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(Sample) BUSINESS PERFORMANCE AUDIT 

Medical Center | https://www.xxxxx.xxx | Audited: XXXXXX, Prepared by: Gene Malfetano 

 

EXECUTIVE SUMMARY 

Medical Center is a XXXXXX-bed XXXXXXX community hospital with XXX+ physicians across XX+ 

specialties, serving XXXXXX+ suburban residents with a median household income of $XXX,XXX. The 

hospital has genuine clinical strengths — XXXXXXX partnership, XXXXXX certification, and a XXXXXX 

volume claim — but its digital presence functions as a geographic brochure, not a patient acquisition 

engine. The single most important finding: the hospital mediates no desire that would cause a 

patient to choose it over local competitor Hospital, which holds U.S. News rankings, XXXXXX 

Awards, and XXXXXX. Every marketing asset — headline, CTAs, social proof, physician directory —  

XXXXXX while competitors offer XXXXXX. Conservative estimate of revenue left behind: $5.3M–

$13.96M/year across all findings. 

 

FINDING 1 — THE GROWTH BOTTLENECK 

Root cause: The hospital's digital presence treats every service line identically — a patient 

researching knee replacement and a patient researching cancer care hit the same generic "Make an 

appointment" endpoint, with no specialty-specific intake pathway, no XXXXXX, and no XXXXXX. 

Evidence: Website crawl confirms 10+ service lines (Cardiology, Oncology, Orthopedics, Spine, Weight 

Loss Surgery, Women's Care, etc.) all funnel to the same generic CTA. No specialty landing pages 

exist. No online scheduling by service line. The ONE exception — "24/7 online XXXXXX scheduling" — 

proves the model works for one service but has not been replicated across any other service line. 

Competitor offers provider-specific search with portal-linked scheduling. 

Revenue impact: $2.2M–$8.4M/year [BENCHMARK-BASED] 

Formula: $200M–$280M estimated net patient revenue × 15–25% digital acquisition channel × 8–12% 

friction-based abandonment rate × weighted average patient value 

Priority: 10/10 

(Rest of findings blocked out in this sample) 

 

https://www.xxxxx.xxx/
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FINDING 2 — WHERE LEADS ARE LEAKING 

Root cause: Thehospital has zero content marketing engine — no blog, no symptom guides, no o  

Evidence: Website crawl confirms zero educational content pages. No blog exists. No downloadable  

Revenue impact: $1.35M–$1.8M/year [BENCHMARK-BASED] 

Priority: 9/10 

 

FINDING 3 — WHY PROSPECTS AREN'T CONVERTING 

Root cause: Prospective patients cannot see XXXXXXX. 

Evidence: Social proof inventory reveals: XXXXXX. 

Revenue impact: $1.0M–$2.0M/year [BENCHMARK-BASED] 

Priority: 9/10 

FINDING 4 — MARGIN BLEEDS 

Root cause: Five observable operational bleeds drain an estimated $756K–$1.76M/year through  

Evidence: 

1. XXXXXX ($XXX–$XXX/yr): Tech stack confirms Google Tag Manager + Facebook Pixel (active 0%  

XXXXXX ($XXX–$XXX/yr): ER average wait time is XXXXXX (hospitalstats.org). The ER is the most 

XXXXXX  ($XXX–$XXX/yr): 20-point gap between U.S. News (XX% recommend) and Healthgrades 

XXXXXX ($XXX–$XXX/yr): Newsletter signup has no content behind it. XXXXXX portal serves 

XXXXXX dead end ($XXX–$XXX/yr): XXX+ physician profiles maintained on 

mymidwestphysician.com (separate domain) with no scheduling, no reviews, no outcomes. The 

Financial impact: $756,000–$1,764,000/year [BENCHMARK-BASED] 

Priority: 7/10 

FINDING 5 — BUYER PSYCHOLOGY GAP 

The belief gap: Patients currently believe "All hospitals are basically the same — the one closest to 

whout friction." 

The trigger events (when they start looking): 

Avatar Trigger Event What They Search 

Vigilant Parent  Child injury, pregnancy,  "best pediatric orthopedist  

Reluctant Researcher  Knee pain / back pain / cardiac  "knee replacement surgeon  

Anxious Caregiver  Parent's cardiac episode,  "best cardiologist for elderly  

Invisible Sufferer  Shame threshold exceeded;  "weight loss surgery XXXXXX  

The language to use: "XXXXXX" · "XXXXXX" · "XXXXXX — not a XXXXXX" 

The universal permission structure: Every avatar — parent, patient, caregiver, sufferer — requires 

specific outcomes or patient stories for that procedure, (3) a frictionless way to start. The hospital  
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Priority: 8/10 

 

FINDING 6 — COMPETITIVE POSITIONING GAP 

Where competitors are winning: 

• Competitor 1 wins on XXXXXXU.S. News #X in XX, Best Maternity Care, three consecutive XXXXXX  

• Competitor 2 wins on XXXXXX nationally ranked, market-leading cardiovascular and oncology,  

• Competitor 3 wins on XXXXXX — XXXXXX XX reservation is the only scheduling innovation in the  

• Competitor 4 wins on XXXXXX — Level I Trauma, Burn Center, Transplant Institute, America's Best 

100 for XXXXXX. Within the XXXXXX system, Research XXXXXX is the flagship; XXXXXX is the 

satellite. 

Where Medical Center has genuine differentiation: 

• XXXXXX Institute — nationally recognized oncology brand. Research XXXXXX has the XXXXXX  

• "We care for XXXXXX" — if provable, this volume claim is powerful. Currently unsubstantiated. 

• XXXXXX certification (Primary XXXXXX Center + XXXXXX) — clinically meaningful, invisible in  

• 24/7 XXXXXX genuine service differentiator. Buried among 6 competing CTAs. 

What desire territory is open: 

2. 1. XXXXXX — no competitor displays surgeon-specific outcomes or procedure volumes. First  

3. 2. XXXXXX — no competitor markets household-level healthcare (pediatrics + women's + adult +  

4. 3. XXXXXX  —— beyond Competitor's ER reservation, no competitor offers condition-specific 

digital intake, pre-visit assessments, or AI-powered triage for non-emergency services. 

Priority: 9/10 

 

REVENUE LEFT BEHIND 

Finding Conservative Full Activation 

F1: Growth Bottleneck $2,200,000 $8,400,000 

F2: Lead Leakage $1,350,000 $1,800,000 

F3: Conversion Failure $1,000,000 $2,000,000 

F4: Margin Bleeds $756,000 $1,764,000 

TOTAL $5,306,000/year $13,964,000/year 

Note: Findings 5 and 6 are strategic/positioning findings that amplify Findings 1–4 when addressed. 

Their revenue impact is captured within the other estimates. 

 

PRIORITIZED FIX LIST 

Ranked by: (Revenue Impact × Speed to Implement) 
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1. Build specialty-specific digital intake funnels for top 3 service lines — $2.2M–$8.4M 

impact — 4–6 weeks 

. Elevate XXXXXX Cancer Institute from footnote to headline — $500K–$1.5M impact — 1–

2 weeks 

3. Launch automated post-discharge review solicitation — $120K–$300K impact — 1–2 

weeks 

4. Replace homepage headline and consolidate to one primary CTA — $90K–$300K impact 

— 1 day 

5. Build condition-specific content for local health search capture — $1.35M–$1.8M impact 

— 4–8 weeks 

XXXXXX, XXXXXX, XXXXXX, XXXXXX. Target conditions: XXXXXX, XXXXXX, XXXXXX, XXXXXX, XXXXXX, XX 

RECOMMENDED NEXT STEPS 

Tier 2 — Offer & Conversion Overhaul: Addresses Findings 1, 3, and 6. Build specialty intake funnels,  

Tier 3 — AI Implementation: Addresses Findings 2 and 4. Deploy an AI-powered XXXXXX, XXXXXX, and  

Quick wins you can do this week: 

5. Monday: Change the homepage headline from "Proudly serving the XXXXXX community" to " (or  

6. Tuesday: Promote the 24/7 Nurse Consultation Line as a prominent banner — "Talk to a nurse  

7. Wednesday: Remove the XXXXXX from the homepage and replace with XXXXXX — current, to  

AUDIT CONFIDENCE 

Finding Confidence Basis 

F1: Growth Bottleneck HIGH  

F2: Lead Leakage HIGH Direct crawl: zero pages  

F3: Conversion Failure HIGH Crawl + public ratings: stale  

F4: Margin Bleeds MEDIUM Observable signals only — no  

F5: Buyer Psychology HIGH Grounded in 2026 consumer  

F6: Competitive Position HIGH 5 competitor websites -  

Overall confidence: HIGH 

 

Contact: Gene Malfetano +1 (914) 263-6140 

CEO, Rocket Business Solutions 

gene@rocketbizsolutions.com  

 

 

 


