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Managing your Dental Practice better 
with a few Rules of Marketing-Part VI
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10. Rule 10: Look at the larger 
picture or as they say; See the 
Forest and the Trees

It’s important to look beyond 
the walls of your clinic and 
get a sense of what is going 
on around you. Your patients 
have many options. It is up to 
you to communicate to them in 
context of the overall universe 
of possibilities – the domain 
or the specialty in which you 
operate. Your job is to convince 
your patients that your service 
and solution is obviously the best 
choice for them. Understanding 
how your clinic and its services 
stack up against the competition 
is a logical step towards creating 
a message that is convincing and 
compelling. 

Marketing Strategy Guru, Jack 
Trout said "differentiate or 
die." That doesn't necessarily 
mean bashing the competition. 
It means knowing your relative 
strengths and weaknesses 
and positioning your services 
accordingly. The best would be 
a SWOT Analysis (Strength, 
Weakness, Opportunity and 
Threat analysis) especially from 
your clinic point of view. 

 Strengths: characteristics of 
your clinic/setup that give it 
an advantage over others

 Weaknesses: characteristics 
of your clinic that place your 
clinic/setup at a disadvantage 
relative to others

 Opportunities: elements in 
the environment that your 
clinic/setup could exploit to its 
advantage

 Threats: elements in the 
environment that could cause 
trouble for your clinic/setup

What makes SWOT particularly 
powerful is that, with a little 
thought, it can help you uncover 
opportunities that you are 
well-placed to exploit and by 
understanding the weaknesses 
of your clinic/setup, you can 
manage and eliminate threats 
that would otherwise catch 
you unawares. Strengths and 
weaknesses are often internal 
to your organization/clinic, 
while opportunities and threats 
generally relate to external 
factors. More than this, by looking 

at yourself and your competitors 
using the SWOT framework, you 
can start to craft a strategy that 
helps you distinguish yourself 
from your competitors, so that 
you can compete successfully 
with your competition. One way 
of utilizing SWOT is matching 
and converting. Matching is used 
to find competitive advantage by 
matching the strengths to the 
opportunities. Another tactic is 
to convert weaknesses or threats 
into strengths or opportunities. If 
the threats or weaknesses cannot 
be converted, a person should 
always try to minimize or avoid 
them. 

I will take up more details on 
SWOT analysis in Rule No. 12 in 
the IDA Times July 2017 issue. 

Look for external market 
influences and how they 
might affect your clinic and 
the competition. Consider the 
political, economic, social and 
technical issues surrounding your 
clinic/setup. Are economic factors 
like inflation a major concern to 
your patients? What the current 
situation demands is that the 
demonetization having already 
started raising its fangs on the 
OPD’s of dental clinics in the new 
financial year 2017-18 followed 
by certain new developments 
which are going to effect all of 
us in a big way pretty soon viz. 
the Clinic Establishment Bill 
ready to go guns blazing, the 
Bio Medical Waste management 
penalties strictly started being 
applied on dental clinics, the 
AERB Licensing going full 
Monty, the Medico-Legal hassles 
of running a dental practice, the 
frequent violence and vandalism 
against doctors in clinics and 
many more ready like a venomous 
snake to raise its hood against 

It is sometimes really easy to 
get caught up in the internal 
perceptions of the competition. 
Maybe so, but it is a good idea 
to stick your head out of the 
window every once in a while 
and see if what you believe 
is really true. Otherwise, you 
might find yourself at a distinct 
disadvantage. 

When you are too close to a 
situation, you need to step back 
and get a little perspective. When 
you do you will notice there was 
a whole forest, you couldn't see 
before because you were too 
close, and focusing on the trees. 
Simply that you have focused 
on the many details and have 
failed to see the overall view, 
impression or key point. These 
are the moments when it is more 
important than ever to take a 
look around and see the forest 
and the trees.

11. Rule 11: Involve them and 
they will understand

Confucius once said "Tell me 
and I'll forget. Show me and I'll 
remember. Involve me and I'll 
understand." 

Engaging patients in treatment 
decisions can lead to beneficial 
outcomes. Patients who are active 
participants in a shared decision-
making process have a better 
knowledge of treatment options 
and more realistic perceptions 
of the likely treatment effects. 
The resulting treatment choices 
are more likely to concur with 
their preferences and attitudes 
to risk. They are also more 
likely to adhere to treatment 
recommendations and more likely 
to select expensive procedures. 

Since there are often multiple 
options for choosing a treatment 

status, disease severity and ethnic 
origin. The only reliable way to 
find out patients' preferred role 
is to ask them directly, but their 
responses may be influenced by 
their previous experiences. 

Some patients may assume 
a passive role because they 
have never been encouraged to 
participate and remain unaware 
of the potential for doing so 
whilst some feel it is impolite to 
imply that the dentist doesn't 
necessarily know the best. For 
a true shared decision making 
to take place, patients must be 
given sufficient and appropriate 
information, including detailed 
explanations about their 
condition, treatment options, 
its implications, outcomes and 
uncertainties. 

The dentist must have the 
scientific facts at his or her 
fingertips and must be skilled 
in risk communication. It is 
tempting to conclude that the 
information giving process could 

be short-circuited if you could 
determine at the outset that the 
patient didn't want to be involved 
in the decision. Many patients 
‘do’ want extensive information 
and a chance to express their 
preferences, even if they decide 
to delegate the final decision 
making to their dentist and that 
must be respected.
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us. Some times, we get too busy 
in cribbing over wastage of ‘little’ 
material by our dental assistants 
(of putting a drop of liquid extra 
in the GIC mix and wasting ‘so 
much material’) that we forget to 
realize that there are bigger and 
worse problems waiting outside 
to raise their hood against us. 

or preventive procedure and 
the benefit/harm ratios are 
frequently uncertain or marginal, 
the best choice depends on how 
an individual patient values the 
potential benefits and harms of 
the alternatives. The desire for 
participation has been found to 
vary according to age, educational 

I'VE BEEN AT THIS 
JOB FOR SO LONG,
I CAN'T SEE THE 
FOREST FOR THE 

TREES.

I CAN SEE
JUST FINE FROM 

OVER HERE.
MY PATH IS CLEAR, 

AND I'M READY  
TO WORK.

"Tell me and I'll forget,
show me and I may remember,
involve me and I'll understand"

We retain 75% of what we learn
by doing compared to 5% when just listening.
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