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In the ever-evolving healthcare landscape, a radiology practice’s online presence 
is more than a digital billboard; it’s a dynamic interface to connect with patients 
and referring physicians. For operations managers, understanding when and how to 
redesign your business website can propel your practice into the digital forefront. This 
comprehensive guide explores the nuances of website redesign, offering insights and 
considerations beyond the basics.

Marketing

Revitalizing Your 
Digital Presence:
A Comprehensive Guide to 
Website Redesign
BY KIM KELLEY, FRBMA

RECOGNIZING THE SIGNS: Check Your Digital Pulse
Your website is often the first point of contact for patients and referring physicians, making its vitality critical. Beyond the obvious 

signs like outdated design or slow loading times, consider subtle cues such as changes in user behavior or emerging technological 

trends. Dive into analytics to discern what’s working and what isn’t. It’s not just about a facelift; it’s about ensuring your digital 

presence aligns with the expectations of your audience.

Pro Tip: Regularly review user analytics to identify patterns and anticipate evolving user preferences. These insights can 

guide strategic decisions during the redesign process.
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PREPARING FOR THE REDESIGN:  
Crafting a User-Centric Experience

Before the redesign journey begins, envision the ideal user experience. Collaborate 

with key stakeholders, including frontline staff, to gather valuable insights. What 

are the pain points in current workflows? How can the website enhance patient 

education and engagement? By focusing on the end-users, you lay the foundation 

for a redesign that isn’t just aesthetically pleasing but also functionally efficient.

Pro Tip: Conduct user surveys or interviews to gather qualitative data 

about user preferences, pain points, and expectations. This qualitative 

insight complements quantitative analytics, providing a holistic 

understanding of the desired user journey. 

SELECTING THE RIGHT WEB 
DEVELOPMENT TEAM: 
Partners in Progress

The right web development team should bring a mix of technical expertise and 

an understanding of the unique challenges of the healthcare industry. Consider their 

approach to data security, compliance with regulations, and ability to customize 

solutions to your practice’s specific needs. Remember, they should be there for you 

as much after the redesign is finished for training and maintenance as they are 

during the process. 

Pro Tip: Schedule initial consultations with potential web development 

teams. A transparent and communicative partnership is as crucial as 

technical proficiency.

KEY CONSIDERATIONS DURING THE 
REDESIGN: Beyond the Surface

While visual appeal is essential, delve deeper into the user experience. Optimize 

information architecture to ensure intuitive navigation for both patients and referring 

physicians. Consider incorporating interactive elements like appointment scheduling 

tools or secure messaging features. Addressing the nuances of user interaction 

enhances the overall functionality of your website.

Pro Tip: Utilize heatmaps and user journey analysis to identify areas of 

high interaction and potential friction points. This data-driven approach 

ensures a user-centric design.

CONTENT REVIEW AND REWRITING: 
The Power of Precision

Content often takes a back seat in the rush for a new look. However, it’s a pivotal 

aspect of user engagement. Review and, if necessary, rewrite your content to align 

with your practice’s current goals and messaging. Ensure that medical information is 

conveyed in an accessible manner, maintaining a balance between professionalism 

and readability.

Pro Tip: Collaborate with a writer with healthcare writing experience to 

ensure the new content is accurate and engaging. Consider the readability 

and accessibility of content, catering to a diverse audience.

POST-REDESIGN PHASE:  
The Continuous Evolution

Launching your redesigned website is not the end; it’s a new beginning. Establish 

a robust maintenance plan, including regular content updates, security patches, and 

performance monitoring. Encourage ongoing feedback from users and internal staff 

to identify areas for improvement. The digital landscape evolves, and your website 

should scale with it.

Pro Tip: Implement a feedback mechanism, such as surveys or suggestion 

forms, to gather insights from users and staff. Regularly review and act 

upon this feedback for continuous improvement.

MEASURING SUCCESS: 
Beyond Metrics to Meaningful Outcomes

Beyond the metrics of increased traffic or engagement, consider the tangible 

outcomes of your redesign. Has there been a notable improvement in appointment 

scheduling efficiency? Are patients and referring physicians finding the information 

they need more quickly? Tangible improvements in operational efficiency and user 

satisfaction are the true measures of success.

Pro Tip:Establish key performance indicators 

(KPIs) aligned with operational and user 

experience goals. Regularly review KPIs 

and adjust strategies accordingly.

That’s a Wrap!
By integrating these insights into your redesign strategy, you’re not 

only enhancing a website; you’re steering your radiology practice towards 

progress. It’s an ongoing effort to ensure each click, interaction, and data 

point contributes to a seamless, efficient, and patient-focused online 

experience.

Remember: your website is not a static entity but a living platform that 

evolves with your practice’s needs and your audience’s expectations.

zA Fellow of the RBMA, KIM KELLEY has over 
25 years of marketing and advertising experience 
with a specialty focus in radiology. She has served 
on the RBMA Board of Directors, is a regular 
contributor to the RBMA Bulletin, and has been 
a speaker at ACR, RBMA, and AHRA educational 
conferences.
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