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18. Rule 18: Be Convincing, 
Compelling & Persuasive 
but give your patients a 
good service, consistently 
(Contd.):
We all have heard the adage 
since time immemorial 
that the customer is always 
right. In fact, this is a 
much quoted catchphrase 
in any entrepreneurship or 
business and sometimes to 
meet customers' demands, 
individuals and companies 
go to ridiculous extents. 
However, treating customers 
for always being right can be 
self-destructive and can have 
far-reaching consequences for 
any business and everyone 
associated with it, even the 
customers. 

We had started discussing an 
alternative philosophy in the 
last issue of The IDA Times 
that said Customer is NOT 
ALWAYS Right. My ‘late’ father 
was a very staunch promoter 
of this alternate philosophy as 
he had worked in the banking 
sector (SBI) for 34 long years 
and had done a lot of public 
dealing himself; hence I am 
putting forward his viewpoint 
in this context as well along 
with mine for this issue. 

I had mentioned Point No. 1 
in that series of compelling 
arguments where it didn’t 
matter for the involved 
companies whether they will 
make or lose money (profit or 
loss) from that customer in the 
long run; but it was surely a 
matter of respect and dignity 
for them. Let’s continue further 
on the same from Point 2:
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2. Small or Medium Scale 
Businesses or Clinics have 
limited resources: A normal 
small scale or a medium scale 
business enterprise or, for that 
matter, dental clinic is neither 
all that supreme, nor are our 
employees omnipotent. We 
(most dental clinics), especially 
the fledgling ones, operate with 
limited resources like limited 
time, money, energy and even, 
patience. Every business 
has its share of discontented 
customers, so does our clinic 
and whatever might be done 
to satisfy those patients’ 
needs and wants, a few will 
always continue to be a crab-
apple and usually crib and 
complain. At this juncture, I 
always advise my colleagues to 
develop a sixth sense to judge 
realistically between a really 
pained patient and a grudging 
patient. One should never feel 
guilty and culpable in every 
such petulant patient and it is 
a lot unwise, actually affecting 
our routine in a negative way 
taking away our peace of mind. 
All honest efforts must be made 
to address the genuine issues 
of a patient, but thereafter the 
matter should be closed and we 
should move on. We, as clinics, 
of course depend on a lot of 
referrals but such patients, 
even if satisfied, are rarely 
going to give us any referrals. 
It is actually injudicious and 
immature to spend all the time 
and energy to satisfy someone 
who does not intend to be 
happy only, no matter how far 
you bend over and that is an 
ugly truth. Full attention and 
due diligence should be given to 
finer details in any treatment 

module in clinic. If you feel 
you have done your best to 
address the issue, you should 
not feel guilty about moving 
on from such patients. In fact, 
it is your responsibility to keep 
going and is irresponsible to 
continue pouring yourself on 
to one patient at the expense of 
other patients. All patients do 
deserve our best efforts in our 
clinic but it is a hard, cold and 
a true fact that all of them do 
not value the same. The onus 
is on us to identify the same 
and move on after doing our 
best for them. We still should 
not forget that although the 
adage is not fully right but this 
is a customer centric world and 
there are lots of good customers 
amongst a few bad ones.  
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risky to give the customers 
the liberty to think that they 
are always right. There are 
examples when a few patients 
assume highly preposterous 
things for dentistry like a 
crown or a restoration will 
last forever (till the patient 
is alive). I have myself seen 
colleagues promising moon to 
patients just for the sake of 
selling (promising a life of 15-
20 years). Well, that is another 
aspect altogether, but a dentist 
clearly telling the actual life of 
the same and still, the patient 
presuming vague and absurd 
proportions of a consumable 
like a restoration or a crown 
to ridiculous heights is very 
dangerous for our profession. 
The key here is to establish 

before the patient, in 
a very subtle yet an 
amicable way, that in 
your clinic, your rules 
apply and you are the 
expert and the boss 
or the final authority. 
Patients can sometimes 
be frustrated over trivial 
things when certain 
things don’t work 

according to their expectations. 
Of course, there, not we, but 
high expectations in patient’s 
minds are to be blamed. Giving 
proper education and details 
of the function and life of 
treatment modality done along 
with the do’s and don’ts yourself 
or the staff will help patients 
understand the expertise of the 
dentist and the staff more. This 
is also important so that the 
patient doesn’t selfdestruct the 

work done by you. This helps us 
to be less crazy, not lose sleep 
over small things and get even 
further happier patients.  

4. Gives an unfair advantage 
to abrasive customers: Some 
customers literally abuse 
the slogan ‘The customer is 
always right’, and demand 
unrealistic and unreasonable 
deals believing that the maxim 
just gives them an exclusive 
right to just about anything by 
virtue of its weird definition. 
This does sometimes make 
your staff’s job harder, in trying 
to deal with such customers. 
Effectively, it means giving 
better conditions and services 
to abusive people and lesser 
of the same to your genuinely 
nice customers. Realistically 
speaking, it doesn’t make any 
sense and is practically a wrong 
approach as the word will 
spread across thick and fast 
that this happens at your place 
giving more chance to mala fide 
intentioned people to abuse 
the relationship and nicer 
ones to have lesser privileges 
than them and by chance if 
such a message spreads about 
the dentist or the clinic, it is 
detrimental in both ways; the 
nice and the genuine ones will 
feel left out or cheated while 
the friends of rowdy ones will 
further abuse this relationship. 
I will quote an example of food 
delivery giants – Zomato and 
Swiggy. Swiggy is known for 
being ultra sensitive to its 
customers and replaces the 
order or reimburses the cost 
as per customer choice without 
any evidence or so, hence, 
wanting to get an overall image 
of being empathetic towards 
its customers, whereas it is the 
reverse with Zomato, who asks 
for an evidence or a picture 
of the bad food or the leftover 
food to get it checked before 
giving replacement or refund. 
Hence, opportunistic customers 
have started abusing Swiggy 
platform in the garb of not so 
happy customer experience 
adage and are misusing it 
every now and then, at least in 
my town.  

5. We can’t treat everyone in 
our area: Colleagues in zeal 

This issue is a Tribute to my late father (a co-author with me for 
this issue) who left for his heavenly abode on 30th June, 2019 and 
it will be his 76th birthday on 12th August, 2019 when most of you 

will be reading this issue

3. Patients are not omniscient 
or experts: You and your 
staff know what exactly is 
best about your field or, say, 
line of treatment. In today’s 
technological era when Google 
is within palm’s reach (big 
thanks to Reliance Jio), coupled 
with the excellence of ‘Dr. 
Google’, there will be times 
when a patient thinks that 
they are Mr. Know All and they 
assume that they can guide 
you in a certain way, especially 
the so-called patient guided 
treatment plans, but this surely 
must be the limit. If a patient 
can presume or try to establish 
that they know better and try 
to share opinion and advice on 
how we should run our practice, 
this surely is a ludicrous 
proposition. Irrespective of the 
type or sector of business, in 
our case, practice, it is pretty 
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to treat every single patient 
end up losing many from that 
target group of patients. We 
have to simply understand that 
we can’t treat everyone in our 
area and sometimes have to 
let go of various perennially 
complaining and abusive 
patients, who might be good 
paymasters otherwise. Such 
patients are sometimes a source 
of irritation and demotivation 
to your staff. Studies have 
shown that such disgruntled 
patients require unusually 
high amount of resources, 
erode staff morale and increase 
their stress levels amongst 
many more. Such discontented 
patients should be dropped 
politely from our repertoire of 
patient OPD. No such patient 
will take this dismissal very 
kindly and you will also end 
up losing up on some amount 
of moolah but then sometimes, 
it is a sensible approach to lose 
some revenue (tangible gains) 
in return for so many positives 
(yet, intangible gains) as such 
dissatisfied patients are never 
indispensable for any clinic. 

6. Businesses have to realize 
that some customers are just 
plain bad: Most businesses 
think that the more the 
customers the better it is for 
them, but bluntly speaking, 
some customers are quite 
simply bad for business. There 
have been stories reported 
especially in IT line where in 
an IT company named LMN, 
a service technician arrived 
late at a customer’s site for 
a maintenance task and he 
was treated very rudely by 
the customer much to the 
shock of the technician. After 
returning from the site after 
successfully attending to the 
complaint, when he narrated 
his horrifying experience to 
the management, the company 
promptly cancelled the 
customer’s contract. Just like 
Mr. ABC dismissed the lady, 
Mrs. JKL who kept complaining 
but somehow also kept flying 
on XYZ airlines (The IDA 
Times Part XXXI – July 2019), 
the IT Company, LMN ‘fired’ a 
bad customer. The matter here 
was not even for a financial 
calculation, whether the IT 
company, LMN would make or 
lose money on that customer in 
the long run, but it was a simple 
matter of respect and dignity 
and of treating the employees 
right. We also encounter such 
patients in our OPD’s on a daily 
basis and we do try to appease 
them in one way or the other by 
going out of the way, but what 
we sometimes get is an abuse 
of professional relationship 
between the patient and us.

7. Makes the life of employees 
miserable: We as clinics will 
have our share of malicious, 
nasty, rude, grumpy, abrasive 
and snappy patients who will 
end up rubbing us and our 
clinic in a wrong way or as they 
simply say in management 
lingo, there will be some who 
will end up waking on the 

wrong side of the bed. Beware 
of such patients. We can’t 
react with appeasement or 
guilt, that would be a grossly 
inexperienced act, isn’t it? 
If we try to convince our 
employees that such patients 
are always right, they would 
end up getting dejected. There 
will be times in your lives 
when you will have to make a 
choice between an insufferable, 
enraged, intolerable, irate 
patient and your old loyal staff; 
it is always wise to choose the 
latter. Your patients should 
get this message loud and 
clear that, although they are 
indispensable and you value 
them a lot, but the staff gets 
an extra mile when it comes to 
supporting them as you won’t let 
your patients abuse them. This 
does nothing but build an extra 
layer of loyalty in your staff’s 
mind for you which, in turn, 
reflects on to their service they 
shower on to your patients. We 
all can vouch for the fact that 
unhappy employees provide 
poor patient service whilst 
happy employees always go an 
extra yard in making patients 
happy. Remember, there will 
be times, when the staff might 
actually mistreat a patient, 
albeit unintentionally. Even 
then the maxim of customer is 
always right won’t become true 
automatically just for a single 
isolated incident. You can 
overcome that situation with 
proper guided training to your 
staff which surely will pay you 
richer dividends in future.

customers on priority is akin 
to one of the biggest betrayals 
of employees a boss can 
possibly commit. The customer 
is sometimes wrong in their 
perception and feedback as 
well. The customer rights 
are not supposed to abuse 
employees’ rights. In a book 
written by Gordon Bethune 
(CEO, Continental Airlines 
1994-2004) “From Worst to 
First”, he narrates a short 
story, reproducing the same 
as it is. A Continental flight 
attendant was once offended 
by a passenger’s child wearing 
a hat with Nazi and KKK 
emblems on it. It was pretty 
offensive stuff, so the attendant 
went to the kid’s father and 
asked him to put away the hat. 
“No,” the guy said. “My kid 
can wear what he wants, and 
I don’t care who likes it.” The 
flight attendant went into the 
cockpit and got the first officer, 
who explained to the passenger 
the FAA regulation that makes 
it a crime to interfere with 
the duties of a crew member. 
The hat was causing other 
passengers and the crew 
discomfort, and that interfered 

with the flight 
a t t e n d a n t ’ s 
duties. The 
guy better put 
away the hat. 
He did, but he 
didn’t like it. 
He wrote many 
nasty letters. 
We made every 
effort to explain 
our policy and 
the federal air 
r e g u l a t i o n s , 
but he wasn’t 

hearing it. He even showed up 
in our executive suite to discuss 
the matter with me. I let him sit 
out there. I didn’t want to see 
him and I didn’t want to listen 
to him. He bought a ticket on 
our airplane, and that means 

we’ll take him where he wants 
to go. But if he’s going to be rude 
and offensive, he’s welcome to 
fly another airline. The fact is 
that some customers are just 
plain wrong, that businesses 
are better off without them 
and that managers siding with 
unreasonable customers over 
employees is a very bad idea, 
that results in worse customer 
service. So put your people 
first and watch them put the 
customers first. 

Excellent customer service is 
the crux of any business and so 
does it applies to our business 
of dentistry as well and we 
should make sure that we do 
give so with aplomb, but by 
just adopting the said maxim, 
we unnecessarily give power 
to our offensive patients and 
also create a bad experience for 
other nicer patients sometimes. 

The key is to build the skills 
of the employees in making 
accurate decisions and we have 
to support them to do their best 
while dealing with patients 
without allowing the impolite 
ones to dictate us the rules. 
Stay tuned for continuation 
and culmination on this concept 
in the next issue of The IDA 
Times (Part 33).
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 Always more motivated.

The flip side is equally thorny 
when the business owners 
consistently side with their 
customers more, sidelining 
their employees as it sends 
them a few below mentioned 
messages that:

 Employees are not valued 
in this company or business 
entity.

 Treating employees fairly is 
not important.

Employees have no right to 
respect from customers.

Employees have to put 
up with everything from 
customers.

When the above mentioned 
(siding customers more) 
attitude prevails, employees 
stop caring about offering 
their best services. What the 
customers can hope for, or start 
getting, is a fake good service 
which is at best courteous on 
the surface only. 

9. The wrong attitude pits 
management against the 
employees: The customer is 
always right aphorism gives 
an unfair advantage to your 
patients over our staff and 
pits them against you causing 
bitterness and an overall sense 
of resentment that employees 
are not valued, however, best 
they may do and patients will 
always be preferred over them. 
This is true especially in bigger 
setups with multiple staff where 
multi-speciality treatments 

are being offered. 
What it also does 
is undermine the 
employees’ authority 
and control in 
their workspace 
and makes the 
employees lose faith 
in management that 
there is any trust 
factor between the 
two causing further 
harshness. Hence, 
it is always better 

to put employees first as they 
are the ones you have to spend 
your maximum time with 
during a work stay. We can 
rest be assured that once we 
wholeheartedly support them, 
the end result would be more 
number of contented patients.  

8. In the longer run, it causes 
worst customer service overall: 
If we put our loyal worthy 
staff ahead of such pejorative 
customers, it is bound to pay us 
back in terms of enhanced skill 
sets and a loyalty bonus (no pun 
intended) from staff side. It also 
puts your employees in a happy 
space and enhances their work 
output and affects their work 
sojourn in your place. The CEO 
of a corporate travel agency, 
Rosenbluth International, Mr. 
Hal Rosenbluth, has reiterated 
this approach in his book titled 
“Put the Customer Second – Put 
your people first and watch’em 
kick butt”. Also, statistically 
speaking, studies have shown 
that employees who are happy 
at their work place give a better 
customer service: 

 Care more about other people, 
especially customers.

 Are more energetic. 

 Are in a happy space broadly 
meaning they are more fun to 
talk to and interact with.

10. Some customers are just 
plainly wrong: Sometimes, it 
is good to consider dismissing 
customers’ complaint at 
the cost of employees. For 
some companies, listening to 
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