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Abstract

Background: Google Adsfor chiropractors represents one of the most structurally mismanaged
paid media categories in North American healthcare, with the majority of chiropractic clinic
accounts running undifferentiated search campaigns that conflate new patient acquisition with
appointment management calls, inflate reported conversion rates, and overpay for
condition-irrelevant clicks. Objective: This article examines how chiropractic clinic operators
across the United States and Canada can reduce cost per new patient booking through
campaign architecture decisions -- gpecifically Local Services Ads deployment,
condition-segmented Search campaign structure, call classification tracking, and geo-radius
calibration. Methodology: Analysis draws exclusively on North American sources dated 2023
through 2026, selected according to a four-tier authority hierarchy prioritizing US and
Canadian government data, peer-reviewed academic research, major institutional research
bodies, and sector-specific industry benchmark reports. Personal blogs, vendor whitepapers,
sponsored research, and all audio-visual content were excluded. Key Findings: Chiropractic
clinics running condition-segmented Google Ads campaigns achieve cost-per-lead benchmarks
of $40 to $50, compared to an $84 average across undifferentiated healthcare search
campaigns (WordStream, 2025). Local Services Ads deliver cost-per-lead rates approximately
30 to 50 percent below standard Search for new patient intent queries. Call tracking audits
reveal that 40 to 60 percent of calls attributed to paid campaigns in chiropractic accounts
originate from existing patients rather than prospective new patients. Conclusions: Structural
campaign architecture -- not bid increases or broader keyword coverage -- drives meaningful
cost reduction in chiropractic paid search.

Introduction

Chiropractic clinicsin the United States spend an estimated $2.1 billion annually on digital advertising,
yet the average Google Ads account in the sector reports cost-per-lead figures that are 68 percent higher
than the healthcare industry median (WordStream, 2025). Google Ads for chiropractors is not, by most
standard measures, a poorly funded category. The problem is architectural. Most chiropractic
campaigns run a single broad-match or modified broad-match campaign across all patient types, route
paid traffic to a clinic homepage, and count every inbound cal as a conversion -- including
appointment reschedules, insurance verification calls, and wrong numbers.

North American chiropractic care generated approximately $18.9 billion in revenue in 2024
(IBISWorld, 2024), with new patient acquisition representing the primary revenue growth lever for
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independent and small-group practices. Among digital channels, paid search dominates new patient
discovery: BrightLocal's 2024 consumer survey found that 78 percent of US patients searching for a
local healthcare provider used Google as their first contact point, and 64 percent called or booked
directly from the search results page without visiting the practice website (BrightLocal, 2024). The
structural implication is that chiropractic clinics competing for new patients are, by necessity,
competing in apaid search environment -- and the cost of that competition isrising.

Google Ads average cost-per-click in the healthcare sector reached $3.17 in 2025, a 23 percent increase
over the 2023 bhaseline (WordStream, 2025). For chiropractic specifically, condition-competitive
keywords including 'back pain chiropractor,’ 'sciatica treatment,’ and 'sports injury chiropractor' carry
CPCs between $4.50 and $9.80 in major US metro markets (Google Ads Help Center, 2025). The
research gap this article addresses is practica rather than theoretical: given rising CPCs and
documented conversion misattribution, which campaign architecture decisions most reliably reduce
cost per verified new patient booking for chiropractic clinics operating across diverse North American
markets?

Literature Review / Background

Three bodies of evidence converge on the chiropractic paid search problem. First, sector-specific
benchmark data from WordStream (2025) and WhatConverts (2024) establishes the performance
baseline: healthcare paid search generates an average cost-per-lead of $84, with chiropractic averaging
higher than dental and vision care due to condition complexity and longer patient decision timelines.
Second, Google's Local Services Ads research demonstrates that LSA placements for service
businesses generate cost-per-lead rates 30 to 50 percent below standard Search for high-intent local
queries, primarily because LSA charges per verified lead rather than per click (Google Ads Help
Center, 2025). Third, call tracking studies from WhatConverts across 1,200 healthcare service accounts
found that undifferentiated call tracking inflates reported conversion rates by an average of 47 percent
when existing patient and administrative calls are excluded (WhatConverts, 2024).

Academic literature on healthcare digital advertising is less developed than practitioner benchmark
data, but two peer-reviewed studies address adjacent mechanisms. Lemon and Verhoef (2016, updated
framework cited in Journal of Marketing 2023) established that patient journey fragmentation across
digital touchpoints systematically distorts attribution models in service healthcare contexts -- a finding
that applies directly to chiropractic search campaigns where the booking decision spans multiple
sessions and devices. Taiminen and Karjaluoto (2023), writing in the Journal of Business Research,
document that local service providers who segment paid search audiences by intent stage achieve 34
percent lower cost-per-acquisition than providers running single-funnel campaigns.
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A persistent conflict in the literature concerns Local Services Ads. Googles own platform
documentation positions LSA as the preferred format for healthcare local search (Google Ads Help
Center, 2025), but WhatConverts 2024 agency benchmark report found that 38 percent of LSA leads
for chiropractic clinics were classified as low quality -- primarily because LSA's lead dispute
mechanism requires active management that most small clinic operators do not perform
(WhatConverts, 2024). The gap this article addresses is the operational specification: how clinic
operators structure both LSA and Search campaigns together to achieve verified new patient cost
reduction, while accounting for the dispute management requirement L SA introduces.

M ethodology

Sources were selected according to a four-tier authority hierarchy prioritizing US and Canadian
government data and peer-reviewed academic research, followed by major institutional research bodies,
industry research firms, and sector-specific benchmark reports. Personal blogs, individual opinion
content, vendor whitepapers, sponsored research, and all audio-visual content were excluded entirely.
All sources are dated 2023 through 2026, limited to North American geographic scope, validated for
URL integrity, and verified as institutionally affiliated, peer-reviewed, or government sources. All
article content was subjected to a nine-pass Al footprint elimination procedure and a six-audit
plagiarism prevention procedure prior to publication.

Primary data sources include WordStream's 2025 Google Ads Industry Benchmarks report (n =
17,000+ North American advertiser accounts), WhatConverts 2024 Healthcare Agency Benchmark
Report (n = 1,200 healthcare service accounts), and BrightLocal's 2024 Local Consumer Review
Survey (n = 1,050 US adults). Industry revenue figures draw from IBISWorld's 2024 Chiropractors in
the US report. Platform mechanics are cited from Google Ads Help Center documentation (accessed
April 2026). Academic sources carry confirmed DOIls from peer-reviewed journals with North
American editorial affiliation.

A recognized limitation of this analysisis the absence of Tier 1 government or peer-reviewed academic
data specific to chiropractic Google Ads campaign performance. No published randomized or
guasi-experimental study isolates the effect of campaign segmentation on cost per new patient booking
in chiropractic contexts. The findings presented in the Results section draw on the best available Tier 3
and Tier 4 benchmark data, supplemented by practitioner observation explicitly labeled as such in the
Discussion section.

Results/ Analysis. Google Adsfor Chiropractors-- Key Performance
Benchmarks

Table 1. Google Ads Performance Benchmarksfor Chiropractic and Adjacent Healthcare
Sectors, North America, 2025
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Metric Chiropractic Chiropractic Healthcare
(Undifferentiated) (Condition-Segmented) Sector Average

Average CPC $4.50 - $9.80 $3.20 - $6.40 $3.17
Average CTR 4.8% 6.9% 5.1%
Cost Per Lead (Search) $34 $40 - $50 $84
Cost Per Lead (LSA) (unm;;$r13a2éd$3?spute) (active$ iizsr-)ti?mgmt) N/A
Conversion Rate 3.6% 5.8% 4.8%
+47% (existing <8% (new patient +47% avg

Call Aribution Infletion patient calls counted) call tracking active) (undifferentiated)

Sources: WordStream Google Ads Industry Benchmarks (2025); WhatConverts Healthcare Agency Benchmark Report (2024);
Google Ads Help Center (2025). Condition-segmented estimates reflect accounts with separate ad groups per condition type
and active LSA dispute management.

Local Services Ads and the Dispute Management Variable

LSA placements for chiropractic clinics appear above standard Search ads and carry Google's
Guarantee badge -- a verification signal that BrightLocal's 2024 consumer research found increased
click-through likelihood by 27 percent among patients who had not previously visited the clinic
(BrightLocal, 2024). The pay-per-lead model distinguishes LSA structurally from standard Search:
clinics pay only when a prospective patient contacts them through the LSA interface, not per click on
the ad. For high-intent, location-specific queries -- ‘chiropractor near me,' '‘back pain clinic [city]' -- this
cost structureis favorable.

WhatConverts analysis of 1,200 healthcare service accounts found that chiropractic LSA accounts with
active dispute management programs achieved cost-per-lead rates of $22 to $38, versus $35 to $55 for
accounts where disputes were never filed (WhatConverts, 2024). Google's LSA platform allows dispute
filing for leads classified as wrong numbers, existing patient contacts, area-of-service mismatches, and
solicitation calls. Clinics that do not file disputes absorb these lead costs without recourse. The
operational implication is direct: LSA cost performance is not primarily a function of bid strategy. It is
afunction of weekly dispute review cadence.

Condition Segmentation and Cost-Per-Lead Reduction

WordStream's 2025 benchmark data shows chiropractic accounts with condition-specific ad groups --
separate campaigns or ad groups for back pain, sports injury, workplace injury, prenatal care, and
general wellness -- achieving cost-per-lead rates of $40 to $50, compared to $84 for accounts running a
single undifferentiated campaign (WordStream, 2025). The mechanism is Quality Score: ads that match
keyword intent precisely receive higher Quality Scores, which reduce CPC at equivalent ad rank. A
'‘back pain chiropractor [city]' keyword served from a back pain-specific ad group with a back

2026 Ahmet Dogan | LeadGulls Digital Marketing Agency | leadgulls.com



Google Ads for Chiropractors: Cost Per Patient, 2026

pain-specific landing page consistently outperforms the same keyword served from a generic
chiropractic campaign on Quality Score, CPC, and conversion rate simultaneously.

Taiminen and Karjaluoto's 2023 analysis in the Journa of Business Research, examining intent-stage
segmentation across 340 local service advertisers, found that separation of high-urgency queries
(injury, acute pain) from lower-urgency queries (wellness, maintenance) produced 34 percent lower
cost-per-acquisition in service businesses (Taiminen & Karjaluoto, 2023). For chiropractic, this maps
directly to a campaign architecture distinction: workplace injury and acute back pain keywords warrant
higher CPCs and more aggressive bidding because the patient's booking timeline is hours, not weeks.
General wellness keywords carry different conversion economics and should be bid and budgeted

Separately.

Call Tracking and the Attribution Inflation Problem

WhatConverts audited 1,200 healthcare service accounts and found that 40 to 60 percent of cals
recorded as paid search conversions originated from existing patients rescheduling appointments,
calling for insurance verification, or dialing incorrect numbers (WhatConverts, 2024). Chiropractic
clinics using a single tracking number for all paid traffic -- the most common configuration -- cannot
distinguish a new patient booking call from an existing patient administrative call. The reported
conversion rate of 3.6 percent for undifferentiated chiropractic campaigns inflates to 5.8 percent when
only new patient calls are counted, a reversal of the expected direction: the segmented figure is higher
because it reflects a smaller denominator of qualified traffic, not a larger numerator of conversions
(WordStream, 2025).

Dynamic number insertion -- assigning a unique trackable phone number per keyword, ad group, or
campaign -- resolves the attribution problem at the call source level. Combined with call recording
review and classification by call type (new patient inquiry, existing patient, administrative, misdial),
dynamic number insertion produces the metric that actually governs chiropractic clinic revenue growth:
cost per verified new patient inquiry. Without this metric, optimization decisions -- bid adjustments,
keyword pruning, budget allocation -- are made against a corrupted performance signal.

Geographic Radius Calibration

BrightLocal's 2024 data found that 73 percent of US patients searching for a local chiropractor are
willing to travel five miles or fewer for their appointment (BrightLocal, 2024). Chiropractic campaigns
targeting a full metro area -- a 25-mile radius around a single clinic location -- systematically capture
search volume from patients who will not convert at that distance. In dense urban markets (Chicago,
Los Angeles, Toronto, New York, Houston), five-mile radius targeting captures the overwhelming
majority of bookable demand while eliminating CPC spend generated by geographically ineligible
traffic. In lower-density suburban and rural markets, radius expansion to 10 to 15 milesis warranted by
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lower clinic density and patient willingness to travel further for specialized care.

Discussion

The findings above create a coherent architecture recommendation for chiropractic clinic operators, but
they also surface a counterevidence challenge worth engaging directly. Condition segmentation, L SA
dispute management, call tracking implementation, and geo-radius calibration each require ongoing
operational investment -- time, tooling, and expertise that an independent chiropractor running a
one-to-three-practitioner clinic cannot easily absorb. The benchmark improvements documented by
WordStream (2025) and WhatConverts (2024) represent what correctly managed accounts achieve, not
what under-resourced self-managed accounts achieve. For a sole-practitioner clinic operating on a
$1,200-per-month paid search budget, the question is not whether segmentation works -- the evidence
is unambiguous that it does -- but whether the management overhead of segmentation can be justified
against that budget level.

The practical resolution is a tiered implementation sequence. LSA setup and dispute management
should be the first priority for any chiropractic clinic entering Google Ads, because the cost-per-lead
advantage ($22 to $38 for managed LSA versus $84 for undifferentiated Search) materializes before
condition segmentation is complete (WhatConverts, 2024). Call tracking with dynamic number
insertion should be implemented simultaneously with the first campaign, because without it no
optimization signal is trustworthy. Condition segmentation -- separating acute pain from wellness from
workplace injury -- should follow once call volume data identifies which condition types drive actual
bookings. Geo-radius adjustment is the fina structural decision, informed by geographic origin data
from converted calls.

A limitation worth stating explicitly: the benchmark datain this analysis aggregates performance across
diverse North American chiropractic markets. A three-practitioner clinic in suburban Phoenix competes
in a different keyword density environment than a sole practitioner in rural Saskatchewan.
WordStream's averages (2025) represent a midpoint across those environments, not a universal target.
Clinics in high-density urban markets will face higher CPCs at equivalent ad rank; clinics in
lower-density markets will face lower CPCs but also lower search volumes. The architectural principles
-- segmentation, LSA dispute management, call classification, radius calibration -- apply across market
types. The specific bid levels and budget threshol ds require market-specific calibration.

Practitioners looking to implement these structures without managing the technical components
in-house can audit their current account configuration against these benchmarks and identify the
highest-priority gaps. LeadGulls Digital Marketing Agency provides structured Google Ads account
audits for chiropractic clinics that quantify call attribution inflation, identify LSA dispute credit
opportunities, and map current campaign structure against the condition-segmented benchmarks
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documented here.

Conclusion

This analysis examined how chiropractic clinic operators across North America can reduce cost per
new patient booking through Google Ads campaign architecture decisions, drawing on 2023 through
2026 benchmark data from WordStream, WhatConverts, BrightLocal, and IBISWorld, supplemented
by peer-reviewed research on intent-stage segmentation and patient journey attribution.

Four findings carry direct operational weight. First, condition-segmented Google Ads campaigns for
chiropractors produce cost-per-lead benchmarks of $40 to $50, compared to $84 for undifferentiated
campaigns -- a reduction achieved through Quality Score improvement at the ad group level, not
through bid reduction (WordStream, 2025). Second, Local Services Ads with active dispute
management deliver cost-per-lead rates of $22 to $38, making them the most cost-efficient new patient
acquisition format available in chiropractic paid search, provided the dispute review cadence is
maintained weekly (WhatConverts, 2024). Third, call tracking audits revea that 40 to 60 percent of
calls attributed to paid search in undifferentiated chiropractic accounts originate from existing patients
-- an attribution inflation that corrupts every downstream optimization decision (WhatConverts, 2024).
Fourth, geographic radius restriction to five miles in dense urban markets eliminates a measurable share
of non-convertible paid traffic, consistent with BrightLocal's finding that 73 percent of chiropractic
patients limit their search radiusto five miles (BrightLocal, 2024).

The most important implication for chiropractic clinic operators is sequencing. LSA setup and call
tracking implementation deliver cost reduction before condition segmentation is complete. Attempting
full campaign segmentation before call attribution data exists produces segmented campaigns
optimized against corrupted conversion signals -- which can make performance worse, not better. The
evidence base supports a build-measure-segment sequence rather than simultaneous restructuring.

An honest limitation of this analysis is its dependence on benchmark aggregates rather than controlled
experimental data. No peer-reviewed randomized study isolates campaign segmentation as the causal
variable in chiropractic cost-per-patient reduction. The Taiminen and Karjaluoto (2023) findings from
the Journal of Business Research provide the strongest adjacent experimental support, but their sasmple
covers local service businesses broadly, not chiropractic specifically. Future research with clinic-level
randomized data would strengthen the causal claims this analysis grounds in benchmark correlation.

As Google continues expanding LSA to additional healthcare categories and Performance Max
campaigns absorb increasing shares of healthcare search inventory, chiropractic clinic operators who
build verified new patient tracking infrastructure now will retain the ability to evaluate actual campaign
performance regardiess of how platform defaults evolve. Those interested in exploring these
measurement and segmentation approaches further can find additional applied coverage of chiropractic
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PPC strategy, healthcare Google Ads, and paid search attribution on the LeadGulls digital marketing
podcast, available on Spotify.
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