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8. Rule 8: Patients are 
People, too 
The customers or the patients 
in our clinics hate to think 
themselves just as a sale, a 
potential sale or any kind of 
sale. They think of themselves 
as Mr. ABC or Mrs. XYZ, a busy 
man/woman who is looking for 
a solution to a dental problem 
and wants to be treated like the 
human being they are. When 
patients take the time to discuss, 
it usually means they need our 
help with something. They might 
be frustrated about a persistent 
problem or on the fence about 
a bad service or a previous bad 
experience. If we want to make 
our patients happy, treating 
them as people is the least we 
can do. Referring to a patient as 
a card number or a case number 
is putting them off. Thinking 
of a patient as just a business 
opportunity is discourteous. It’s 
easy to ask the name before a 
chat begins and it makes the 
experience more human for 
everyone involved. There is 
a huge amount of literature 
available on developing customer 
archetypes and how to use them, 
but I want to begin with the 
simplest approach. 

Empathy
Try to understand who you are 
marketing/selling to, and what 
their needs and constraints are. 
You will end up building a better 
offering through a stronger 
product roadmap and you will 
have more success when you are 
pitching for an expensive product 
like an Implant or a Metal Free 
Crown. 

Below are a few guiding 
questions that will put you in the 
right mindset to be empathetic 
to your ideal patient?

a. How old is your patient? 
Knowing the average age of 
your target market allows 
you to connect and speak 
to your patients. From the 
verbiage you use, to the social 
media channels you leverage, 
to the time of the day you 
communicate, to the related 
services and applications 
you associate with, it is 

dependent on the age of your 
target group.

b. What is the gender of your 
patient? 

 Similar to the question above, 
gender plays a huge role in 
how you communicate with 
your patients. Some products 
are very gender-specific like 
the tooth jewelry and bridal 
smile makeover for weddings, 
while others are less so. Also, 
female patients are more 
smile conscious than male 
patients and act as a good 
brand ambassador of your 
smile products. Furthermore, 
this may significantly impact 
the design and the look and 
feel of your brand.

c. What is your patients’ job 
title or employment status? 
Job title or employment 
status opens up a whole "can 
of worms" when it comes to 
understanding your patients. 
What are they trying to 
accomplish day-to-day? Who 
are they trying to impress? 
Are they in the office or on 
the road in a field job? All 
these factors can help you 
understand the role your 
product or service plays in 
their life.

d. When will your patients 
be using your service? 
This is one of the more 
important questions to ask 
yourself when developing 
your offering. What is their 
current planned length of 
engagement, or the mood 
they're in, much will be 
influenced by the time of the 
day or the activities in which 
your service is engaged.

e. What is your patient’s name? 
Where do they live? 

 Where are they from? What 
kind of music do they listen 
to? Do they have kids? 
Are they a kid?. This goes 
a little deep into actually 
establishing a patient’s 

archetype, but if you can 
answer these questions, 
why not get more in 
touch with who you are 
building your product 
for?

The whole point of 
all the above is that 
you are building your 

clinical practice for your patients 
only. Again, your patient is a 
person, not an inanimate object. 
This will be very important 
in all aspects of your clinical 
practice, whether it's the 
design and messaging of your 
website, building your profile or 
convincing your patients for an 
expensive product. Patient or 
customer-service content is often 
overlooked, but the bottom line 
is: Just remember, you want to 
know who your customer is but 
these little decisions say a lot 

about a clinical practitioner’s 
personality and values. Try 
avoiding content on your website 
that might not fall under the 
traditional content umbrella? 
Edit it for voice and tone. 
Before publishing anything, ask 
yourself, “How will this make the 
reader feel?” 

9. Rule 9: Choose and pick 
the problem you want to 
solve.
No offence, but everybody in our 
country claims to be a genius 
with plenty of ideas up their 
sleeves always. Just imagine 
a tough situation in a tight 
T20 cricket match and every 
cricket lover glued to the TV 
screen and India in a slightly 
disadvantageous position; 
almost on the verge of losing, at 
this junction, almost everyone 
watching the match will have 
a piece of advice for cool calm 
Indian captain, M S Dhoni 
(who just left captaincy, by the 
way) and surprisingly, even 
from those quarters or people 
who haven’t wielded a cricket 
willow all their whole lives. The 
only problem is that we have 
more ideas but lesser resources 
to implement those ideas. One 
can’t be a James Bond 007 and 
solve all problems in a day, but, 

important is that first of all, we 
should know what our problems 
are; hence, prioritization is the 
first key.

Implementing it in clinical 
practice, we would like to do 
everything to make our practice 
successful. Unfortunately, the 
cold and hard fact is that there 
isn’t enough time, money, people 
or other resources - all of them 
together - at the same time. 

 Ask yourself a very simple 
question; "If you can only do one 
thing - what would it be?" 

That answer would be 
your priority. 
It sets the context for evaluating 
other options; the option 
which will help you reach your 
objective.

  Faster? At a great pace?

 Economical? For less money?

 Successfully? With better 
results?

a. Brainstorm a list of 
everything you would like 
to accomplish in order to 
achieve your objectives.

b. Outline the potential impact 
of each activity on the 
objective.

c. Estimate the cost of each 
activity (time, money and 
resources).

d. Evaluate the likelihood of 
success.

e. Identify the activities that 
provide the biggest return on 
investment (ROI).

f. Prioritize the activities 
according to their ROI.

Can you think back to a 
situation (from the past) where 
prioritization would have helped 
you more effectively achieve your 
objectives? 

I know I can.
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