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In today’s world, healthcare organizations are leveraging
platforms like Google Ads, Microsoft Ads, and Meta Ads to
expand their reach and connect with potential patients.
These channels offer opportunities to increase visibility,
drive engagement, and generate leads. However, along
with these opportunities comes responsibility: ensuring
full compliance with HIPAA regulations to protect patient
data and privacy.

For healthcare marketers, success isn’t just about reaching
the right audience at the right time – it’s about doing so in
a way that respects the privacy of every potential patient.
The consequences of non-compliance with HIPAA are
severe, including costly fines, loss of trust, and potential
damage to your organization’s reputation. A strong digital
marketing strategy in healthcare must, therefore, have
HIPAA compliance at its core.

EXECUTIVE SUMMARY
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From tracking visitor behavior on your website to creating ads on digital platforms, healthcare
marketers face a unique challenge: how to use these tools without violating HIPAA. Often, this
results in missed opportunities due to over-caution, or worse, unintentional risks that put patient
privacy at stake.

In this guide, we’ll equip you with the knowledge and practical tools to overcome
HIPAA compliance challenges in your digital marketing efforts. By considering the
strategies outlined here, your organization can protect patient data, avoid legal
pitfalls, and optimize lead-generation campaigns to achieve your marketing
goals.*

But before we dive into actionable strategies, it’s important to understand the basics: what HIPAA
requires and how it directly impacts healthcare marketing. In the next section, we’ll break down
the rules and the risks associated with non-compliance.

*We are not legal experts, and we advise consulting with your legal counsel for any HIPAA-compliance matters.
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What is HIPAA? 
The Health Insurance Portability and Accountability Act (HIPAA) is a federal law designed to
safeguard sensitive patient information, known as Protected Health Information (PHI). HIPAA
establishes strict guidelines for how healthcare organizations collect, store, and share PHI to
protect patient privacy and ensure data security. These rules apply to any entity that handles
patient information, including healthcare providers, insurers, and third-party vendors.

What is PHI? 
Protected Health Information (PHI) refers to any individually identifiable health information,
including but not limited to names, addresses, contact details, medical records, and any other
data related to an individual's physical or mental health. PHI also includes data on the provision
of healthcare services and payment for those services. In digital marketing, PHI can inadvertently
be collected through various tracking tools, website forms, or targeted ads, leading to potential
violations of HIPAA if not handled correctly.

THE INTERSECTION OF HEALTHCARE
MARKETING AND HIPAA COMPLIANCE

Overview of HIPAA Compliance in Marketing
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Why is HIPAA Relevant in Digital Marketing? 
Healthcare marketers often use digital platforms such
as Google Ads, Microsoft Ads, and Meta Ads to reach
potential patients. These platforms rely heavily on
tracking tools like cookies, pixels, and analytics to
gather data on user behavior. When this data is linked
to any form of PHI—such as a person’s visit to a
healthcare website or their engagement with specific
medical content—it must be handled according to
HIPAA's privacy and security regulations.



What Constitutes a HIPAA Violation in Digital Marketing?
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Sharing PHI with third parties without consent or anonymization
Tools like Google Analytics, Meta Pixel, and other tracking software often
collect user data. If that data is shared with third-party services (such as
marketing platforms) without being anonymized or without the patient's
explicit consent, it constitutes a HIPAA violation.

We recommend considering HIPAA-compliant platforms such as Freshpaint, Piwik Pro,
or other platforms that allow for IP masking. 

Exposing PHI through website forms
Website forms designed for lead generation that collect sensitive patient
data (e.g., health conditions and appointment requests) can violate HIPAA if
they aren’t encrypted or securely stored.

Using PHI in targeted ads
Custom audience targeting or retargeting campaigns that leverage data

collected from patient interactions can easily cross into PHI territory. For
instance, if you’re targeting an ad at individuals based on a past medical

inquiry or interaction, that data could be classified as PHI.

Posting patient information on social media without consent
Sharing patient stories, testimonials, or images on social platforms without

obtaining written consent from the patient is a direct HIPAA violation. Even
subtle mentions of a patient’s condition or treatment could expose PHI.
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https://www.freshpaint.io/
https://piwik.pro/


The Risks of Non-Compliance

W O R K S H O P  D I G I T A L 0 6

Legal and Financial Risks

The penalties for violating HIPAA can be severe depending on the level of negligence. The
maximum annual penalty for HIPAA violations can reach up to $1.5 million, even for
unintentional violations. In addition to government-imposed fines, organizations may face
legal action from patients if their data is mishandled or breached.

Reputation Damage

A HIPAA violation doesn’t just result in financial penalties—it can also damage the reputation
of a healthcare organization. Trust is crucial in the healthcare industry, and any breach of
patient privacy can erode the trust that patients and the public place in an organization. Once
trust is lost, it can be extremely difficult to regain, and it can lead to a loss of patients.

Loss of Future Business Opportunities

HIPAA violations can lead to long-term business impacts. Healthcare organizations that violate
HIPAA regulations may struggle to form partnerships or secure contracts with third-party
vendors, healthcare providers, or insurers. Moreover, violations can damage relationships with
current partners, resulting in a loss of future business opportunities.

Failing to comply with HIPAA regulations in marketing can have significant consequences for
healthcare organizations. These risks can present in several ways:

Healthcare organizations must navigate complex rules to ensure HIPAA compliance in their
marketing efforts.

Understanding these fundamentals is critical to building a compliant and successful marketing
strategy.

Whether it’s protecting patient data from unauthorized sharing or
avoiding the use of PHI in targeted ads, healthcare marketers face
significant challenges in balancing effective digital strategies with
legal compliance.
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Digital marketing platforms such as Google, Microsoft, and Meta rely on tracking tools like Google
Analytics and platform tracking pixels to monitor user behavior on websites and apps. These
tools provide insights into user activities, including page views, clicks, form submissions, and
more. For healthcare marketers, this data is critical for optimizing campaigns and effectively
targeting ads.

However, in the healthcare space, these tracking tools can pose significant compliance risks. If
any of the data tracked includes Protected Health Information (PHI)—whether intentionally or
unintentionally—healthcare organizations risk violating HIPAA regulations. For instance, if a
tracking pixel captures details related to a patient’s interaction with a healthcare provider’s
website (such as browsing a specific medical condition page), this information could be classified
as PHI.

Potential HIPAA Violations
PHI data collection in Analytics platforms is a HIPAA violation in itself, but below are some
additional considerations:

Unintentional Data Sharing:
Google Analytics, Meta Pixel, and similar tracking tools often collect user data by default and
share it with third parties (such as the platforms themselves). If this data includes PHI and is
shared without appropriate anonymization or patient consent, it could lead to HIPAA
violations. For example, if a patient visits a specific page about a medical condition, and that
interaction is shared with advertising networks, it may expose sensitive information.

Combining Data to Create PHI:
Even if individual data points do not reveal sensitive information on their own, combining
multiple data points can inadvertently expose PHI. For instance, tracking user visits to
appointment booking pages, treatment pages, or specific symptom-related content, when
paired with demographic data (such as location or age), can result in the disclosure of patient
health information. This combination can make it possible to identify an individual and link
them to specific health conditions, violating HIPAA’s privacy requirements.

Healthcare marketers face unique challenges when using popular digital platforms like Google,
Microsoft, and Meta (Facebook/Instagram). These platforms offer powerful tools to track user
behavior, create targeted ads, and generate leads, but they also come with risks regarding HIPAA
compliance. 

KEY CHALLENGES IN HEALTHCARE DIGITAL
MARKETING

Tracking & Analytics: The Risks of Data Collection
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Potential Solutions
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Use Alternative Analytics Solutions that Sign a Business Associate Agreement (BAA):
One way to mitigate risks is to work with tracking and analytics tools that will enter into a
Business Associate Agreement (BAA) with your healthcare organization. A BAA ensures that
the vendor agrees to comply with HIPAA standards when handling PHI. 
For example, Freshpaint is a HIPAA-compliant data platform that signs BAAs with healthcare
organizations, ensuring that all tracking data is handled securely and in compliance with
HIPAA requirements. When using Freshpaint or similar tools, healthcare organizations can
continue to collect valuable marketing data without risking PHI exposure.

Configure Existing Tools for Compliance:
While platforms like Google Analytics and Meta may not inherently be HIPAA-compliant,
you may be able to use them carefully by configuring them to minimize risk. For example:

Disable Data Sharing: Adjust settings to limit the sharing of analytics data with third
parties, preventing inadvertent data exposure. More information on how to implement
this is here. 
Avoid Tracking Sensitive Pages: Avoid tracking user activity on sensitive health-related
pages (such as diagnosis or treatment pages). Configure your analytics to exclude these
URLs from tracking.
Tag Management Tools: Use a tag management tool like Google Tag Manager to control
and filter what data is being sent to external platforms, ensuring that PHI is not collected.

Review Data Collection Practices Regularly:
Conduct regular audits of your data
collection practices to ensure that no PHI is
being captured inadvertently. Reviewing
and adjusting your tracking and analytics
configurations periodically helps ensure
ongoing compliance as marketing
campaigns evolve and platforms update
their policies.

https://www.freshpaint.io/
https://support.google.com/analytics/answer/1011397?hl=en#zippy=%2Cin-this-article


Healthcare organizations embrace digital marketing to reach and engage patients and potential
patients. However, HIPAA compliance adds a layer of complexity when using platforms like
Google Ads, Microsoft Ads, and Meta Ads. Healthcare marketers must ensure that every aspect of
their digital marketing strategy adheres to HIPAA guidelines, from data collection to ad targeting.

Diving into the following section, we uncover some of the strategies that healthcare
organizations can implement to market effectively while protecting patient privacy.

HIPAA-COMPLIANT STRATEGIES FOR DIGITAL
MARKETING

1. Data Anonymization Techniques
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HIPAA requires that any patient information, whether collected directly or indirectly, be
protected and anonymized unless explicit consent is provided. Data that can be linked back to an
individual must be treated as PHI. 

Strategies for Data Anonymization

1. Data Masking
Definition: Data masking replaces sensitive information (such as names or emails) with
meaningless characters, ensuring that PII (Personally Identifiable Information) is not exposed
while maintaining the general structure of the data.
Practical Application: A healthcare organization uses data masking to ensure that patient
email addresses are hidden, replaced with “xxxx@domain.com,” allowing analytics without
exposing real identities.

2. Data Pseudonymization
Definition: Pseudonymization replaces direct identifiers with pseudonyms or codes, reducing
the risk of exposing sensitive information while allowing for data analysis.
Practical Application: Instead of using patient names, a healthcare provider assigns unique
patient IDs (e.g., “Patient12345”) during marketing analysis, ensuring PHI is not exposed while
still enabling marketing insights.

 3. Data Generalization
Definition: Data generalization reduces data precision, grouping information into broader
categories (e.g., age ranges or regions) to limit exposure of specific details.
Practical Application: A healthcare website tracks visitor demographics using age ranges like
"35-45" or geographic regions like “the Midwest” to prevent the identification of individual
patients while still gaining marketing insights.
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https://www.workshopdigital.com/industries/healthcare-marketing/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=healthcare-industry
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4. Data Perturbation
Definition: Data perturbation slightly modifies data (by adding "noise") to make it less precise
while preserving its utility for analysis.
Practical Application: When analyzing patient feedback, slight changes are made to ages or
treatment times to anonymize the data while retaining overall trends for large-scale analysis.

 5. Data Swapping
Definition: Data swapping exchanges values between records (e.g., swapping zip codes or
treatment dates) to disrupt the direct link between sensitive data and individuals while
maintaining data integrity.
Practical Application: Swapping zip codes between different patients allows a healthcare
marketing team to analyze geographic engagement trends without revealing specific patient
locations.

 6. Synthetic Data
Definition: Synthetic data is artificially generated to mimic real-world data patterns,
containing no actual patient information. It’s used for analysis, testing, or machine learning
without exposing PHI.
Practical Application: A healthcare provider uses synthetic data to test marketing campaigns,
simulating patient behaviors without handling real PHI, ensuring privacy is maintained.

Technique Description Best Used For

Data Masking Replaces sensitive data with
meaningless characters.

Protecting specific identifiers like emails
or names.

Pseudonymization Replaces identifiers with pseudonyms,
allowing for some traceability.

Keeping track of anonymized data for
later re-identification if needed.

Data
Generalization

Reduces data precision (e.g., age
ranges, general locations).

Broader data analysis without exposing
specific details.

Data Peturbation Introduces small random changes to
data values.

Large-scale analysis where precision
isn't crucial.

Data Swapping Swaps data points between records to
obscure identity.

Maintaining the integrity of data
distribution while anonymizing.

Synthetic Data Creates artificial data that mimics real
data for testing/analysis.

Testing and analysis without using any
actual PHI.
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2. Secure Lead Generation Forms
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Lead generation forms are a common way to collect contact information and inquiries from
potential patients. However, these forms must be HIPAA-compliant to ensure that PHI is
transmitted and stored securely.

Best practices for HIPAA-compliant lead forms:

Use Encrypted Forms: Ensure that all forms collecting PHI are encrypted during both
transmission and storage.
Collect Minimal Data: Only ask for the essential information, such as name and contact
details. Avoid requesting sensitive health information directly through marketing forms. 
Integrate Securely: Make sure your lead generation forms are integrated with a HIPAA-
compliant CRM system or database that encrypts and securely stores patient data. 

HIPAA-compliant form builders include,
but are not limited to:

Zoho
Formsort
Formstack
Kwes Forms

HIPAA-compliant CRM systems include,
but are not limited to:

Onpipeline
PatientPop
Caspio

In doing your research, you’ll be able to identify the tech stack that works best for your
organization.

3. Configure Marketing Platforms for HIPAA Compliance

Popular marketing platforms such as Google Ads, Microsoft Ads, and Meta Ads offer tools for
targeting potential patients, but they need to be configured correctly to avoid HIPAA violations. 

Best practices:

Limit Data Collection: Configure Google Analytics, Meta Pixel, and other tracking tools to
avoid collecting sensitive data, especially PHI. For instance, ensure that IP addresses are
anonymized (default setting in Google Analytics 4 now!), and do not track user behavior on
sensitive health-related pages.
Disable Data Sharing: Turn off data-sharing features on the platforms to prevent sensitive
information from being shared with third parties.
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https://www.zoho.com/forms/hipaa-compliant-forms.html
https://formsort.com/healthcare/hipaa-compliant-form-builder/
https://www.formstack.com/
https://kwesforms.com/hipaa
https://www.onpipeline.com/healthcare-crm/
https://get.patientpop.com/
https://www.caspio.com/
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Avoid Sensitive Targeting: When running advertising campaigns, avoid targeting based on
specific health conditions. Instead, use broader targeting options that focus on general
demographics or interests, without relying on PHI.
Remove marketing pixels from password-protected apps and websites, such as patient
portals. 
Reconsider your marketing strategy: If your healthcare marketing strategy currently includes
retargeting, it’s crucial to reconsider this tactic to avoid potential violations. Most ad
platforms (such as Meta and Google) policies prohibit using retargeting audiences to market
healthcare services, and any workaround you may have implemented could lead to your
campaigns being flagged. Not only does this go against platform guidelines, but it also
increases the risk of violating HIPAA compliance.
Consider implementing third-party tools such as Freshpaint: This platform bridges the gap
between patient privacy and digital marketing by ensuring sensitive data is never shared with
the marketing platforms. Make sure any third-party tools or platforms will sign a BAA with
your organization! 

4. Implement Explicit Consent Mechanisms

HIPAA requires that healthcare organizations obtain explicit patient consent before collecting or
using their PHI. In digital marketing, this means clearly communicating how data is collected and
used, and allowing patients to opt out of data collection. 

Best practices:

Clear Privacy Policies: Display clear and
concise privacy policies that outline how data
is collected, stored, and shared, and ensure
that patients understand their rights under
HIPAA.
Cookie Consent: Implement cookie consent
pop-ups that inform users about the use of
tracking technologies (like cookies and pixels).
Allow users to opt in or out of tracking.
Opt-Out Options for Ads: Include
mechanisms for users to opt out of being
targeted by remarketing or behavioral ads
based on their interaction with healthcare
content.
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5. Secure Data Transmission and Storage
Data must be securely transmitted and stored to protect patient privacy. Any data collected
through digital marketing efforts must be encrypted and handled in accordance with HIPAA
security standards. 

Best practices:

Encryption: Ensure all data transmission (e.g., via web forms or email) is encrypted using
HTTPS and SSL certificates.
Secure Storage: Store all collected data in a HIPAA-compliant database or CRM that uses
encryption and access controls to protect sensitive information.

6. Work with HIPAA-Compliant Vendors
Many digital marketing campaigns rely on third-party vendors. It’s important to ensure that these
vendors are HIPAA-compliant and will sign a Business Associate Agreement (BAA) to formalize
their responsibility for handling PHI.

Best practices:

BAAs with Vendors: Ensure that any third-party vendor that handles PHI signs a BAA with
your organization. This includes email marketing platforms, analytics providers, CRMs, and
marketing automation tools.

For example, CallRail is a HIPAA-compliant call tracking solution that can be put in place
without HIPAA-related concerns. 

Vendor Vetting: Evaluate and audit third-party vendors to confirm that they comply with
HIPAA requirements. Only work with vendors that prioritize security and privacy.
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Limit Access: Ensure that only authorized
personnel have access to the data collected
through marketing campaigns, and implement
role-based access controls to prevent
unauthorized data access.

https://www.callrail.com/usva/callrail/4g3exyu5k0GqpErYVw2qpg/AEcW9ddKukqZCoAeoBAFrQ/Original/HIPAA_compliance.pdf
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Best practices:

Regular Audits: Conduct routine audits of your marketing platforms, website, and data
collection practices to ensure ongoing HIPAA compliance.
Automated Alerts: Set up automated monitoring tools to detect any unauthorized access or
data breaches, allowing quick responses to any compliance issues.
Compliance Reviews: Periodically review marketing campaigns and data-sharing practices to
ensure they meet HIPAA standards and adjust configurations as needed.
Consult With Legal: If you’re unsure how to implement HIPAA-compliant digital marketing
strategies for your healthcare organization, it’s strongly recommended that you consult with
legal counsel. Every healthcare organization is unique, and there is no one-size-fits-all
approach to HIPAA compliance in marketing. Legal experts can provide tailored advice based
on your organization’s specific needs and ensure that all marketing practices adhere to
federal and state regulations.

7. Continually Monitor and Audit
Compliance with HIPAA is an ongoing process. To maintain compliance, healthcare organizations
must continuously monitor their analytics setup and digital marketing activities, ensure data
security, and audit their processes to identify potential gaps or risks.

By implementing these HIPAA-
compliant strategies, healthcare
organizations can run effective
digital marketing campaigns while
protecting patient data and
maintaining compliance. From
anonymizing data and configuring
platforms securely to working with
compliant vendors and securing lead
generation forms, healthcare
marketers can achieve both success
and security in their marketing
efforts.
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Adapt to Emerging Trends
New technologies such as artificial intelligence (AI), machine learning (ML), and automation
are becoming integral parts of any digital marketing strategy. These tools offer advanced
targeting, personalization, and data analytics capabilities, but they also come with new
privacy risks, especially in healthcare marketing.

Educate Yourself on Privacy Regulations Beyond HIPAA
HIPAA is the gold standard for healthcare privacy in the United States, but regulations, such
as the California Consumer Privacy Act (CCPA) and the General Data Protection Regulation
(GDPR) in Europe, have introduced additional data protection standards. Healthcare
marketers must not only stay compliant with HIPAA but also be aware of other regulations
that may affect their marketing efforts.

Embrace Patient-Centric Marketing
Patients are becoming more empowered and expect a higher level of engagement and
personalization from their healthcare providers. To meet these expectations, healthcare
marketers need to shift to more patient-centric marketing approaches that prioritize the
patient experience without compromising privacy.

Understand the Role of Data in Driving Healthcare Marketing Strategies
Data is an important piece to any marketing strategy. From predictive analytics to machine
learning models, data can inform marketing decisions, optimize campaigns, and predict
patient needs. However, this data must be used responsibly. Through tactics outlined above
such as data anonymization, healthcare marketing can still be effective through digital
marketing.

Healthcare marketing is continuously evolving as new technologies, consumer expectations, and
privacy regulations reshape the way organizations research and engage patients. As digital
marketing strategies become more sophisticated, healthcare marketers must be prepared to
adapt to these changes while ensuring compliance with HIPAA and other regulations. So, what do
you need to know as a healthcare marketer to stay competitive and compliant?

PREPARING FOR THE FUTURE OF HEALTHCARE
MARKETING
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The future of healthcare marketing lies in leveraging innovative
technologies while staying vigilant about patient privacy and compliance.

Future-proofing your strategy now ensures that your organization is
ready to meet the challenges and opportunities of tomorrow's landscape.
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HEALTHCARE MARKETING
HIPAA COMPLIANCE AUDIT CHECKLIST
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Have you conducted a security risk assessment?

Have you conducted a privacy assessment?

Has there been organizational training on basic HIPAA requirements?

Have you limited data access to employees responsible for data management?

Are all lead generation forms on your website encrypted and HIPAA-compliant?

Do your lead generation forms only collect essential information, avoiding specific health

inquiries unless secure and compliant?

Are your lead generation forms integrated with a HIPAA-compliant CRM or database that signs

a BAA?

Is patient data stored securely with encryption and limited access to authorized personnel?

Did you audit all tracking pixel placement both on the website directly and through your tag

manager tool?

Do you use broad, non-health-specific targeting criteria for your digital ads (e.g.,

demographics rather than conditions)?

Do you have a clear privacy policy that explains how patient data is collected, used, and

shared?

Are you using cookie consent banners or pop-ups that explicitly request user permission for

data collection and tracking?

Have you signed Business Associate Agreements (BAAs) with all third-party vendors that

handle PHI (e.g., email platforms, CRMs) and allow BAAs to be in place? Reviewed your

options such as Freshpaint or Piwik Pro?

Have you set up automated monitoring tools or alerts to detect unauthorized access or data

breaches?

Have you consulted with legal counsel to ensure your digital marketing strategies remain

compliant with HIPAA and privacy laws?



This on-demand webinar, featuring
Andrew Miller, Co-Founder of Workshop
Digital, and Ray Mina, Head of Marketing
at Freshpaint, explores the current
landscape of healthcare marketing and
what it truly takes to be a privacy-first
healthcare marketer in today’s digital age.

INTERESTED IN LEARNING MORE ABOUT HIPAA
COMPLIANCE IN DIGITAL MARKETING?

Check out our on-demand webinar:
“Privacy First: How to Ensure Your Healthcare Marketing Aligns with HIPAA”
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You’ll Learn:
What tools are “privacy
ignorant” – meaning they
use web trackers to collect
PHI without any
consideration for HIPAA
compliance

The tools you need a BAA
for – and what to do if you
can’t get a BAA

https://www.freshpaint.io/
https://www.workshopdigital.com/resources/webinars/freshpaint-privacy-first-healthcare-marketing/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=privacy-first-webinar
https://www.workshopdigital.com/resources/webinars/freshpaint-privacy-first-healthcare-marketing/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=privacy-first-webinar


REQUEST A FREE
CONSULTATION

LEARN MORE ABOUT
OUR SERVICES

As our name implies, we take a customized approach to
digital marketing. Rather than cranking out automated
results, we take the time to personalize marketing strategies
around your business objectives and goals and operate like
an extension of your in-house marketing team. While
technology and data inform our work, we’re driven by real
relationships and transparent communication.

Workshop Digital is a digital marketing
agency headquartered in Richmond, VA.

We believe that passionate people create
powerful results.

Our search engine optimization (SEO), paid
media/pay per click advertising (PPC), and
website analytics experts help businesses
like yours get found online.

3308 W Clay Street

Richmond, VA 23230

(804) 303-2883

www.workshopdigital.com
hello@workshopdigital.com

CONTACT
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EMPOWERED BY DATA,

DRIVEN BY HEART

https://www.instagram.com/workshopdigital
https://www.facebook.com/WorkshopDigitalTeam
https://www.linkedin.com/company/workshop-digital-llc/
https://www.workshopdigital.com/request-quote/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=request-quote
https://www.workshopdigital.com/request-quote/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=request-quote
https://www.workshopdigital.com/services/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=services
https://www.workshopdigital.com/services/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=services
https://www.workshopdigital.com/?utm_source=download&utm_medium=pdf&utm_campaign=2024healthcareguide&utm_content=homepage

