobile Phones

https://vimeo.com/302209258/eea41b46b8
https://vimeo.com/301140398
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Online Health Marketing 

The Power of YouTube:

According to MDConnect:

One of the many advantages of video marketing is that your content will flourish on various online 
platforms, including video sharing sites.

71% of the online population use video sharing 
sites like YouTube and Vimeo.

1. Utilising a YouTube channel offers another 
chance for your audience to find you, 
serving almost as a second website. In turn, 
this means your content is more visible on 
social media and search engines, and can 
help boost traffic.  

2. After Google, Youtube is the second 
largest available search engine. As well as 
this, videos are known to have 53x higher 
chance of getting a front-page Google 
result compared to plain text, which means 
higher search engine visibility. 
 
 
 
 
 
 
 

3. Content that draws on both audio and 
visual senses has been proven to be more 
engaging and even more inspiring than 
text, making it a more interesting and 
impactful way to communicate and create 
relationships.  

4. YouTube has developed in a way that 
makes it compatible with numerous other 
online platforms, meaning video can easily 
and seamlessly be placed throughout your 
website, blog and social media platforms 
such as Facebook, LinkedIn and Twitter. 
This also provides opportunity for cross-
promotion, where your website and social 
media can link to your YouTube, and vice-
versa. 
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Why the Health Market Should Be Open 
Minded to Social Media
Social media provides an unprecedented way for the patient and provider to connect and interact. 
It humanises large companies and opens lines of communication that appeal to a patient-driven 
system. While some practitioners are resistant to incorporate social media and technology, it is 
becoming increasingly mainstream.

1. It’s where patients are searching for 
information 
According to a Deloitte Center for 
Health Solutions survey, 55 percent 
of consumers report that they use the 
internet to find treatment information, 
with social media being a primary 
source for users searching for health 
information.  

2. It’s all about the patient 
“Participating, partnering and developing 
a professional relationship is paramount,” 
says media consultant and health expert 
Barbara Ficarra. “Dynamic health and 
medical professionals engaged in social 
networking are on the front-line of new 
modern medicine.” 
Relationships are a two-way street, 
and social media personalises how 
healthcare and consumers interact on 
all levels. It’s a platform for patient and 
provider to co-operate within the patient 
driven system. 

3. Keep ahead of the competition 
Constantly innovating and adapting 
the ways you are incorporating video 
and media into your marketing is an 
extremely advantageous, competitive 
opportunity that should be at the 
forefront of your business’ strategy.

4. In-app content  
Harnessing the power of social media 
also provides the opportunity to move 
into developing app content, which 
has become an exciting new way to 
streamline healthcare content into a 
single application with easy accessibility 
and visibility. A successful app avoids 
cluttered and irrelevant information and 
becomes a trusted resource for its target 
users. 
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Video Trends in 2019

 
Captioning – Many people watch video on 
their devices with the sound off (over 85% of 
Facebook users), so captions are essential if you 
want your message to cut through. YouTube 
and Google are now using the text within closed 
captions on YouTube to rank YouTube videos.

Formatting – With over 80% of people watching 
video on mobile phones, vertical and square 
formats are often the best approach. These 
formats take up more real estate on social media 
platforms such as Instagram and Facebook.

Face to Camera – People talking directly to their 
audience. This could be talking about an upcoming 
event or initiative, giving an update or report, or talking 
about their area of expertise. This is not just for the 
CEO but a great way for employees to engage and 
demonstrate their knowledge and expertise.

 
Live Q & A’s – These are great for positioning 
yourselves as industry leaders. They can take 
place on platforms such as Periscope, Facebook 
Live or Instagram Live. The can be done with 
low cost or higher production depending on the 
occasion. The upside of live Q&As is that they 
don’t require any editing and they allow for real-
time engagement with viewers i.e. key speakers 
can answer questions online immediately. The 
recording can also be shared on your website 
and across social media platforms.

Video in Email 
Marketing – Did you 
know that even by 
just having the word 
‘video’ in your subject 
line, the open rate will 
be higher? Always 
try to have a video in 
your newsletter. Also, 
engage further with 
existing or potential 
clients by having a 
video or animated GIF 
in your signature.
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High Quality Video Series - This is a fantastic video marketing tool. Create a long-form or short-
form video series whereby your organisations work together (e.g. with ambassadors, industry experts) 
to explore relevant and interesting topics that will appeal to your target audience. This approach 
enables people to express something meaningful about the work they do, which in turn creates a real 
human connection with the viewers.

Spontaneous Stories on Social Media – You can create these on social media platforms such as 
Instagram stories,  Facebook stories, Snapchat, or even in tweet threads. These bite-sized videos, 
produced on-the-go and delivered incrementally, keep viewers engaged and learn more about you, 
your staff and your organisation. These are ideal for creating hype around an event, product or 
educational/awareness issues that are relative to your organisation.

Video Trends in 2019
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See more details and examples of our work

on our website

laundrylane.com

http://www.laundrylane.com

