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Practice Management

Managing your dental practice 
better with a few rules of marketing

Part - II

Dr. Bhavdeep Singh Ahuja

The Rules

3. Rule 3: Plan a little; so 
you can do a lot more.
T-20 Cricket can be easily 
analyzed as a game; initial 
half played by the Coach in the 
dressing room and the latter half 
by power hitters in the ground. 
The coach plans and the power 
hitters execute the same. The 
same way marketing goes about 
the task in a proper phased 
manner. Essentially, everyone in 
this arena can be classified into 
either a ‘Planner’ or a ‘Finisher’. 
Planners plan, analyze, assess, 
request more info, then re-assess 
and if situation changes, they 
repeat the whole process again. 
They usually just plan and 
don’t work that much. Having 
said that, planners are still a 
vital cog in the whole process as 
without them, the workers or 
the ‘Finishers’ as we say would 
be like chickens running with 
their heads cut off. The finishers 
are the actual ‘doers’, with great 
ideas in tow, excitement and 
energy levels at their peak, the 
finishers are always jumping on 
the bandwagon; in the process, 
their enthusiasm & commitment 
rubbing off on others; thus 
making everyone work; but the 
question is, are they doing the 
right things in consistency with 
the strategy and the laid out 
objectives?

The bottom line is that to 
achieve the desired goals, we 
need both planning & finishing. 
There is actually a very thin rope 
between planning & doing and if 
the scales tilt on any particular 
side; in the final outcome, it is 
reflected as a lack of balance 
between strategy & execution. 
Well, thanks to planning, we 
can develop brilliant strategies 
– on paper at least and thanks 
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to finishing, we can spend a 
lot of time and money without 
much to show for it. My father 
still tells me "If you slow down, 
you'll go faster" and he is right 
most of the time (even when I 
have just crossed 40 myself and 
I sometimes, yell at my own 
daughter). How many times do 
you realize/wish you had just 
taken a minute at that moment 
to think something through 
before you jumped in? How about 
you? 

4. Rule 4: Know what you 
are aiming at.
Before we embark on any 
venture, we have to ask 
ourselves a particular question 
every time, “What are our 
goals & what are we trying to 
accomplish?” The beauty is that 
most of the time, we think it to 
be too naïve a question, thus 
it usually goes un-asked and 
most of the time, unanswered. 
Marketing strategy connects us 
to where we are with a vision in 
our mind of where we want to be 
in due course of time. Identifying 
primary goals is of paramount 
importance, for e.g. 

Do we want to make our patients 
aware of our new services; we 
have launched with new gadgets/
products and ultimately with 
increased awareness achieve 
growth & profitability? 

Or

Is it just the focused agenda 
to increase the conversion rate 
and ultimately achieve high 
profitability?

understanding of your audience 
is a bit like setting a boat adrift 
without navigational tools. You 
are out there and you are taking 
action, but you are not working 
toward a specific goal. 

These are the situations that 
marketers dread: huge amounts 
of time and money, without a 
clear potential for good Return 
on Investment (ROI). Let’s start 
with goals. 

It’s easy to think about goals in 
different ways. Just quoting a 
random example here in below:

“I want to do 20 RCT’s with my 
newly bought Apex Locator in 
the next month (not all cases, 
but a fixed percentage for trial) 
with those 20 paying me an 
increased price” 

“I want to get 10 new patients 
of RCT through these above 60 
patients in next 3 months (as 
supposed above, 20 each month) 
through inbound marketing.”

“I want to double my profit 100% 
each month on these ‘inflated 
charge RCT’s’ in my regular 
patients so that I recover my cost 
of Apex Locator soon.”

What these goals don’t articulate 
though, the truth lying right 
beneath the surface and driving 

every content effort, is a desire 
to reach more people with my 
newly bought gadget (Apex 
Locator). There is a need to 
identify specific people, that 
your brand will resonate with 
and who will take action to 
buy, use and promote your 
products and services. Beginning 
every campaign with a strong 
understanding of your audience 
is one of the best ways to ensure 
your success. 

That’s where the concept of 
target audience comes in. A 
target audience is a particular 
group of consumers within the 
pre-determined target market, 
identified as the targets or 
‘recipients’ for a particular 
advertisement or message. 
Businesses which have a wide 
target market, will focus on 
a specific target audience for 
certain messages they are 
trying to send, rather than the 
whole market which would have 
included the whole population.
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Identify your primary target 
audience; the kind of patients 
you want to target with your 
enhanced services. Creating a 
content strategy without a clear 
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