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Managing your Dental Practice 
better with a few rules of marketing

Part - I
Dr Ahuja has specialized in implants from BioHorizons Inc. USA, besides 
an Advanced Course from LACE-ICOI. He also possesses triple MBAs 
in Hospital Management, Human Resources, Finance & Marketing. He 
also holds a Postgraduate Diploma in Medical Law & Ethics, Cyber Law, 
Disaster Management and Bioinformatics amongst many more from different 
universities. An academically oriented dentist, he has many original 
publications to his credit.

marketing, but marketing 
includes much more than selling. 

Peter Drucker observed that 
“the aim of marketing is to 
make selling superfluous.” 
What Drucker meant was that 
marketing’s task is to discover 
unmet needs and to prepare 
satisfying solutions. When 
marketing is very successful, 
people like the new product, 
word-of-mouth spreads fast and 
little selling is necessary. 

Marketing cannot be equivalent 
to selling because it starts 
long before the company has 
a product. Marketing is the 
homework that managers 
undertake to assess needs, 
measure their extent and 
intensity, and determine 
whether a profitable opportunity 
exists. Selling occurs only after 
a product is manufactured. 
Marketing continues throughout 
the product’s life, trying to find 
new customers, improve product 
appeal and performance, learn 
from product sales results and 

manage repeat sales. Marketing 
is creative, exhilarating 
and I must say, pure fun. 
Brainstorming ideas late into the 
night, throwing ideas around, 
watching them get better and 
bigger by the minute in a group 
is very cool and exciting. Seeing 
your ad in print for the first 
time, or watching the results of 
an email campaign right after 
you hit the send button - it is 
pure adrenaline. 

Marketing folks are, for the 
most part, not too fond of 
process, reporting or anything 
that might limit creativity. 
At least that's how most non-
marketers view marketing 
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people. Some marketers would 
certainly classify themselves 
as "right-brain" types, not 
inclined to documentation, data 
or discipline. Not everyone fits 
this description, and it might 
be hard for some of you to hear. 
Marketing is one of the last 
disciplines to apply process, 
automation and technology to 
improve both efficiency and 
effectiveness. 

I have always believed and the 
literature also proves it that 
marketing is not only external 
but ‘internal’ too.

We, as dentists, 
would and should 
be interested in 
doing internal 
marketing rather 
than external 
promotion 
which, in a lay 
man’s language, 
is known as 
advertising and 

promotion.

So as a reader are you 
wondering?

What exactly is internal 
marketing? 

Can I do it? 
Am I capable of doing it with 
no prior ‘MBA’ or something 
similar?

Shedding some light on internal 
marketing would be like opening 
a can of worms. Internal 
marketing practically, is the 
communication of information 
(many types) that needs to be 
shared with staff members. 
It is important to coordinate 
the efforts of employees/staff 
members to strengthen the 
performance of the company 
(in our case, read clinic or 
dental office). Our clinic usually 
strives to provide an exemplary 
customer experience; we need to 
train our employees to provide 
that experience, but creating 
a workforce that is educated 
about our goals and enthusiastic 
about meeting those goals is not 
as easy as some would expect. 
Businesses must make serious 
efforts to distribute timely and 
relevant information so that 
every employee is working 
toward common goals. A 
disorganized workforce and an 
inconsistent marketing message 
are easy ways to lose a business.

There was a time when an 
awesome creation got its due 
and was appreciated for being 
brilliantly creative, but now 
the times have changed. With 
so much technology at our 
disposal, we hardly need to look 
around more things and much is 
available at our fingertips.

‘Managing your dental practice 
better’ is just my assembly 
of ideas and theories, and a 
collection of a few practical and 
methodical approaches that I 
have been compiling ever since 
my M.B.A.’s finished. The only 
plan was to create a series of 
gentle and helpful reminders; 
things that doctors/dentists 
as ‘planners’ should know and 
should do, but don't always have 
the time or patience to do so. 

We are in a ‘noble’ profession 
where technically marketing 
was considered to be ‘legally’ 
prohibited earlier. It is 
allowed now albeit with a few 
limitations.

I will start with a few ‘Rules 
of Marketing’ in this series of 
articles after a little introduction 
about marketing. As you go 
through the rules, I request that 
you don't take them literally as 
they are my series of anecdotes 
and observations which might 
be a different point of view than 
yours. Please feel free to share 
the same with friends and family 
that you think might benefit 
from some experiences. You can 
use them to start a discussion 
about what you think the rules 
should have been. Also, I will 
suggest you that don't read the 
rules in order; just randomly 
sail through them until you 
also have a ‘Eureka’ and if that 
lets you shriek out a cry of joy 
or satisfaction, then I would 
believe my job is done. After 
all, these are my rules. What 
are yours? Please do share with 
me in the feedback at my email 
drbhavdeep@gmail.com.

So, as I said, like every 
discipline, marketing also 
has a particular regimen and 
a schedule; with a proper 
development of a perfect plan 
followed by deft execution. 

As is the saying, “You can have 
brilliant ideas, but if you can't 
get them across, your ideas won't 
get you anywhere"; hence the 
RULES of marketing.

The Rules 
1. Rule 1: Rule 1 says Rules are 
meant to be broken.
Don’t follow them blindly; break 
them sometimes, after all, we 
are humans; have emotions, 
and we are not robots who have 
to follow all the instructions all 
the time; but breaking certain 
rules, sometimes is different 
from breaking all rules, all the 
time, just because ‘I said so’ is 
entirely unacceptable. Use a 
little discretion sometimes; after 
all you also have a brain, too.

2. Rule 2: Marketing must result 
in sales
Marketing is essentially a 
‘right-brain’ activity, not inclined 
to data, documentation and 
discipline as it, to an extent, 
limits the creativity of the 
marketers. How effective is your 
marketing doesn’t necessarily 
reflect in your visibility at 
various forums but in your 
effective ‘conversion rate’. 

Marketing is essentially the 
way, the messages about your 
clinic’s products (methods and 
materials) and service which 
you provide are conveyed to your 
walk-in patient or a referral 
patient, to elicit a positive 
response, or effectively known as 
the sales. Putting it in a simpler 
way, Marketing is conveying of 
your ‘brand’ to the patient to 
garner his attention resulting in 
his convincing to get his job done 
from you.

(..............to be continued)

Beginning January 2017, The 
IDA Times will be coming 

out with a new series on dental 
practice management by Dr 
Bhavdeep Singh Ahuja to be 
published in Parts.  
Part I appears here.

Introduction
Let’s define Marketing!!!

Marketing is about creating 
satisfactory exchanges via 
effective and integrated 
communication with consumers 
and building relationships 
with customers and with 
other people who could impact 
organizational performance by 
means of effective corporate 
communication.

However; Marketing is not 
Selling.
Who says that?
None other than the guru of all 
marketing gurus, Philip Kotler.

Selling, of course, is part of 
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