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A CONVERSATION WITH HEALTHCARE MARKETING LEADERS

Moving beyond last-click to measure 
how patients really find you.

01

The maturity model

The four tiers that define 
where healthcare marketing 
teams sit today.

02

The last-click paradox

What our survey data finds 
about the key difference 
between foundational and 
leading teams.

03

How to build better 
attribution models

Three organizational moves 
that get teams from 
foundational to leading.



Foundational

Compliant 
but Siloed

Basic conversion tracking

Teams work separately

0-10% spend visibility

Developing

Connected 
but Last-

Click

Last-click attribution

Limited awareness channels

11-25% spend visibility

Advanced

Measurable 
and Aligned

Multi-touch attribution

Cross-functional collaboration

26-50% spend visibility

Leading

Outcome-
Driven and 

Unified
Hybrid attribution (data-
driven)
All data sources integrated

50%+ spend visibility

Healthcare Marketing Maturity Model
HEALTHCARE MARKETING: THE MATURITY MODEL

The shift: from tracking activity → to proving impact across the full patient journey.

Top 
1-3% of 
teams 

reach this 
level
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Poll: Where does your organization sit on 
the maturity curve today?
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49%

Source: State of Healthcare Marketing 2026, n=200 healthcare marketing leaders.

Say they can 
consistently 
improve ROI, yet…

1 %

Can connect more than 
half of marketing spend 
with patient conversions

Example: DSP channels are more likely to start 
the patient journey, yet Google is credited for 
most of those conversions.

only

One reason proving revenue is so 
difficult: The true drivers of patient 
acquisition are often masked.

Finding: Healthcare marketers struggle 
to prove marketing's impact on revenue

HEALTHCARE MARKETING: THE MATURITY MODEL
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Panelist Journeys
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Who are our 
patients before 
they convert?

How do they 
move through 
the journey?

Which 
channels 
influence 

that journey?

How do we use 
those insights to 

make better 
decisions?

1 2 3 4

4 Questions to Advance Your Attribution Strategy
HOW TO BUILD BETTER ATTRIBUTION



1. Start with the business outcome. 
HOW TO BUILD BETTER ATTRIBUTION

Technology

Measurement

Business Decision

Patient Outcome

Business Question
What decision do we need to make 
that will drive better patient and 
business outcomes?

Define Success
What does success look like and 
how will it be measured?

Build the Roadmap
Align stakeholders, process, and 
data to get there.

Start HereDon’t Start Here



2. Build the 
relationships
that make 
better 
measurement 
possible. 

IT Compliance

Finance

Legal

Operations

Physicians

Analytics

Marketing

HOW TO BUILD BETTER ATTRIBUTION



Clicks Journeys Visits Growth Strategy

3. Build Measurement 
that’s Meaningful

Understanding 
how patients 
find and 
choose you

The actions that 
drive bookings 
and attended 
appointments

Downstream 
revenue and 
business 
outcomes

Surface-level 
activities

Smarter 
investments and 
better ROI.

HOW TO BUILD BETTER ATTRIBUTION



What better attribution revealed.
Three teams. Three surprises.

“Anonymous intent signals and 
propensity data were influencing 
specialty-line demand long before 
we could connect them to 
downstream outcomes.”

Rachel Totaro

“Patients don't book after one or 
two visits — they engage across 
16+ sessions, and educational 
content matters much earlier than 
we assumed.”

Clint Paul

“The biggest opportunity wasn't 
optimizing the bottom of the 
funnel;  it was identifying the right 
patients earlier through 
propensity and risk modeling.”

Heather Linder

HOW TO BUILD BETTER ATTRIBUTION



Foundational

Compliant 
but Siloed

Developing

Connected 
but Last-

Click

Advanced

Measurable 
and Aligned

Leading

Outcome-
Driven and 

Unified

WHERE TO START, BY MATURITY TIER

Poll: Your next step, after 
today’s conversation?

NEXT STEP

● Pick one service line and 
stand up cross-functional 
attribution there. 

● Bring IT, compliance, and 
finance into the same 
room.

NEXT STEP

● Layer a first-touch 
report next to your last-
click view. Show 
executives the gap. 

● Use it to defend upper-
funnel budget for the 
next planning cycle.

NEXT STEP

● Move to outcome-based. 
Tie acquired patients to 
18-month revenue and 
payer mix. 

● Make finance, not 
marketing, the audience 
for the dashboard.

NEXT STEP

● Pressure-test the model 
against share-of-care 
and lifetime value. 

● Share what you learned 
with the rest of the 
industry — the leading 
edge is small, and it 
shows.



Q&A

Drop your questions in the Q and A 
pane.

READ THE FULL REPORT

The State of Healthcare 
Marketing 2026
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