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Managing your dental practice better
with a few rules of marketing - Part - X
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This Practice Management 
series is about managing 

the practice better with a 
few rules of marketing which 
are broadly of two types - 
external and internal. External 
Marketing, by definition, is 
the action of promoting and 
selling services/products, 
including market research 
and advertising to clients and 
potential clients. External 
marketing is what the world 

sees or perceives as advertising, 
or direct promotions. Internal 
Marketing, by definition, is an 
ongoing process that occurs 
strictly within an organization 
whereby the functional 
process is to align, motivate 
and empower employees at 
all management levels to 
consistently deliver a satisfying 
patient experience. In a 
nutshell, external is expensive, 
whilst internal isn’t. To achieve 
a complete approach to your 
marketing, it is essential to 
have an awareness of both the 
internal and external aspects of 
what you do. 

The above distinction was 
necessary for the readers to 
mark out what is internal and 
external in the following ‘Rules’ 
of marketing.

13. Rule 13: Differentiate but 
don’t fear competition or find 
illogical/illegal ways to block 
competition.

Understanding how your 
clinic and its service stacks 
up against the competition is 
a logical step towards creating 

a message that is convincing 
and compelling, but before I 
dwell upon competition aspect, 
let’s discuss somewhat similar 
but technically different to 
what was discussed in the 
SWOT analysis - How to 
be DIFFERENT or HOW to 
DIFFERENTIATE. 

As discussed in June 2017 
Issue, Part VI of this series 
– Marketing Strategy Guru, 

Jack Trout had once said 
"differentiate or die." That 
doesn't necessarily mean 
bashing the competition. We 
all have ample dental clinics 
around us. No one can vouch 
for the fact that he is practising 
in an area where he is the only 
guy (dentist) available in that 
area. Many potential patients 
believe that one dentist is as 
good as another. 

They think they can get an oral 
prophylaxis (scaling/cleaning), 
restoration/filling, tooth 
whitening, or a crown from any 
dental clinic in the area. 

 What does that mean? 

That means we have to 
differentiate ourselves (Apart 
from doing a SWOT analysis 
and applying it accordingly as 
explained in depth in previous 
3 issues of this series) 

A few points to ponder:

 What makes your clinic 
different from dentists in 
your area? 

 What sets you apart from 
them? 

 Why should patients visit 
your more often for dental 
treatment?

Until we have good answers to 
the above questions and they 
are communicated clearly to 
your target group audience 
(patients), one can’t hold much 
ground for long in the practice. 
The excellent clinical skills 
‘only’ won’t set you apart in the 
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minds of prospective patients, 
who might not be qualified to 
make such a judgment. 

Differentiation is the way 
you go about separating 
your services from the crowd 
so it is more appealing and 
attractive to your potential 
patients. Differentiators are, 
by definition, those things that 
make your clinic, facilities or 
services different. Today in 
this high-tech and fast moving 
world, technology at a product 
level is usually only a short-term 
differentiator; but the latest 
gadgets of dentistry can be very 
compelling differentiators. For, 
just consider a RVG (Radio 
Visio Graphy; as an X-ray 
device, it is much different 
from the common X-ray film 
and it is the design and image 
of the RVG that make it such 
a coveted status symbol. The 
objective is to create a position 
for your gadget (or Clinic) that 
others perceive as unique. 
You will need to explore other 
areas for differentiators that 
are strong enough to serve as 
a foundation for your practice 
marketing. Just think about it, 
what is it that sets your clinic 
apart from your competitors. 

Usually, the answers that crop 
up in our mind are the phrases 
like “high quality,” “we make 
beautiful smiles” and “patient 
care is our highest priority”; 
all of which are too generic to 
distinguish one practice from 
many countless others. Begin 
the process of positioning your 
practice in the competition by 
writing down all the points that 
you think make your practice 
positively different from others. 

These can range from the 
highly professional to the 
mundane. Edit the list later 
as some of them will be worth 
using while some won’t be. The 
most common points can be a 
few from the possibilities as 
discussed in SWOT analysis as 
well:

1. Your credentials and those 
of your staff members 
(associates, if any)

2. Comfortable, attractive 
reception areas with all 
amenities (the latter only, 
if space allows)

3. Latest gadgets with latest 
technology (if budget 
allows)

4. Easy accessibility and 
good location (if falling in 
pocket)

5. Enough Parking Space (if 
location allows)

6. Excellent customer service 
(friendly behaviour)

7. Comprehensive treatment 
plans and options 
available (skills to the 
fore)

8. Range of plethora of 
services (options don’t 
always spoil)

9. Free Wi-Fi for the patients 

10. Family friendly 
environment

11. Cheerful & helpful staff

12. Convenient working hours

13. Great verbal relationship 
with patients

14. Range of payment options 
– Cards, Net banking etc

15. Your ability and 
understandability to 
explain dental problems, 
treatment, and home care

How to go about this task? 
Your knowledge of Internal 
Marketing (IM) comes to 
the fore here-in as you try to 
forge an internal marketing 
strategy, where employees are 
treated as “internal customers” 
who must be convinced of a 
company's vision and worth 
just as aggressively as “external 
customers (read patients).” The 
goal of internal marketing here 
would be to align every aspect of 
the clinic’s internal operations 
to ensure they are as capable 
as possible of providing value 
to their patients. If a clinic can 
operate in a coordinated and 
standardized way, that clinic 
can provide a more consistent 
experience to their patients. 
IM is based on the idea that 
patients’ attitudes toward a 
clinic are based on their entire 
experience with that clinic, 
and not just their experience 
with the clinic’s products like a 
restoration or an implant. Any 
time, a patient interacts with 
a staff member, it affects their 
overall satisfaction. Everyone 
from the receptionist to 
assistant to associate helps to 
shape that patient's experience. 
Therefore, patient satisfaction 
is deeply dependent on the 
performance of the clinic’s staff 
including the owner, i.e., YOU.

1. Shortlist your USP 
(Unique Selling 
Proposition) according to 
your setup. 

2. Brainstorm with your 

team/staff after explaining 
the reasons and let them 
also come up with various 
differentiators after 
encouraging discussion. 

3. Get feedback from your 
extremely loyal patients 
about your competitive 
strengths. 

4. Rely on your vision, on 
where do you foresee your 
practice in 10 years time. 

5. Put all important changes 
and improvements on the 
table and into the practice. 

6. Though you can’t market 
what doesn’t yet exist, 
you can begin to reshape 
the image of the practice 
as you work to reengineer 
the underlying reality. 
For example, if you want 
to become a cosmetic 
dentistry specialist, you 
can start concentrating 
your marketing efforts 
on promoting your 
current and limited range 
of cosmetic services, 
gradually adding more 
under the cosmetic 
marketing umbrella 
already established. 

7. Do your SWOT 
(Strengths, Weaknesses, 
Opportunities & threats) 
analysis. 

8. Identifying and 
prioritizing your 
competitive strengths, 
both current and 
emerging¸ will give you 
the branding messages 
needed to drive your 
marketing strategies 
effectively. 
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