The Modern Hospital Social Media
Marketing Case Study

What we did: We moved the content style from a clinical approach to more human storytelling. We
created visual content and videos, including logo reveals, doctor spotlights, and facility tours. On the
paid side, we ran segmented Meta ad sets targeting specific topics like skin health, Eid/Qurbani
awareness, regional healthcare access, and employer branding. We also utilized LinkedIn for employer

branding and establishing B2B authority.

Phase 1: Paid Ads on Meta

(Source: Meta Ads Manager. Reporting window: 6 May to 4 Jun 2026)
During this one-month campaign, we ran 25 ads (22 completed, 3 paused before completion; all 25
are included in the figures below). The total ad spend was PKR 558,504. The campaign delivered 6.3

million impressions and reached approximately 3.1 million people.
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Phase 2: Page-Level Insights (Paid and Organic Activity)

(Sources: Meta Business Suite, LinkedIn Page Analytics, YouTube Studio)
To measure overall growth, we compared page performance before and after our strategy was

implemented.

e Period A:1Feb to 15 Mar 2026 (43 days) — Before TDF's strategy began.
e Period B: 16 Mar to 2 Jun 2026 (79 days) - After TDF's strategy began.

Context note: Period B is longer and includes the May 2026 paid campaign detailed above, as well as Eid ul Azha
content. Because the two periods have different lengths, the percentage growth is calculated based on the

change in the daily average. Where the change column states "absolute only," no percentage is shown.

Facebook:
Views 1 6. +207%
Unique viewers 359.4K 2.8M Absolute only
Content interactions 6.6K 36K +197%
Profile visits 16.9K 49.5K +59%
New follows 900 nK +565%
Instagram:
Content interactions 3. 22.2K +278%

Follows 1K 6.5K +254%



LinkedIn (Employer Branding & B2B Authority):

Content impressions 15,084 96,176 +247%
Reactions 265 721 +48%
Comments 17 62 +99%
Reposts 14 73 +184%
Page views 458 1,044 +24%
Unique visitors 191 415 Absolute only

YouTube (Brand Awareness):

Views 237.3K 342.8K Absolute only
Watch time (hours) 7434 2.0K Absolute only

Subscribers +174 +325 Absolute only
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YouTube Screenshots
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