practice organisation

Reach for the sk

In need of a power-up? Priya Kotecha presents five top tips for
boosting your practice marketing

I once heard of a dental practice owner who
panicked when two new dental practices
opened on either side of it.

One practice put up a sign saying ‘low
prices’, and the other a sign saying ‘full range of
speciality treatments offered’. He responded by
putting a large sign up in front of his practice
saying ‘main entrance.’

Often, your biggest resource and strength is
already within your existing patient base. The
importance of this should not be overlooked
when thinking of growing your practice,
whether you are seeking to add to your patient
base or the treatments and services you offer.

“Whenever you do get

a new patient through
recommendation, make sure
you thank the person who
recommended them”

Marketing is always a good idea; not only
to attract new patients but also to keep the
ones you already have. The following tips will
help you get the most out of your marketing
activities.

1. Set a budget for new patients
It is easy to get carried away, so you need to
set (and stick to) a budget. When thinking
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Launch your practice
¢ Have a budget — and stick to it
¢ Consider a practice open day and involve staff

e Ask patients to recommend your practice to family and friends
e Make sure your waiting room is enticing
¢ Employ friendly and helpful front-of-house staff.

about attracting new patients, ask yourself
how much you would be prepared to spend
on a new patient. (Whenever I normally ask
this question, most people say £50 — is that
what you said?)

If you were to put a patient on a plan at £15
per month and they stay for three years in this
way, that is £540. They may also recommend

ents. Make sure you
other patients to you and they may also have

do get a new patient

additional treatments carried out. This is what dation, make sure you

you stand to gain. How much would you be ho recommended them.

prepared to spend on that? offer some sort of a referral

Whatever that amount is, multiply it b i i
the number of new patients you want (maybd
10 a month?). If you answered £50 to the
first question, that means £500 per month o
£6,000 a year.

Make sure you stick to this and monitor
how you are doing. If, at the end of the year,
you have got 120 new patients (or more) then
the plan has worked!

2. Consider an open day

This is a relatively inexpensive way to get
fantastic personal communication going with
prospective patients, and all it is likely to cost
you are some light refreshments and opening
the practice on a Sunday afternoon.

It is always great to get staff involved
and all the better if they can act as walking
advertisements, having had some of the don't give them the o
treatments you offer! else (of course, it is hard (8
their own newspapers with tl
3. Ask for referrals

It may seem obvious, but many practices

Don’t limit yourself to literaturt
some patients will be too nervous to a
don't ask patients to recommend them to pick up a leaflet, read it and actually take in
their friends or family. By not asking, you what they are reading. Make sure you have lots

are making your patient think that you are of visual aids they can run their eyes over.
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Posters are brilliant as they give a lot of information without
the patient feeling like they are actually taking anything in (w
in actual fact they are).

Before and after pictures are also useful; a pict eally is
worth a thousand words.

If your budget |allows for it, digital media screcs can be a
fantastic tool and they allow you to convey many messages in
a loop. You can display testimonials from patients, services that
you offer, information about you in terms of credentials and so
much more.

5. Avoid any ‘computer says no’ receptionists
Okay, that is quite [clichéd and it is unlikely anyone could top
David Walliams in Little Britain, but it is so fmportant that your
taff are happy, cheeny and efficient, rather than stoic, intimidating
1 dreary!

Care to comment? @AesDenToday
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