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ABSTRACT 

Marketing our dental clinic practice can be 

a very dicey thing; especially when the 

attention span to such an activity is limited 

and we have to always keep looking 

around to control our mind being pulled in 

so many different directions. There are 

way too many distracters around us to 

decide on the most or the least priority 

tasks needed to us. It is an established fact 

that in today’s social media savvy times, 

marketing is extremely vital to increased 

traffic and is the key to the success of any 

business and thus, dental practices can’t be 

an exception. For any dental practice to 

grow at a bare minimum level, a dentist 

should be having a minimum of 15 new 

patients in a month. But how do you get 

them? We all know that bringing in good 

patients and also lots of them, is very hard 

as well. Hence, marketing your dental 

practice involves a lot of planning and 

thus, marketing should be your time well 

spent.  

 

INTRODUCTION 

We all have a minimum professional life 

of 6-8 hours out of a maximum possible 24 

hours in a day. We have to remember that 

we are parallely working as well in clinic 

along with doing consultations to make 

conversions actually happen in our 

practice. Thus, between finding new 

patients and catering to the already 
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existing databank of patients, marketing 

can fall much low on the list of priorities. 

The way the digital world has come to a 

screeching halt in the palms of most 

individuals (Big Thanks to Reliance Jio for 

that), every search begins on mobile phone 

first and hearsay later. But in this today’s 

social media studded world, when we 

don’t have a proper Me-time (for 

ourselves), a proper family time, can we 

afford that extra time for marketing? The 

traditional dental marketing practices like 

the word of mouth may still be the best, 

but who has the patience for those 3-5 

years in this today’s fast moving racy pacy 

and expensive world where the expenses 

are surmounting day by day. As per a 

study done in 2018, 97% of consumers go 

online to find local services, 73% use 

online search engines to research dental 

treatments and the first step 72% of 

patients take when searching for a new 

dentist is looking up online reviews.  

Welcome to the age of digital dental 

marketing. 

 

REVIEW 

Let’s define Marketing!!! 

Marketing is about creating satisfactory 

exchanges via effective and integrated 

communication with consumers and 

building relationships with customers and 

with other publics who could impact 

organizational performance by means of 

effective corporate communication. 

 

However; Marketing is not selling. 

 

Who says that? 

 

None other than the guru of all marketing 

gurus, Philip Kotler. 

Selling, of course, is part of marketing, but 

marketing includes much more than 

selling.  

Peter Drucker observed that “the aim of  

marketing is to make selling superfluous.”  

What Drucker meant is that marketing’s 

task is to discover unmet needs and to 

prepare satisfying solutions. When 

marketing is very successful, people like 

the new product, word-of-mouth spreads 

fast and little selling is necessary.  
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 Marketing cannot be equivalent to selling 

because it starts long before the company 

has a product. Marketing is the homework 

that managers undertake to assess needs, 

measure their extent and intensity, and 

determine whether a profitable opportunity 

exists. Selling occurs only after a product 

is manufactured. Marketing continues 

throughout the product’s life, trying to find 

new customers, improve product appeal 

and performance, learn from product sales 

results and manage repeat sales. 

               Marketing is creative, 

exhilarating and I must say, pure fun. 

  Brainstorming ideas late into the night, 

throwing ideas around, watching them get 

better and bigger by the minute in a group 

is very cool and exciting. Seeing your ad 

in print for the first time or watching the 

results of an email campaign right after 

you hit the send button – it is pure 

adrenaline.  

           Marketing folks are, for the most 

part, not too fond of process, reporting or 

anything that might limit creativity. At 

least that's how most non-marketers view 

marketing people. Some marketers would 

certainly classify themselves as "right-

brain" types, not inclined to 

documentation, data or discipline. Not 

everyone fits this description and it might 

be hard for some of you to hear. Marketing 

is one of the last disciplines to apply 

process, automation and technology to 

improve both efficiency and effectiveness.  

          I have always believed and the 

literature also proves it that marketing is 

not only external but ‘internal’ too. 
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We as dentists would and should be 

interested in doing internal marketing 

rather than external marketing which in a 

lay man language is known as advertising 

and promotion. 

So as a reader are you wondering? 

What exactly is internal marketing?  

Can I do it?  

Am I capable of doing it with no prior 

‘MBA’ or something similar? 

Shedding some light on internal marketing 

would be like opening a can of worms. 

Internal marketing practically, is the 

communication of information (many 

types) that needs to be shared with staff 

members. It is important to coordinate the 

efforts of employees/staff members to 

strengthen the performance of the 

company (in our case, read clinic or dental 

office). Our clinic usually strives to 

provide an exemplary customer 

experience; we need to train our 

employees to provide that experience, but 

creating a workforce that is educated about 

our goals and enthusiastic about meeting 

those goals is not as easy as some would 

expect. Businesses must make serious 

efforts to distribute timely and relevant 

information so that every employee is 

working toward common goals. A 

disorganized workforce and an 

inconsistent marketing message are easy 

ways to lose a business. 

        There was a time when an awesome 

creation got its due and was appreciated 

for being brilliantly creative, but now the 

times have changed. With so much 

technology at our disposal, we hardly need 

to look around more things and much is 

available at our fingertips. 

              ‘Managing Clinic for Dentists – 

The Efficient Clinician Master Key’ is just 

my assembly of ideas and theories and a 

collection of a few practical and 

methodical approaches that I have been 

compiling ever since my M.B.A.’s 

finished. The only plan was to create a 

series of gentle and helpful reminders; 

things that doctors/dentists as ‘planners’ 

should know & should do, but don't 

always have the time or patience to do so.  

We are in a ‘noble’ profession 

where technically marketing was 

considered to be ‘legally’ prohibited 

earlier. It is allowed now albeit with a few 

limitations. 

I will start with a few ‘Rules of 

Marketing’ in this series of articles after a 

little introduction above about marketing. 

As you go through the rules, I request that 

you don't take them literally as they are my 

series of anecdotes and observations which 

might be a different point of view than 

yours. Please feel free to share the same 

with friends & family that you think might 

benefit from some experiences. You can 

use them to start a discussion about what 

you think the rules should have been. Also, 
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I will suggest you that don't read the rules 

in order; just randomly sail through them 

until you also have a ‘Eureka’ and if that 

lets you shriek out a cry of joy or 

satisfaction, then I would believe my job is 

done.   

After all, these are my rules.  

What are yours? 

 

Please do share with me in the feedback at my email drbhavdeep@gmail.com or 

SMS/Whatsapp at 98761-93039. 

 

(Image Source: Google) 

 

          

So as I said, like every discipline, 

marketing also has a particular regimen & 

a schedule; with a proper development of a 

perfect plan followed by a deft execution.  

         

     As is the saying, “You can have 

brilliant ideas, but if you can't get them 

across, your ideas won't get you 

anywhere"; hence the RULES of 

marketing. 
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The RULES  

1. Rule 1: Rule 1 says Rules are 

meant to be broken. 

             Don’t follow them blindly; 

break them sometimes, after all, we 

are humans; have emotions, and we 

are not robots who have to follow 

all the instructions all the time; but 

breaking certain rules, sometimes 

is different from breaking all rules, 

all the time, just because ‘I said so’ 

is entirely unacceptable. Use a little 

discretion sometimes; after all you 

also have a top floor (brain) as 

well. 

 

2. Rule 2: Marketing must result in 

sales 

           Marketing is essentially a 

‘right-brain’ activity, not inclined 

to data, documentation and 

discipline as it to an extent limits 

the creativity of the marketers. 

How effective is your marketing 

doesn’t necessarily reflect in your 

visibility at various forums but in 

your effective ‘conversion rate’. 

Marketing is essentially the way, 

the messages about your clinic’s 

products (methods & materials) & 

service; which you provide are 

conveyed to your walk-in patient or 

a referral patient, to elicit a positive 

response or effectively known as 

the sales. Putting it in a simpler 

way, Marketing is conveying of 

your ‘brand’ to the patient to 

garner his attention resulting in his 

convincing to get his job done from 

you. 

 

3. Rule 3: Plan a little; so you can do 

a lot more. 

              T-20 Cricket can be easily 

analyzed as a game; initial half 

played by the Coach in the dressing 

room and the latter half by power 

hitters in the ground. The coach 

plans and the power hitters execute 

the same. The same way marketing 

goes about the task in a proper 

phased manner. Essentially, 

everyone in this arena can be 

classified into either a ‘Planner’ or a 

‘Finisher’. Planners plan, analyze, 

assess, request more info, then re-

assess and if situation changes, they 

repeat the whole process again. They 

usually just plan and don’t work that 

much. Having said that, planners are 

still a vital cog in the whole process 

as without them, the workers or the 

‘Finishers’ as we say would be like 

chickens running with their heads cut 

off. The finishers are the actual 

‘doers’, with great ideas in tow, 

excitement and energy levels at their 
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peak, the finishers are always 

jumping on the bandwagon; in the 

process, their enthusiasm & 

commitment rubbing off on others; 

thus making everyone work; but the 

question is, are they doing the right 

things in consistency with the 

strategy and the laid out objectives? 

         The bottom line is that to 

achieve the desired goals, we need 

both planning & finishing. There is 

actually a very thin rope between 

planning & doing and if the scales 

tilt on any particular side; in the final 

outcome, it is reflected as a lack of 

balance between strategy & 

execution. Well, thanks to planning, 

we can develop brilliant strategies – 

on paper at least and thanks to 

finishing, we can spend a lot of time 

and money without much to show for 

it. My Late Father (He passed away 

recently on 30
th

 June, 2019) used to 

tell me "If you slow down, you will 

go faster" and he was right most of 

the times (even when I have just 

crossed 43 myself and I sometimes, 

yell at my own daughter).  

How many times do you realize/wish 

later had you had just taken a minute 

at that moment to think something 

through before you jumped in?  

How about you?  

Did this ever happen with you? 
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4. Rule 4: Know what you are aiming 

at. 

    Before we embark on any 

venture, we have to ask ourselves a 

particular question every time, 

“What are our goals & what are we 

trying to accomplish?” The beauty is 

that most of the time, we think it to 

be too naïve a question, thus it 

usually goes un-asked and most of 

the time, unanswered. Marketing 

strategy connects us to where we are 

with a vision in our mind of where 

we want to be in due course of time. 

Identifying primary goals is of 

paramount importance, for e.g.  

        Do we want to make our 

patients aware of our new services; 

we have launched with new 

gadgets/products and ultimately with 

increased awareness achieve growth 

& profitability?   

Or 

 Is it just the focused agenda to 

increase the conversion rate and 

ultimately achieve high profitability? 

 

(Image Source: Google) 

 

         

Identify your primary target 

audience; the kind of patients you 

want to target with your enhanced 

services. Creating a content strategy 

without a clear understanding of your 

audience is a bit like setting a boat 
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adrift without navigational tools. 

You are out there and you are taking 

action, but you are 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 Return on 

Investment (ROI). Let’s start with 

goals.  

        It’s easy to think about goals in 

different ways. Just quoting a 

random example here in below: 

“I want to do 20 RCT’s with my 

newly bought Apex Locator in the 

next month (not all cases, but a 

fixed percentage for trial) with 

those 20 paying me an increased 

price”  

“I want to get 10 new patients of 

RCT through these above 60 

patients in next 3 months (as 

supposed above, 20 each month) 

through inbound marketing.” 

“I want to double my profit 100% 

each month on these ‘inflated 

charge RCT’s’ in my regular 

patients so that I recover my cost of 

Apex Locator soon.” 

What these goals don’t articulate 

though, the truth lying right 

beneath the surface and driving 

every content effort, is a desire to 

reach more people with my newly 

bought gadget (Apex Locator). 

There is a need to identify specific 

people, that your brand will 

resonate with and who will take 

action to buy, use and promote 

your products and services. 

Beginning every campaign with 

a strong understanding of your 

audience is one of the best ways to 

ensure your success. That is where 

the concept of target audience 

comes in. A target audience is a 

particular group of consumers 

within the pre-determined target 

market, identified as the targets or 

‘recipients’ for a particular 

advertisement or 

message. Businesses which have a 

wide target market, will focus on a 

specific target audience for certain 

messages they are trying to send, 

rather than the whole market which 

would have included the whole 

population. 

 

5. Rule 5: Get to know your patients 

or the Target Audience. 

          It is commonly understood 

among marketers that, in order to 

develop a message that will be 

http://www.wjasr.in/


Dr. AHUJA ET AL : MANAGING CLINIC FOR DENTISTS – PART I  

 

www.wjasr.in                             Vol. 3 Issue 1 Jan – Feb 2020 Page 32 

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 

approaches 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: 

a. Know what they want: 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 spends. The 

cornerstone of an effective 

marketing program 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. Communicate clearly:  

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 for them. 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 
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communicating clearly and 

honestly, creates positive 

word-of-mouth and referrals. 

c. Use your reputation to your 

advantage: 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 by 

passing on their praise – 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 as well. 

So, it is a given 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 will 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 and location". 

Ms. Vidya Balan, a bollywood 

heroine also said in the film ‘The 

Dirty Picture”, that films run due to 

primarily three reasons – 

entertainment, entertainment and 

entertainment. That’s why it is 

called an entertainment industry. 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. 
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Understanding behavior 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 esthetics. 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 

(upgradation), 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 

are creating content.  

If you are writing a piece about 

social media management tools, 

how do you frame it correctly?  
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The answer, of course, all depends 

on who you are writing for.  

Why audience matters:  

As I said above also, creating a 

content strategy without a clear 

understanding of your audience is a 

wrong approach. Working hard is 

fine but without a clear headed 

approach and a pre-determined 

goal is surely wrong. The ROI 

always matters because no one 

likes his balance sheet to be in the 

red zone after investing time, 

energy and most importantly, 

money. Let’s look at few other 

goals. 

It is 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.” 

The goals will still reflect the zeal 

to reach the maximum audience in 

our range an in our case, treat more 

people with our acquired skills and 

new gadgets.  

Everyone loves money, name and 

fame, Isn’ it?    

If you have just launched a startup 

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 to everyone. Targeted 

marketing, thus become very 

important in this regard. Having a 

well-defined target market is more 

important than a large number of 

patients from all classes and 

categories. 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. 
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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 are not 

excluding anyone; you are 

choosing where to spend your 

maximum time, energy and money 

positively for a better output. 

Selecting a target audience will 

help save you a lot of 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. 

 

7. Rule 7: Learn to identify your 

Target audience. 

How will you do that? 

Following are a few steps to 

decode your target audience:  

(1) Who are they? Every patient 

screening starts with a 

fundamental understanding of 

who your patients are. 

Demographic profiles are 

limited in their potential to 

uncover motivations and 

spending patterns, but they are 

a great launch point for any 

discussion and as they say 

‘Never underestimate the 

pocket of your patient’. Your 

patient could be an investment 

banker working six days a 

week, a housewife who used to 

work earlier but is now 

dependent on her husband’s 

income, or a daily wager who is 

struggling to make ends meet, 

or a businessman who has 

enough money but not enough 

time or endeavour to spend it. 

These other details hang on that 

scaffolding and give it a 

context. It is this context that 

helps you sell. Still, without a 

fundamental understanding of 

where your prospect is coming 

from and how he/she lives her 

life, digging deeper into their 

needs and motivations is going 

to be a challenge. Always build 

your audience profiles on a 

solid demographic base. 

(2) What is their Most Pressing 

Issue, Problem or Desire? 

Every person mentioned above 

has something that keeps them 
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awake at night. It might be a 

persistent problem – such as an 

inability to smile freely in 

public because of 

discolouration/broken anterior 

teeth, scathing pain in teeth and 

jaws, inability to eat 

hot/cold/sweet in parties or 

even home, afraid of false 

dentures coming out publicly 

and many more. Being a 

dentist, we can think of dental 

reasons, but they can be non-

dental reasons also like an 

inability to get an 

entrepreneurial venture off the 

ground, find the willpower to 

be healthy or sustain a healthy 

relationship. It might be a 

momentary issue such as 

insomnia, the need to make the 

ends meet or a desire to figure 

out on how to deal with a 

difficult client. We have to 

make sure that we do figure out 

the dental problems easily and 

conveniently. Understand the 

predominant problem that has 

brought your previous patients 

to your door – especially your 

best and most profitable 

patients – helps you recognize 

that motivation in others. Your 

pattern recognition for the 

people that comprise your best 

patients will improve 

dramatically. It also helps you 

create content that attracts more 

of those prospects. 

(3) Where do they get their info? 

How your patients’ gather 

information is absolutely 

critical and how to convey your 

message even more critical. 

Choosing the channels that you 

use to deploy your messaging is 

absolutely important. Creating 

a brand to reach out prospective 

patient either via website or 

blogs or online presence is one 

of the most convenient ways 

especially in this era of 

digitization courtesy Reliance 

JIO and Digital India when 

everyone has not one but two 

SIM cards and phones as well. 

There are multiple motivations 

for publishing or sharing 

content in a particular place. 

a. The brand name will lend 

you credibility with a 

wider audience. 

b. Your website will benefit 

from a high rank and 

relevant topical approach. 
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c. Your potential patients or 

existing patients read or 

watch the publication 

(blogs)/access your 

website. 

Let’s focus on the last one: 

writing great content that 

achieves our goal of connecting 

us with the right people 

requires publication or blogs 

where those people spend time. 

If they do read blogs or 

newspapers or other 

publications, which ones do 

they spend time on? If they are 

looking for reviews on services 

similar to yours, whom do they 

trust? As you move down this 

line of inquiry, a whole litany 

of questions will open up for 

you. Before you move to the 

next step in your process, be 

sure that you can answer how 

your prospects get their 

information in a holistic and 

meaningful way. 

(4) What benefit part of your 

services solves their problem? 

You might have heard about 

the need to focus on benefits 

over features. In other words, 

don’t tell me what it does – tell 

me what it does for me (or 

rather, tell your patients what 

you can do for them, rather 

than they asking you, Can you 

do this?). If you have done your 

detective work earlier on, you 

will be able to articulate the 

problem of your patient that 

you are addressing and the 

benefits that your product or 

service offers. I will encourage 

you to take this one step 

further. Know which benefits 

are the most important and 

speak directly to one of your 

target audience patients. Build 

your online presence. A better 

online presence generates more 

traffic to your website. But 

what does that traffic mean in 

terms of benefits? It could 

mean more patients walking in, 

more people reading your 

content, more people sharing 

your ideas and any of these are 

valid benefits.  

(5) What sets off their psyche to 

choose you? We live in a 

world of skeptics. It is easy to 

understand why. We are 

flooded with advertisements 

and brand messages, wherever 

we go; Online, on TV, on the 
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sidewalk & on the roads. These 

invasive sales pitches are filled 

with claims that are hard to 

verify. In many cases, 

advertisements are filled with 

outright lies. Sometimes, the ad 

makers don’t realize that they 

are promising much more than 

they can deliver. So, it is 

always better to act with 

integrity. If your brand is 

known for being honest, ethical 

and delivering values, you will 

become a trusted source. It can 

take years to build trust and a 

few seconds to lose it forever. 

So, this should be your guiding 

star in content creation. 

Second, you need to understand 

the dynamics of your market 

well enough to be able to 

identify the standard bad 

claims. In website examples, 

sometimes, you can see tall and 

crazy claims about getting at 

the top of Google search in less 

than 30 days; as in weight loss 

promotions, extreme weight 

loss at rapid speeds is the 

normal promotion. Take the 

time to understand these 

factors, and create a list of the 

terms, claims and other “bad 

triggers” you will never use in 

your content on your website. 

Finally, back up your claims 

with a proof. Legendary 

copywriter Gary Bencivenga 

always stresses the power of 

proof. Proof can be in the form 

of numbers, outside studies, 

testimonials, endorsements 

from trusted sources, and many 

more. Take the time to figure 

out what would back up your 

content and spend the time to 

work it in. The more proof you 

can show that your brand and 

products deliver, the more your 

content will deliver qualified 

and good prospective & paying 

patients. 

(6) Who do they trust? Who do 

your patients trust? I hope, in 

part, that it is you by this point! 

But it could be specific experts 

in your space, other doctors or 

brands. As much as possible, 

use that information to your 

advantage. The more connected 

you are with trusted brands, the 

more that trust and belief in 

expertise is transferred to you. 

Getting to know your patients 

in real depth takes time. The 

more you put in the hard/smart 
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work, the happier, you will be 

at the end of the day. 

 

 

There will be many abusers/detractors of 

Marketing who will always say that in 

order to attract new dental patients, a 

clinical practice must offer a competitive 

product at competitive pricing, along with 

convenient quality services and all of that 

should be backed by a solid dental 

marketing plan. I however don’t agree 

with this fully. 

 

Why? 

 

We shall find out this in the next issue of 

this series of this Journal 

 

(To be Continued) 
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Dear Readers: Important Announcement 

The above article by Dr. Bhavdeep S. Ahuja will be published in many parts. 

The above is Part 1 in WJASR Vol. 3 Issue 11 January-February 2020. 

Check out WJASR Vol. 3 Issue 2 March-April 2020 for the 2
nd part of the above 

article. 

Dr. Bhavdeep Singh Ahuja graduated in 1998 from Punjabi 

University, Patiala. He has specialized in Implants from 

BioHorizons Inc. USA in 2004-05 & in Advanced Course from 

LACE-ICOI, USA in 2006. Apart from Dentistry, he holds a 

Triple M.B.A. in Hospital Management, Finance/Human 

Resources (dual) & Marketing from three premier 

Institutes/Universities of India viz. the IIMM Pune, IGNOU Delhi 

& Annamalai University, Chennai respectively. He a l so  holds 

Post Graduate Diploma’s in Medical Law & Ethics (NLSIU - 

Premier LAW School of India), Clinical Research, Cyber Law, 

IPR's (Intellectual Property Rights), Disaster Management, 

Financial Management, Bioinformatics amongst many more from 

different Universities. He is a Certified Health Care Waste 

Manager from IGNOU & is qualified in Consumer Law as well. 

He is an academically oriented dentist & has more than 7 5  

Original Scientific Publications to his credit in many 

International & National journals. He lectures all over India 

extensively on the topics of Practice Management, Medical Law, 

Ethics and Consent and Finance for Dentists and he is writing 

a series on these topics in multiple journals simultaneously. He is 

the Immediate Past Editor-in-Chief, L.E.D. E-Journal & PAGE 3 

OLA D E-Newsletter, the twin Publications of IDA Ludhiana 

Branch. Presently, he is into his 21
st
 Year of Clinical Private 

Practice in Ludhiana, Punjab.  
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