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Managing your dental practice better
with a few rules of marketing - Part - XI

Dr. Bhavdeep Singh Ahuja

Continued from IDA Times 
October 2017 issue

Best Options for 
Differentiators vis-à-vis 
Internal Marketing 
1.  Among the best ways, you 

can assure your clinical 
practice stands out is to 
first of all frame a clear 
cut policy, set of rules 
along with of course; décor 
theme (going in sync with 
you colour scheme already 
chosen for clinic chairs, 
furniture) for the clinic 
(includes Prescription pad, 
Stationery, Printing Font – 
Size, Logo, Glow sign/Neon 
Sign etc.). A well framed 
clinic policy and a set of 
rules bring in a sense of 

discipline in your practice 
and dare I say, self discipline 
is the most desired trait for 
accomplishing goals and 
living a life style which is 
healthier. 

positive decisions pretty 
easily by not allowing their 
choices to be dictated by 
impulsiveness or emotions. 
You can hope to have the 
kind of dental practice 

group, for e.g. A pedodontist 
can choose cartoons and 
characters of kids choice, 
an implantologist can chose 
a ‘screw’ based theme. This 
lets the patients know 
instantly what your clinical 
practice is about and what 
they can expect when they 
choose you as their dentist 
(unless you want to judge 
them for only one specialty). 
Just make sure that your 
theme is unique to the way 
you do practice, otherwise 
you may end up sending the 
wrong message and selling 
to wrong people (wrong 
target group). Also, make 
sure that you are consistent 
in your theme (Prescription 
pad, Stationery, Font, Size, 
Logo etc.), so as to avoid any 
confusion in the patients’ 
mind. 

2. Getting yourself and 
your clinic, a relatable 
clinic catchline to be used 
everywhere (for e.g. Khayaal 
Aapka – ICICI Bank, Achhe 
Log Achha Bank – Union 
Bank of India) to identify you 

and your clinic (also known 
as the recognizable mission 
statement) is a desirable 
thing to do. The mission 
statement for your clinic is 
the best way to ensure that 
everyone who visits knows 
what you and your clinic 
stand for. Do make sure 
that you come up with a 
mission statement you can 
stand behind and that your 
patients know what your 
mission statement is (for 
e.g. Patients’ satisfaction 
is our motto). You can do 
this by including it in all 
of your literature and on 
your website. In addition 
to posting the mission 
statement where it can be 
read by your patients, it is 
important to have your staff 
understand it. This will 
guarantee that they follow 
the mission statement in 
everything they do. The 
sterner they are in ability to 
follow discipline, the more 
is the environment strictly 
glued to work ethics and a 
patient guided scenario. 

How to go about the task 
of sending your message or 
mission statement across to 
patients or potential patients:

1. Connect with your patients 
so that more people can 

 According to a 2013 study 
by Wilhelm Hoffman, people 
with good discipline (higher 
self control) are happier 
than those without. The 
difference lies in the former 
being more capable in 
having a broad vision and to 
deal with goal conflicts. They 
spend less time in debating 
with people and make 

that everyone would want 
to go in and you will start 
gaining newer patients 
very quickly. The first thing 
to do is to choose a great 
décor theme for your dental 
clinic. The theme would also 
include an age or gender 
or a specific message in 
illustration you would like 
to put across to your target 
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envision themselves 
choosing you as their 
dentist. The more you can 
mingle with a patient, the 
more the new patients will 
want to choose you over the 
rest of the dentists in your 
area. There is a thin line 
in mingling and becoming 
clingy, be sure to never 
cross that line.

2. Having all the above on a 
nice looking website allows 
you to gain the attention of 
those searching for a great 
dentist online. The better 
the website is, the more 
likely that people will visit 
you in this digital era will 
tell their friends to visit it 
(however, it is not a given as 
most people show something 
else and are something else 
in actuality like pictures 
of hotel rooms on various 
hotel websites online). 
This can lead to even more 
referrals and eventually 
new patients. 

3. Establishing an online 
presence is an essential 
marketing strategy for 
dentists today. There are 
several free places to create 
an online profile, with some 
websites and social media 
sites providing a bigger 
return on investment of 
your time and energy spent. 
Initially, you can use those 
free sites to get a hang of the 
things and how you want to 
go about the task of creating 
your identity online.

for rich media and fresh, 
relevant content, so your 
clinic website (paid one) 
is listed higher in Google 
searches for the keywords 
you tag in your videos, 
which helps you to reach a 
larger audience and more 
prospective new patients 
and as we know, Google 
owns YouTube, so this 
preference is no misfortune. 
Another benefit of the video 
over a dynamic website and 
Youtube channel is that 
the prospective patients 
are able to learn first-hand 
what the atmosphere and 
culture are like in your 
clinical practice before ever 
stepping their foot through 
your door which would be 
a huge advantage over a 
static, boring website. It is 
very simple and easy and as 
I said, your google account 
information can be used 
for logging into YouTube. 
Consider including your 
practice philosophy and/or 
practice mission statement 
on your channel for a wider 
reach. Personalize your 
Channel by clicking on 
the Channel Settings link. 
This could include a video 
tour of the practice, a brief 
introduction by the dentist, 
or a welcome video. 

What are the best YouTube 
account practices:
a. Keep your channel fresh 

by uploading new videos 
on a regular basis. Posting 
new videos consistently at 
the same time of the month 
will help build the YouTube 
following.

b. Don’t worry about the video 
quality too much; a mobile 
quality video can also 
suffice.

c. Strive to keep the videos 
lesser than two minutes. 
Large brands often post 
their television commercials 
on YouTube.

d. Always remember, while 
posting your own videos, 
keep them conversational, 
casual, short and sweet.

e. As soon as you upload a new 
video to your account, be 
sure to also post links to it 
on your Facebook, Twitter, 

clinic or services and most 
of all and Branding is 
definitely one of those ways 
which has been used by 
many established brands 
to differentiate among their 
own products. Toothpaste 
is a great example. We all 
know how many versions 
of Colgate are there? Yet 
there is a differentiation in 
packaging, merchandising 
and branding between 
Colgate Calci-lock 
Protection, Colgate Total, 
Colgate Max Fresh Gel, 
Colgate Whitening etc. 
These products serve 
different markets with 
different needs. Another 
popular approach to 
differentiation is technology. 
Unfortunately, as soon as 
you do something great 
with technology, someone is 
going to come along and copy 
what you have done and 
make it better, faster and/
or cheaper. Then you have 
lost your differentiator. You 
have to start over again, 
and it becomes a game of 
leapfrog. Quality can be 
a powerful differentiator 
but only in markets where 
quality is a really powerful 
patient desire. Dental/
Medical equipment, for 
example, is heavily reliant 
on both product quality 
and brand image. In the 
toothpaste example, quality 
ingredients are important 
factors to some consumers. 
They might prefer Baba 

Ramdev’s toothpaste whose 
differentiator is natural, 
quality ingredients. 
Promotional activities and 
incentives can also serve 
to differentiate products. 
In brands like Colgate 
or similar, these tactics 
(promotions & incentives) 
tend to have a very short-
term impact on sales and 
the purchases pick up when 
there is a promotion or a 
special scheme. Then as 
soon as the promotion is 
over, purchase rates go back 
to their former levels. Here 
lies the need to understand 
the dynamics of promotion 
in order to use them as a 
differentiator. 

So, where do we start? 
What do we do to actually 
differentiate our products or 
our USP? 

a. The first thing to do is to 
identify our target patient 
group.

b. We can further go on by 
summarizing of what we 
know about our patient's 
problems, challenges, needs 
and fears. 

c. Follow that with a short 
description of how your 
service or treatment 
protocol will address what 
the patient needs and how it 
makes their life better. 

d. Mapping this against the 
patients' alternatives i.e. 
our competition will help 

find the real differentiators. 
They are often not 
technological, but rather 
business differentiators like 
service, quality, efficiency, 
relationships and so on. 

e. If nothing jumps out, then 
we have an interesting piece 
of information.

f. Look beyond the basics 
and for the opportunities 
"outside the box" as we 
might be surprised by what 
we find.
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or other social profiles, as 
well as your dental clinic 
website. This will maximize 
the reach of the video, while 
also providing fresh content 
for these profiles.

3. There are a lot of other 
ways to differentiate our 

4. Create your own YouTube 
channel (with your ‘free’ 
google/gmail log in) with 
new videos uploaded 
frequently. YouTube is now 
the Internet’s 
second largest 
search engine, 
with over 2 
billion views 
per day. Having 
several one to 
two minute 
videos on both 
the clinic’s 
website (the 
paid one) or a 
free webpage 
and a YouTube 
channel can be an effective 
part of a comprehensive 
online marketing strategy 
and can also be an epic 
win in terms of search 
engine optimization. The 
videos play into Google’s 
algorithmic preference 
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