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11. Rule 11: Isn’t this a Catch 
22 situation? You want your 
patients to listen to you, be 
involved with you and trust 
you so that they listen to your 
treatment plan, be a part in 
the decision making or the 
best is that they leave the final 
decision on to you saying that 
they have full faith in you. 
Now, how do you reach this 
stage? No new patient will say 
those words in the first visit 
(unless he has been strongly 
recommended by a loyal patient 
of yours and he himself has 
such a mindset to blindly trust 
you). Let’s briefly go into the 
history of this thought:

There are basically three ways, 
your potential (read; new) 
patients learn about your clinic 
and your services.

a. They hear one of your 
keywords/messages directly.

b. They are told about an 
experience someone else 
had.

c. They have a direct 
experience with your clinic.

It is generally understood that 
if someone has a negative 
experience with your clinic or 
its services, they are far more 
likely to tell someone about 
it. That means it is even more 
important to help your patients 
have a positive experience in 
your clinic. Even small little 
things can sometimes make a 
huge difference like a warmly 
greeting receptionist, water 
dispenser, a coffee dispenser in 
the waiting area of the clinic, 
cordially greeting dentist 
(either you or your associate), 
polite staff, courteous 
behaviour etc. These things 
might seem insignificant, but in 
the patients’ mind, sometimes, 
they do make a huge difference. 
These, along with your service 
value, are the things they 
remember and will tell their 
friends and colleagues about. 
Your motto of the clinic and 
the experiences you create are 
the common threads that tie 
the core of internal marketing 
knitted together. Think about 
it, if you as a consumer get 
a brilliant first class service, 
won’t you appreciate the 
experience? Why wouldn't your 

patients appreciate the same 
thing then? 

Involve your patients in a 
dialogue. Show them your 
services, your facilities and 
your staff. Pull them into 
something that matters to 
them and they will understand 
(and remember). Now, this 
is the part where you can say 
you have impressed upon the 
patient in the first visit with 
your décor, smile, and service 
promptness. Now, comes the 
real test -- the actual service 
or work. The real skills come to 
the fore actually in this.

Once you believe that you 
have gained some trust over 
your patient, it’s the time to 
discuss finer nuances. There 
is considerable debate about 
when, and to what extent, 
patients should be actively 
encouraged to participate in 
treatment decisions. Detailed 
aspects must be discussed 
followed by an informed consent 
– verbal or written; implicit or 
explicit.

Obtaining an informed consent 
requires dentists to give 
patients full information in all 
cases of significant risk, even 
if there is only one treatment 
possibility. After all, there 
is still a decision to be made 
because the patient has to 
choose between two courses of 
action: to accept or reject the 
treatment. 

As per my personal view, 
dentists should never make 
choices (read; decisions) for 
patients; instead, they should 
play the role of a navigator, 
communicating risk and 
outcome probabilities and 
helping patients to take an 
informed decision. What I 
believe, dentists should listen 
to patients and respect their 
preferences, give patients the 
information they want or need 
in a way they can understand, 
and respect patients' right 
to reach decisions with their 
dentist about their treatment 
and care. However, this does not 
imply, we should force patients 
to take responsibility for 
decision making against their 
will, but it does suggest that 
we should make serious efforts 
to provide information about 
the treatment or management 
options, explain it, elicit their 
preferences, and support them 
in weighing up the alternatives 
unless they tell you they don't 
want to be involved.

How far you should go in 
persuading them to play an 
active role, if they are hesitant 
about doing so, will always 
remain a matter for debate and 
food for thought.

12. Rule 12: SWOT 
Analysis
SWOT Analysis is a useful 
technique for understanding 
your Strengths and 
Weaknesses, and for identifying 
both the Opportunities open 
to you and the Threats you 
face. Identification of SWOTs 
is important because they 
can impede development 
later in planning to achieve 
the objectives. First, the 
decision-maker (i.e., You) 
has to consider whether the 
objective is attainable, given 
the SWOTs. If the objective is 
not attainable, you must select 
a different objective and repeat 
the process. Users of SWOT 
analysis must ask and answer 
questions that generate 
meaningful information for 
each category (strengths, 
weaknesses, opportunities, 
and threats) to make the 
analysis useful and find their 
competitive advantage. 

Originated by Albert S. 
Humphrey in the 1960s, the 
tool is as useful now as it was 
then. You can use it in two 
ways – as a simple icebreaker 
helping people get together to 
"kick off" strategy formulation, 
or in a more sophisticated way 
as a serious strategy tool. 

Weaknesses
a. What could you improve? 

b. What should you avoid? 

c. What are your patients most 
likely to see in your clinic as 
a weakness? 

d. What factors cause you 
loss of patients or saying in 
marketing lingo; ‘lose your 
sales’? 

Again, consider this from 
an internal and external 
perspective: Do other people 
seem to perceive weaknesses 
that you don't see? Are your 
competitors doing any better 
than you? It's best to be 
realistic at the earliest, and 
face any unpleasant truths as 
soon as possible and change and 
improve accordingly.

Opportunities
a. What good opportunities for 

growth can you spot? 

b. What interesting trends are 
you aware of existing in the 
market? 

c. Useful opportunities can 
come from such things as: 

1. Changes in technology and 
markets on both a broad and 
narrow scale. 

2. Changes in government 
policy related to your field. 

3. Changes in social patterns, 
population profiles, lifestyle 
changes, and so on. 

4. Local events. 

Threats
a. What obstacles for growth 

do you face usually? 

b. How much is your 
competition in the market? 

c. Are quality standards or 
specifications for your field 
or services changing? 

d. Is changing technology 
threatening your position? 

e. Any bad debts or cash-
flow problems, you are 
facing regularly from your 
patients? 

f. Could any of your 
weaknesses (listed above) 
seriously threaten your 
clinical practice? 

Strengths
a. What advantages does your 

clinical set-up have over 
others? 

b. What do you do better than 
anyone else? 

c. What unique resources 
can you draw upon to offer 
better services that others 
can't? 

d. What do your patients see 
as your strengths? 

e. What factors mean that you 
impress upon your patient 
easily or as they say in 
marketing lingo; you "get 
the sale"? 

f. What is your clinic’s Unique 
Selling Proposition (USP)? 

Consider your strengths from 
both an internal perspective, 
and from the point of view 
of your patients and your 
neighbours in your area.

SWOT analysis can be 
used effectively to build 
organizational or personal 
strategy; for example, strong 
relations between strengths 
and opportunities can suggest 
good conditions in the practice 
and allow using an aggressive 
strategy. On the other hand, 
strong interactions between 
weaknesses and threats could 
be analyzed as a potential 
warning and a strong advice for 
using a defensive strategy. 
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