
20 The IDA Times  Mumbai   December 2017

Practice Management

Managing your dental practice better 
With a few rules of marketing: PART - XII

13. Rule No. 13:
There might be ways in which 
we can actually wow our current 
patients. The one thing of 
paramount importance in all 
this is the FEEDBACK from 
our trusted patients (written or 
verbal). We can encourage those 
patients to then become our 
brand ambassadors especially 
who are social media savvy 
and use their word of mouth to 
project our dental practice as a 
trusted source of information 
on Blogs, Youtube, Facebook 
via honest Testimonials. We 
have to be really cautious that, 
if we have any changes needed 
to improve and offer an added 
value, we should do those first 
in ourselves and our practice 
or clinic depending on feedback 
from them and then encourage 
them further to do the needful. 
The ultimate, single-minded 
goal in all the above exercise is 
– patient satisfaction. I would 
enumerate a few clinical tips 
below on how to improve patient 
satisfaction:
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of mouth is still considered to 
be the best referral even in this 
tech savvy, social media prone 
digital era.

b. Develop a systematic and an 
orderly manner in your clinic: 
When our dental practice/
clinic is running effectively 
like a well-oiled machine, 
patients probably won't notice 
any changes, but if we start 
dropping the ball and make 
mistakes, our patients will 
surely grumble about the 
inconveniences, they are facing 
in our clinic or practice. Being 
organized means reviewing 
patients’ past details (of 
treatment) prior to their visits 
so that we know what we are 
dealing with to offer them a 
more personalized service. It 
also requires that our dental 
clinical practice schedules 
the appointments according 
to patients’ convenience so 
that we have an almost zero 
waiting period and also spend 
some time with our patients 
personally and letting them 
know about any new services 
which they might find 
beneficial, as well as mentally 
taking a note of the things, 
they seem to be put off with, 
just by a mention of the word 
(to change, if needed or felt). 

d. Keep updating and upgrading 
the clinic: In addition to keeping 
our knowledge and skills up-
to-date, it is also important to 
spot the technologies that are 
going to be the most useful in 
our practice. As it is in case of 
digital technology, that it is not 
alone enough to have a clinic 
website; but we need SEO 
(Search Engine Optimization) 
in order to make sure that our 
efforts are visible; the same 
goes true for the technology, 
gadgets and armamentarium 
in our clinic. We probably can't 
(and shouldn't) adopt every 
new technology that hits the 
market because that would be 
terribly expensive and it can 
ruin the rate of return of our 
clinical expenses, but on the 
contrary, if we feel that there 
is a strong need for certain 
technologies in our clinic, we 
shouldn’t hesitate to upgrade 
equipment or software to 
better serve our patients.

e. Always do follow ups of your 
‘star’ patients or great cases 
for free: Some people simply 
forget to set up proper timely 
dental appointments, with 
the hustle and bustle of daily 
routine dominating every 
waking moment of our busy 
lives. Every clinic has its share 
of great cases done in some 
‘star’ patients which are like 
a coveted trophy for us. Please 
do make sure to follow up with 
them and that too for free. It 
serves two purposes; one, it 
instills confidence in our own 
abilities (that your work done 
is lasting long) and second, 
it makes our patients recall, 
what Herculean efforts were 
done by us in their case which 
are serving them long term. 
These patients can become a 
big source of referral for your 
practices. If somehow, the 
daily OPD goes down, this 
could be a way to ensure more 
footfalls and get more referrals 
from your patients and also 
act as a reminder for your 
star patients to get the other 
needed work (in their mouth; 
if any).

f. Develop a knack to push 
Internal Marketing: Paying 
for advertising (external 
marketing) is just a one-
way traffic and it gives us no 
indication of whether or not 
our efforts are delivering us 
the requisite results. However, 
internal marketing efforts are 
often less expensive, more 
predictable and much easier to 
track.

expensive equipment, so 
that they can offer the latest 
advances and technologies to 
their patients (as explained in 
Rule 11 in the June-July Issue 
of IDA Times ) so then it is our 
job to let current patients and 
prospective patients know what 
we have to offer; but in pursuit 
of what we call as excellence 
or one-upmanship, we are 
treading the dangerous paths 
and trying to destroying each 
others’ practices (read – fellow 
colleagues or to be more specific 
or our neighbouring dentists). In 
almost every whatsapp group 
or discussion forum on social 
media, there is a discussion 
of fellow dentist criticizing/ 
badmouthing the other in front 
of other colleagues or ridiculing 
his/her work or charges. 
Unfortunately, in our profession, 
unlike hotel management 
students, we do not undergo a 
grooming school and our work 
behaviour is based on what we 
learnt in the clinics, where we 
might have worked/observed 
as associates; immediately 
after our graduation. All of a 
sudden, from doctors we become 
businessman from the 1st day 
of our clinic opening. There are 
a few golden rules which should 
be followed even as a business 
man dentist or better call it an 
entrepreneur dentist to have a 
positive professional life which 
I will continue in the next issue. 
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a. Primary focus should be 
efficient patient service & 
happiness: We have to ensure 
that our patients are not only 
happy by our services, but 
instead should realize that 
extra mile has been covered 
by us to offer a solicitous 
and empathetic care that 
very few dentists and clinics 
provide in this era. Building 
trust and personalizing the 
dentist-patient relationship 
is an essential aspect of 
convincing patients to become 
loyal customers, agree to our 
recommended treatments 
and then act as your brand 
ambassadors. The prime 
requirement for that is 
supreme confidence in our 
own abilities to take a ship 
out of woods based on our 
knowledge and intellect. When 
patients are truly impressed 
by the service we provide, 
they would want to share their 
good fortune in finding us with 
their family members, friends, 
followers on their social media 
profiles and maybe even 
on our dental website via 
testimonials. Believe me; those 
testimonials go a really long 
way in building up the clientele 
of our practice since the word 

c. Upgrade yourself continually 
education-wise: Getting the 
edge on competitors would 
also mean offering new and 
improved options that the 
other neighbouring clinics 
might be unable to and this 
requires a commitment to 
ongoing continuing education 
for the entire staff. By 
upgrading ourselves to newer 
technologies, attending 
seminars on clinical advances 
and keeping up with updates 
pertaining to the field of 
dentistry, we can offer our 
patients a level of expertise 
that other clinics may not 
be able to match. Dental 
websites, blogs and social 
media outlets offer us the 
opportunity to inform patients 
about the latest happenings in 
dentistry and at our own clinic, 
potentially convincing them 
that our practice can offer 
exactly the same services they 
are seeking.

g. Make your website into a 
money-churning machine: 
Dentist websites are only 
the tip of a big iceberg. Our 
website can act as the hub of 
our online operations and, 
from there, we can branch out 
to include a blog, social media, 
directories, advertising and 
more all of which can help you 
to optimize, expand our online 
presence, and get noticed. 

It might not be very easy to come 
up with ways to differentiate 
our dental practice from local 
competitors, but if we focus on 
outreach efforts and follow it 
up with stellar service, cutting-
edge technologies, and systems 
designed to increase convenience 
and improve care, we can 
definitely impress our patients 
and stand out from the crowd 
vividly.

14. Rule No. 14: Grow by leaps 
and bounds but without any 
consternation from peers in your 
area or your competition

Are all dental practices the 
same? 

I would say a strong NO……….. 

But do your patients think the 
same way?

I would reply with a YES to 
that by saying, most of them 
(patients) do so; because this 
is the assumption we may find 
ourselves fighting with when 
it comes to differentiating our 
practice from the competition. 
After all, what the patients 
might not know is that the level 
of service can vary significantly, 
as can the knowledge and 
experience of the clinicians or 
dental practitioners. That is for 
most of us willing to grow to cash 
in at that very opportunity.

Some dentists put in a lot of 
time and money into attending 
seminars and purchasing 
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