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Helping a Technology Company Reach 
Hospitals in the USA through Email 
Campaign and Social Media Marketing

Their challenges included:
Targeting Right Individuals: Hospitals are such large institutions with a complex 
decision-making process that it became materially di�cult to spot the right 
individuals to connect with.

Relatively Low Brand Awareness: The technology company had very little visibility 
in the healthcare vertical and needed to build credibility and awareness among the 
hospital administrators, IT directors, and medical practitioners.

Highly Competitive: The healthcare technology arena is riddled with �erce 
competition, which is providing the same audience with a problem to solve.

E�ective Communication: The company needed to prove how the solution would 
create value for busy hospital professionals, emphasizing e�ciency, cost saving, 
and better patient care. 

www.datamarketersgroup.com

Background
DataMarketers Group (DMG) is a leading 
data solution provider helping companies 
improve their marketing strategies that 
leverage data-driven insights. With 
expertise in email marketing, social media 
campaigns, and successful lead 
generations, DMG has been a trusted 
partner for businesses looking to connect 
with target industries.

One such success story is that of DMG and 
a technology company aiming to expand 
its reach in the hospital sector in the USA.

The Challenge
The technology company deals with 
state-of-the-art software solutions for 
healthcare management. It is trying to sell 
their products to hospitals throughout 
the USA. This included tools for patient 
data management, work�ow automation, 
and more e�ective communication across 
health teams. Although they had an 
amazing software, they simply weren’t 
reaching the decision-makers within 
hospitals who could bene�t from these 
solutions.



Objectives

DataMarketers Group set clear objectives for the campaign:
Event-Driven Interaction: Amplify participation of a targeted audience in several 
initiatives held by a company throughout the year.

Drive Leads: Hand over to the sales department high-quality leads that are 
more likely to be converted into meetings or consultations.

Establish Credibility: Position the company as a thought leader in the 
healthcare technology industry.

Email Campaigns: DMG, as a whole multi-stepped email campaign, was rolled 
for an educational purpose to get the buy-ins from hospital decision-makers 
about the use of solutions provided by a tech company. The strategy consisted 
of:

Targeted Email Lists: DMG also produced the list of hospital decision makers, 
administrators, IT directors, and other relevant personnel using its data 
analytics tools. The list was derived from reputable healthcare databases; it was 
segmented on the basis of high relevance.

Personalization: Email campaigns are likely aware of the particular hospital's 
needs; these emails were highly personalized and responded to the challenges 
faced by healthcare institutions, such as tightening patient care, operational 
ine�ciency, and compliance with regulations.

Educational Content: DMG designed a series of emails over time to educate the 
recipients on the tech company's o�erings: this included case studies, white 
papers, and infographics endorsing how the company's solutions could 
improve hospital operations.

Call to Action: An explanation urging recipients to request a demo, 
consultation, or free download to learn further was executed in every email.

Social Media Marketing: To complement email e�orts and drive higher 
interaction rates DMG also implemented a robust social media marketing 
strategy.
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Platforms: DMG concentrated on LinkedIn and Twitter since hospital 
administrators were most active here, and LinkedIn's social network could be quite 
helpful in targeting the marketing message at B2B decision makers.

Creative Development: DMG created compelling content that highlighted the 
technology company's success stories, product features, and thought leadership. 
Posts included videos, blog articles, infographics, and client’s testimonials. 

Engagement Strategy: DMG engaged with hospital decision-makers through 
direct outreach, joining healthcare-related groups, and participating in relevant 
conversations on LinkedIn. Paid social media ads were directed at these hospital 
professionals through speci�c job titles, interests, and geographic locations.

Webinars and Live Demos: DMG also organized webinars and live demos to 
arouse interest by showcasing the solutions of technology companies. Social 
media posts and sending invitations through emails helped advertise these 
events.

Analysis and Reporting: DMG employed a data-driven approach to continually 
monitor success factors for the email campaign and social media e�orts. Flight 
would involve regular A/B testing to optimize email subject lines, content, and 
CTAs. Social media analytics tracked engagement, reach, and conversion rates, 
which enabled DMG to adjust strategies in real-time. 
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Results
Increased Open Rates:
While gaining 45% open rates, personalized emails clearly outperformed the industry’s 
average of 20-25%. This con�rmed that the target audience was receptive to the content 
and messaging.

Lead Generation:
During the course of this campaign, over 300 quali�ed leads were generated by the 
company from hospital decision-makers. Besides these leads being tailored through 
constant follow-up emails and direct outreach, 20 new consultations with hospital 
administrators came about.

Social Media Engagement:
Because of the regular posting of relevant content, the technology company's page 
earned 300% more followers on LinkedIn through direct engagement with healthcare 
professionals. The paid ads run on LinkedIn also led to a 30% increase in inbound inquiries 
from hospitals.

Webinar Success:
120 plus participants attended the webinars run through both email and social media, 
with a conversion rate of 40%. This showed that the technology company's solutions 
attracted keen interest, providing an e�ective medium for live demos and Q&A sessions.

Brand Awareness:
Thanks to a combination of email and social media, the technology company gained 
signi�cant exposure within the world of healthcare. With social media content reaching 
over 20,000 professionals through LinkedIn and Twitter, enhancement in brand visibility 
was tremendous. 
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Conclusion
The partnership between DataMarketers Group and the technology company has 
been an undoubted success. The DMG employed targeted email campaigns and 
strategic social media marketing to connect with decision-makers from hospitals 
all across the U.S.A. Also, by employing data analytics, personalized content, and 
multi-channel outreach, this company was able to build brand awareness, engage 
decision-makers in- hospital administrators, and convert valuable leads into sales 
opportunities.

This case study indicates that a data-driven approach to digital marketing could 
not be missed in healthcare, one of the niches in marketing. DataMarketers 
Group's expertise in email and social marketing became vital for the technology 
company in order to carve out a place in the highly competitive healthcare 
technology market. 
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Ready to achieve similar, game-changing 
results for your business? 

Contact Data Marketers Group today, and let us take your 
marketing e�orts to the next level!

www.datamarketersgroup.com
Phone: +1 914-454-7955




