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The Rules

7.Rule 7: Learn to identify 
your Target audience
How will you do that?

Following are a few steps to 
decode your target audience: 

(1) Who are they? Every 
patient screening starts 
with a fundamental 
understanding of who your 
patients are. Demographic 
profiles are limited in 
their potential to uncover 
motivations and spending 
patterns. But they are a 
great launch point for any 
discussion and as they say 
‘Never underestimate the 
pocket of your patient’. 
Your patient could be 
an investment banker 
working six days a week, 
a housewife who used to 
work earlier but is now 
dependent on her husband’s 
income, or a daily wager 
who is struggling to 
make ends meet, or a 
businessman who has 
enough money but not 
enough time or endeavour 
to spend it. These other 
details hang on that 
scaffolding and give it a 
context. It is this context 
that helps you sell. Still, 
without a fundamental 
understanding of where 
your prospect is coming 
from and how he/she lives 
her life, digging deeper 
into their needs and 
motivations is going to be 
a challenge. Always build 
your audience profiles on a 
solid demographic base.

(2) What’s their most Pressing 
Issue, Problem or Desire? 
Every person mentioned 
above has something 
that keeps them awake 
at night. It might be a 
persistent problem – such 
as an inability to smile 
freely in public because 
of discolouration/broken 
anterior teeth, scathing 
pain in teeth and jaws, 
inability to eat hot/cold/
sweet in parties or even 
home, afraid of false 
dentures coming out 
publicly and many more. 
Being a dentist, we can 
think of dental reasons, 
but they can be non-
dental reasons also like 
an inability to get an 
entrepreneurial venture 
off the ground, find the 
willpower to be healthy 
or sustain a healthy 
relationship. It might be a 
momentary issue such as 
insomnia, the need to make 
the ends meet or a desire 
to figure out on how to 
deal with a difficult client. 
We have to make sure 
that we do figure out the 
dental problems easily and 
conveniently. Understand 
the predominant problem 
that has brought your 
previous patients to your 
door – especially your 
best and most profitable 
patients – helps you 
recognize that motivation 
in others. Your pattern 
recognition for the people 
that comprise your best 
patients will improve 
dramatically. It also helps 
you create content that 
attracts more of those 
prospects.

(3) Where do they get their 
info? How your patients 
gather information is 
absolutely critical and 
how to convey your 
message is even more 
critical. Choosing the 

channels that you use to 
deploy your messaging 
is absolutely important. 
Creating a brand to reach 
out prospective patients 
either via website or blogs 
or online presence is one 
of the most convenient 
ways especially in this era 
of digitization (courtesy: 
Reliance JIO and Digital 
India when everyone has 
not one but two SIM cards 
and phones as well). There 
are multiple motivations 
for publishing or sharing 
content in a particular 
place.

a. The brand name will lend 
you credibility with a wider 
audience.

b. Your website will benefit 
from a high rank and 
relevant topical approach.

c. Your potential patients 
or existing patients read 
or watch the publication 
(blogs)/access your website.

Let’s focus on the last one: 
writing great content that 
achieves our goal of connecting 
us with the right people requires 
publication or blogs where those 
people spend time. If they do 
read blogs or newspapers or 
other publications, which ones do 
they spend time on? If they are 
looking for reviews on services 
similar to yours, whom do they 
trust? As you move down this 
line of inquiry, a whole litany of 
questions will open up for you. 
Before you move to the next step 
in your process, be sure that you 
can answer how your prospects 
get their information in a holistic 
and meaningful way.

(4) Which beneficial parts of 
your services solve their 
problems? You might 
have heard about the 
need to focus on benefits 
over features. In other 
words, don’t tell me what 
it does – tell me what it 

does for me (or rather, tell 
your patients what you 
can do for them, rather 
than they asking you, 
Can you do this?). If you 
have done your detective 
work earlier on, you will 
be able to articulate the 
problem of your patient 
that you are addressing 
and the benefits that your 
product or service offers. 
I will encourage you to 
take this one step further. 
Know which benefits 
are the most important 
and speak directly to one 
of your target audience 
patients. Build your online 
presence. A better online 
presence generates more 
traffic to your website. But 
what does that traffic mean 
in terms of benefits? It 
could mean more patients 
walking in, more people 
reading your content, more 
people sharing your ideas 
and any of these are valid 
benefits. 

(5) What sets their psyche 
to choose you? We live 
in a world of skeptics. 
It’s easy to understand 
why. We are flooded with 
advertisements and brand 
messages, wherever we 
go - Online, on TV, on the 
sidewalk & on the roads. 
These invasive sales pitches 
are filled with claims that 
are hard to verify. In many 
cases, advertisements 
are filled with outright 
lies. Sometimes, the 
advertisement makers fail 
to realize that they are 
promising much more than 
they can deliver. So, it’s 
better to always act with 
integrity. If your brand is 
known for being honest, 
ethical, and delivering 
value, you will become 
a trusted source. It can 
take years to build trust 
and a few seconds to loose 
it forever. So this should 
be your guiding star in 
content creation. You 
need to understand the 
dynamics of your market 
well enough to be able 
to identify the standard 
bad claims. In website 

examples, sometimes, 
you can see tall and crazy 
claims about getting at the 
top of Google search in less 
than 30 day; in weight loss 
promotions, extreme weight 
loss at rapid speeds is the 
normal promotion. Take the 
time to understand these 
factors, and create a list of 
the terms, claims and other 
“bad triggers” you will 
never use in your content 
on your website. Finally, 
back up your claims with a 
proof. Legendary copywriter 
Gary Bencivenga always 
stresses the power of 
proof. Proof can be in the 
form of numbers, studies, 
testimonials, endorsements 
from trusted sources, and 
many more. Take the time 
to figure out what would 
back up your content and 
spend the time to work 
it in. The more proof you 
can show that your brand 
and products deliver, the 
more your content will 
deliver qualified and good 
prospective & paying 
patients.

(6) Whom do they trust? 
Who do your patients 
trust? I hope, in part, 
that it’s you by this point! 
But it could be specific 
experts in your space, 
other doctors or brands. 
As much as possible, use 
that information to your 
advantage. The more 
connected you are with 
trusted brands, the more 
that trust and belief in 
expertise is transferred to 
you. Getting to know your 
patients in real depth takes 
time. The more you put in 
the hard/smart work, the 
happier, you will be at the 
end of the day.
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