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THE ANATOMY OF UROLOGY MARKETING:
2026 INDUSTRY BENCHMARKS
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THE MOBILE-FIRST SURFAGE
(USER ACCESS & ENGAGEMENT)

mobile

/ 68.5%
%enls searching for sensitive urological

conditions prefer the privacy of personal
J;vices over shacr&d desktops.

MOBILE TRAFFIC
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Urology patients engage deeple with content,
typically following a 5-step journey: o———
Symptom Page — Dector Bio — Booking.
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DOMINANCE -—
= 6.5% MOBILE CLICK-TO-CALL RATE
2m 45s [« cainow ] Stretogis p tof ‘Cell Nes/ huttone ab
AVERAGE SESSION = 02 EH-FTUH 03 BOOKING _, qugamn the feid 4 crtial, as Mobile USers COVertsis.
DURATION \ direct phone contact at high frequencies.
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THE DISCOVERY ENGINE
(TRAFFIC & ACQUISITION)

ORGANIC SEARCH LEAD 52.4% o—
Organic search leads globally, but U.S. practices
re?y more heavily on Paid Search (22.5&) due to
a private

PAID SEARCH

(U.S. MAHKET EMPNASIS)

22.5%
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1,200 - 5,500 MONTHLY VISITS o———— &=

Independent shoice within this traffic range maintain a stable pipeline, ﬁ?
while those below 1,300 often struggle with patient acquisition. =
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35% ROURCE RATE (HIGH INTENT)
Users reaching baohing pages show
significantly higher intent than those

reading educational blogs.
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0 urgent patient inient.
$78.00 COST PER ACQUISITION (CPA) . 1%
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Shartens GREIVE, 72% PATIENT RETENTION RATE
SECTION 4: R |\ 2h ) e s e e,
THE RETENTION CORE ‘ : ==
415%EMAILOPEN RATE = oG, SRR TR
(EMAIL & LOYALTY) (HIGHEST-FERFONMING RETENTION CHANNEL) D FACEZOOK | 0.08%  Torgeing obo codndawographics

Email is the highest-performing retention
channel, reflecting a strong trast-based
relationship between urologists and patients.
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45% SIX-MONTH RE-BOOKING RATE

. Practices that hit this benchmark tygizally use
automated toad smail reminders at 3 and

EMAIL 12.8% (€T0R) Patamt retain & follow-up xara
I

k-month intervals.
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