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The Rules

5.Rule 5: Get to know your 
patients or the Target 
Audience.
Its commonly understood among 
marketers that, in order to 
develop a message that will 
be heard by clients (patients), 
you have to be able to describe 
who your customers are. 
Unfortunately, it isn't always 
common practice to do the work 
required to really understand 
your patients in our field. 

"Patient - centric" "Patient - 
driven" "Patient - focused"
All of these phrases have been 
used to describe different ap-
proaches to understanding 
patients. There is an important 
distinction between describing 
your patients and "getting to 
know" your patients. Following 
are the three golden rules of 
getting to know your patients to 
help you keep your edge in the 
market:

Practice Management

a. The biggest golden rule is to 
carefully identify what your 
patients need and want, and 
then to show them that you 
can provide them with the 
service that will meet those 
needs. You need to have a 
direct connection with your 
target market to get the best 
return on investment from 
your marketing spend. The 
cornerstone of an effective 
marketing programme is to 
have a current and accurate 
understanding of your 
patients’ needs. Once you 
know what people expect 
of you, you can tailor your 
business objectives to meet 
their needs, and develop 
a marketing plan that 
clearly outlines the specific 
initiatives required to 
achieve your own marketing 
objectives and business goals.

b. Direct engagement, either by 
social media, email or face-to-
face contact, creates a good 
rapport with your patients 
and allows you to remain 
competitive in your industry. 
The more honest and direct 
you are with your patients, 
the more trust you will build 
in your brand. It is much 
easier to exude a patients-
driven business focus if you 
have already established a 
reputation of honesty and 
integrity. An unspoken rule 
of marketing says "Clients 

appreciate direct and honest 
engagement". Keeping your 
patients informed, and 
communicating clearly and 
honestly, creates positive 
word-of-mouth and referrals.

c. Small practices often grow 
from referrals. Word-of-
mouth is one of the most 
successful ways a practice 
can quickly reach potential 
patients. If a patient has a 
good experience with your 
clinic/practice, not only will 
they come back to you in the 
future, they are also likely 
to tell their friends. Patients 
who value your service and 
the way you provide your 
service will support you - 
and these referrals have a 
strong correlation to action. 
Think about the last great 
restaurant you ate at. You 
probably told a number of 
people about the excellent 
food, service and atmosphere 
and recommended they try 
it for themselves and it's 
very likely that some of them 
followed your advice. So, it 
is a written that all patients 
want to have a good service 
experience. If you treat them 
with honesty and respect, 
while staying attentive to 
their needs, then you'll create 
valuable repeat business for 
life. And nothing can promote 
your business better than 
happy patients.

6.Rule 6: Target your  
Messages.
The old saying in the real 
estate business goes "The three 
most important things in real 
estate are location, location, 
location". In marketing, the 
three most important things 
are targeting, targeting and 
targeting. To create targeted 
messages, you first have to 
identify your audience – who are 
you talking to? Using targeting 
improves your focus and impact 
of your marketing activities. 
Understanding how different 
groups of customers perceive 
their problems helps you define 
your messages more clearly. 
Understanding behaviour 
helps you to select the right 
marketing activities to reach 
your customers. For example, 
let's say you are advising/
convincing routinely for Metal 
Free Crowns to middle class 
patients. In each of these types 
of patients, there are several 
people in their family you need 
to get messages to in order to 
make this convincing a success. 
There is the head of the family 
who cares about the costing of 
the same; there is the Mother 
of that family who cares about 
the longevity and technicality 
of the Metal Free Crowns and 
there is the patients’ immediate 
close (Husband/wife) who is 
really focused on its durability 
and aesthetics. Your message to 
the patient or his family should 
be consistent. The individual 
communications to each target 
audience should be tailored to 
its unique needs, perceptions 
and business challenges. 
Technology also allows you to 
target your messages in ways 
we couldn't even dream of before 
we had the Internet. With 
marketing automation tools 
today, you can directly "tag" 
your patients to indicate what 
work you have done in your 
clinic (cases), what you have 
recently bought (up-gradation), 
what changes you made on your 
website, and so on. With this 
information you can specifically 
target your communications to 
them. You can communicate 
to your patients in ways that 
matter to them. And your 
messages are more effective 
at breaking through because 
your patients are actually 
interested in what you have to 
say. Targeting can significantly 
increase your ability to ‘close 
the deal’ (convince a patient). 
It helps you increase revenue 
and profitability. You can ‘sell’ 
more efficiently because you are 
targeting the right patient with 
the right product, with the right 
message in the right way and at 
the right time. 

After all, isn't that the  
bottom line of marketing?
Clearly defining your audience 
makes all the difference when 
you’re creating content. If you’re 
writing a piece about social 
media management tools, how 
do you frame it correctly? The 
answer, of course, all depends on 
who you’re writing for. 

Why audience matters: 
Creating a content strategy 
without a clear understanding 
of your audience is a bit like 
setting a boat adrift without 
navigational tools. You’re out 
there and you’re taking action, 
but you’re 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 ROI.

Let’s start with goals. It’s easy 
to think about goals in terms 
of SEO and content strategy in 
different ways.
“I want my website to rank at 
the top of Google for the keyword 
“Dentist in Ludhiana.”
“I want to get 60 new patients 
a month through inbound 
marketing.”
“I want to double my website 
visitors 100% each month 
through my website updates and 
blogging.”

What these goals don’t articulate 
though, the truth lying right 
beneath the surface and driving 
every content effort is a desire 
to reach people; specific people 
that your brand will resonate 
with and who will take action 
to visit you and promote your 
clinical practice & services. If 
you’ve just launched a start-up 
practice, you must have likely 
spent a lot of time planning and 
building your plan. Part of that 
planning process involves or 
should involve deciding who will 
be on the receiving end of your 
marketing efforts. Your services 
might appeal to a large group 
of people, but it doesn’t make 
sense to try to market everyone. 
Beginning every campaign with 
a strong understanding of your 
audience is one of the best ways 
to ensure your success. Having 
a well-defined target market 
is more important. No one can 
afford to target everyone. Small 
practices/clinics can effectively 
compete with large practices/
clinics by targeting a niche 
market. Many businesses say 
they target "anyone interested 
in their services." Some say they 
target ‘Lower Middle classes’. 
All of these targets are too 
general. Targeting a specific 
market does not mean that you 
are excluding people who do 
not fit your criteria. Rather, 
target marketing allows you to 
focus your marketing and brand 
message on a specific market 
that is more likely to buy from 
you than other markets. This is a 
much more affordable, efficient, 
and effective way to reach 
potential patients and generate 
work for you. Defining a target 
audience might feel constraining 
to you, but just remember that 
you’re not excluding anyone; 
you’re choosing where to spend 
your time and money. Selecting 
a target audience will help save 
you resources. Focusing on a 
portion of the people who might 
be interested in your products 
will allow you to communicate 
and engage with that segment 
more deeply.
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