THE STATE OF HOSPITAL BLOGS

What it reveals about content performance,
missed opportunities, and strategic growth
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Executive Summary

Once considered an ancillary channel for announcements, patient stories, or to celebrate healthcare
awareness months, hospital blogs are taking back their role as a critical asset in a communications
strategy that supports search visibility, patient trust, referral influence, and brand authority.

In an era of digital-first discovery and Al-assisted search, hospital blogs have become a critical tool for
helping patients understand conditions, evaluate care options, and build trust before the first
appointment.

But not all hospital blogs are alike. This report analyzes the current state of hospital blogs across the
United States, examining how different types of healthcare organizations are leveraging their blog
content with varying degrees of success. The findings reveal a wide performance gap between a small
group of high-functioning “content engines” and the majority of hospital blogs, which remain
underleveraged despite their obvious potential.
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Only 3 of 14 blogs studied
operate as true content engines

The good news: The gaps identified in this study are structural, not creative. Most hospitals already
have everything they need to build strong content engines. What'’s often missing is a clear strategy,
consistent execution, and a framework for turning their content into a long-term asset rather than a
series of one-off posts.



1. Methodology & Scope

This report is based on a qualitative and quantitative review of 14 U.S. hospital and health system
blogs, including a mix of large academic medical centers, multi-hospital integrated health systems,
regional nonprofit systems, and independent community hospitals. Blogs were reviewed over a defined
snapshot period to assess sustained patterns rather than one-off performance.

The survey was designed to answer three central questions:
1. How well are today’s hospital blogs performing?
2. What distinguishes high-performing hospital blogs from the rest?
3. Where do the greatest opportunities for improvement exist, especially for hospitals with limited
resources?

Each blog was evaluated across four performance dimensions:
e Publishing cadence
e SEO foundations
e Storytelling and readability
e Conversion readiness

Scores were assigned on a 1-5 scale based on observable, publicly available factors including publishing
frequency, content structure, internal linking, use of clinician expertise, and alignment with patient
needs.

The goal of the analysis is not to rank individual hospitals, but to identify patterns of performance and
practical opportunities for improvement.



2. A Clear Performance Divide

One of the most useful ways to interpret the data from this survey is to view hospital blogs through the
lens of maturity tiers. Rather than judging a blog in terms of effort or intent, the maturity tier in which
the blog falls reflects how systematically the content is planned, produced, structured, and sustained
over time. Maturity tiers reflect how systematically a blog is planned and sustained, not how hard a
team is working.

Tier 1: Content Engines

These blogs function more as health media Common characteristics

platforms rather than as traditional e High-frequency publishing, often daily

corporate blogs. They publish multiple times e Dedicated editorial processes

per week, focus heavily on evergreen patient e Strong internal linking and topic

education, and are built around clear SEO clustering

and editorial strategies. e Plain-language explanations of
complex topics

They accumulate value over time, e Clear authority and trust signals

compounding visibility, authority, and reach.

Tier 2: Strong Strategic Blogs

Tier 2 blogs demonstrate high-quality Common characteristics

content and thoughtful structure but operate e Consistent but moderate cadence

at a lower publishing velocity. They often e Clear categories and content focus

publish weekly or biweekly and prioritize e Strong writing and readability

clarity, credibility, and patient relevance over e Less aggressive SEO scaling

scale. e Limited but thoughtful conversion
paths

They perform well and inspire trust but may

not fully capitalize on their long-term

potential.




Tier 3: Solid But Underleveraged

Many hospital blogs fall into this tier. The
content itself is often strong, but execution is
uneven. Publishing cadence fluctuates, SEO
foundations are incomplete, and internal
structure is underdeveloped.

These blogs represent some of the highest-
return improvement opportunities.

Common characteristics
Inconsistent posting schedules
Mixed content goals (education,
news, announcements)

Weak internal linking

Minimal conversion strategy
Strong expertise without clear
amplification

Tier 4: Minimal or Maintenance Mode

Tier 4 blogs publish sporadically and often
function more as announcement hubs than
editorial platforms. Content is usually event-
driven, tied to awareness months or internal
updates.

These blogs aren’t “bad,” they're just
underdeveloped.

Common characteristics
Low publishing frequency
Limited editorial ownership
Minimal SEO intent
Few authority or expertise signals
Little connection to patient journeys




As illustrated in the following table, only a small minority of the blogs studied operate as true, high-
performing content platforms. Most fall into a middle range, publishing solid content but without the
structure or cadence needed to fully capitalize on it. A handful operate in minimal or maintenance
mode, updating infrequently and missing substantial opportunities for growth.

This divide is not driven by intelligence or effort. Instead, it reflects differences in editorial discipline,
resourcing models, and strategic intent.

No. of
Maturity Tier
arity 1 Hospitals
Tier 1 — Content Engines 3

Tier 2 — Strong / Strategic 4
Tier 3 —Solid but Underleveraged 4
Tier 4 — Minimal / Maintenance 3

Figure 1. Blog maturity distribution. Most
hospitals are in the middle, strong and solid,
but not optimized.



3. Key Findings at a Glance

1. Only a few hospital blogs function as a true content engine.

Of the 14 blogs studied, just three consistently publish at a volume and cadence that compounds value
over time. These blogs post multiple times per week, focus heavily on evergreen patient education, and
maintain strong SEO foundations. They behave less like corporate blogs and more like health media
platforms. The remaining blogs publish far less frequently—often weekly, biweekly, or sporadically—
limiting their ability to build sustained visibility or authority.

2. Consistency matters more than perfection.

One of the clearest correlations in the data is between publishing cadence and overall performance.
Blogs that publish frequently, even with relatively simple layouts, outperform more polished blogs that
post inconsistently. In healthcare content, reliability builds trust. Regular publishing signals expertise
and relevance in a way occasional “perfect” posts cannot.

3. SEO fundamentals are widely underused.
Even among strong performers, many hospital blogs underutilize basic SEO practices, including:
e intent-driven topic planning
internal linking between related articles
clear topical clustering
refreshing and updating evergreen content
As a result, high-quality content often fails to reach its full audience. This is especially true for blogs
that mix news, announcements, and education without a clear structural hierarchy.

4. Readability is a major competitive advantage.

The highest-performing blogs share one critical trait: plain-language writing.

They explain complex medical topics clearly, without condescension or excessive jargon. Short
paragraphs, strong subheads, and a conversational tone make content accessible to patients,
caregivers, and referring clinicians.



Importantly, academic credibility does not require academic-style writing. In fact, the data suggests the
opposite: clarity drives engagement and trust.

5. Community and regional hospitals have the greatest upside.
Lower-performing blogs, particularly at community hospitals, are not failing because of poor writing or
lack of expertise. They struggle because of:

e infrequent publishing

e limited structure

e absence of an editorial roadmap
This makes them prime candidates for improvement. With modest strategic adjustments, these blogs
could dramatically increase visibility and patient engagement without needing large teams or massive
budgets.

6. Conversion paths are weak across nearly all blogs.

Even the strongest hospital blogs rarely guide readers clearly toward next steps. Educational content
often stands alone, disconnected from service lines, appointment pathways, or related resources. This
represents a major missed opportunity. Readers who arrive seeking health information are already
expressing intent. Thoughtful, contextual calls to action can bridge education and engagement, without
undermining trust.



4. Five Things Successful Hospital Blogs Do

Analysis of the highest-performing blogs revealed five practices that consistently separate strong
performers from the rest of the field. More than budget size, these practices distinguish strong blogs
from average ones.

Publishing Cadence vs. Overall Blog Health
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Figure 2. Consistency outperforms polish across hospital blog types.

1. They publish consistently. High-performing blogs treat cadence as non-negotiable. Whether
daily or weekly, readers (and search engines) learn to expect new content.

2. They write for humans first. Top blogs explain medical topics in plain language, using short
paragraphs, clear subheads, and conversational tone. Authority is conveyed through clarity, not
complexity.



. They organize around real questions. Instead of publishing disconnected posts, strong blogs
cluster content around patient questions and conditions, making it easier to explore related topics.

. They build trust into the content. Clinician review, bylines, credentials, and thoughtful
sourcing reinforce credibility without overwhelming the reader.

. They think long-term. Evergreen posts are refreshed, updated, and reused. Content is treated
as an asset, not a one-time deliverable.
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5. Four Common Missed Opportunities

Despite wide variation in performance, nearly all blogs in the survey shared several blind spots.

1.

Weak internal linking. Even strong blogs rarely connect related content, limiting both SEO
performance and reader engagement.

. Overreliance on News Content. Announcements and press-style posts crowd out evergreen

education that drives long-term value.

. Limited Conversion Strategy. Most blogs stop at education. Few guide readers toward next

steps such as finding care, exploring services, or learning more.

Underuse of Existing Expertise. Hospitals are rich in subject-matter expertise, yet many blogs
fail to surface clinician voices consistently or clearly.
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6. Who Is Actually Performing Well?

One of the most persistent assumptions in healthcare content marketing is that academic medical
centers inherently outperform community hospitals due to brand authority and clinical reputation. Our
findings challenge that assumption.

A side-by-side comparison of community and academic hospital blogs reveals a surprising performance
parity—and in some areas, a clear advantage for community systems.

Community vs. Academic Hospital Blogs:
Performance by Capability
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Figure 3. Academic authority doesn’t automatically translate to content performance.
Community hospitals can compete strategically.

While academic hospitals often lead in perceived authority, community hospitals consistently match or
exceed their performance in cadence, storytelling, and conversion readiness. Execution, not
reputation, appears to be the dominant driver of blog effectiveness.
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7. What the Data Really Tells Us

When viewed together, the findings in this report point to a clear conclusion: hospital blog
performance is not determined by institutional prestige, budget size, or clinical reputation.
Instead, the strongest predictors of success are consistency, structural clarity, and intentional
alignment with patient needs.

High-performing blogs, whether academic or community-based, share a disciplined approach to
publishing, a commitment to plain-language education, and a clear understanding of what the blog is
meant to do. Conversely, underperforming blogs tend to suffer not from a lack of expertise, but from
fragmented goals, irregular cadence, and an absence of long-term strategy.

This gap between potential and performance represents one of the most accessible growth
opportunities for hospital marketing teams today.
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8. What This Means for Hospitals

The data suggests a reassuring conclusion: improvement does not require a complete overhaul. For
most organizations, progress begins with:

e Clarifying the blog’s purpose

e Setting a realistic cadence

e Defining core content pillars

e Strengthening structure and linking

e Aligning content with patient needs and business goals

Hospitals do not need to replicate national content engines. They need strategies proportionate to
their size, audience, and resources.
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9. Why Blogs Still Matter, Especially Now

In a healthcare landscape shaped by Al-driven search, consumer choice, declining trust in institutions,
and increasing competition for attention, blogs remain one of the few communication channels that
hospitals fully control. They provide a platform for demonstrating expertise, empathy, and relevance—
at scale and over time.

But, when they’re neglected and not nurtured, blogs can actually quietly erode potential value. When
invested in thoughtfully, they can become compounding assets.
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10. A Clear Next Step: The Blog Health Audit

The findings from this survey point to a clear need for diagnosis before expansion. A Blog Health Audit
helps hospital marketing teams understand what their blog is actually doing today and where it has the
greatest potential to improve.

The audit evaluates your blog across the same dimensions used in this study:

e Publishing cadence

e SEO foundations

e Storytelling and readability
e Conversion readiness

The result is a clear, practical assessment rather than a ranking—and a set of prioritized
recommendations tailored to your organization’s size, goals, and resources.

Curious about your blog’s performance?
If you’d like to explore what these findings mean for your organization, consider booking a low-
pressure Blog Health Audit.

To learn more or start a conversation, visit juliabaileywrites.com/blog-survey

Or email baileycommunications@gmail.com
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o Hospital blogs sit at a complicated

1. Why Th IS St"dy N OW | intersection of marketing, education, trust,
and clinical credibility. They’re expected to
support SEO, answer patient questions,
reinforce brand authority, and align with service-line goals, often with limited resources and competing
priorities.

| created this survey because, after years of working with hospitals and healthcare organizations, |
continued to see the same pattern: strong expertise, good intentions, and solid content but uneven
execution.

As a healthcare-focused B2B and health system content strategist, I've worked with organizations
ranging from large academic medical centers to regional and community hospitals. Much of my work
involves translating complex clinical and operational topics into clear, patient-centered content that
supports both trust and discovery, whether that’s physician-facing education, service-line content, or
long-form thought leadership.

Rather than spotlighting individual hospitals, the goal of this study was to identify patterns: what
consistently works, where most blogs stall, and which improvements deliver the greatest return for the
least effort. The findings confirm something many hospital marketers intuitively know: blogs perform
best when they are treated as a long-term asset rather than a series of one-off posts.

Whether a hospital is running a sophisticated content engine or publishing intermittently, the
opportunity is the same: to use the blog as a durable, trust-building asset in a healthcare landscape
that increasingly rewards clarity, consistency, and patient-first communication.

Julia Bailey is a healthcare and B2B content strategist who specializes in helping health systems and
healthcare organizations explain complex ideas clearly, build trust through content, and turn long-form
education into lasting value.
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