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ABSTRACT 

Marketing is absolutely necessary if we 

want our practice to grow, prosper and 

flourish beyond all means. It not only 

brings new footfalls along with the desired 

‘moolah’ (money) to keep the flame 

running but it also helps to retain the 

existing patients alongside strengthening 

ties with them. As a clinician, we never 

ought to underestimate the importance of 

marketing to dental patients and for that, 

marketing always has to begin with an end 

in mind. As human beings first and 

dentists later, we really ought to realize the 

importance of various golden virtues that 

are needed in for a human dealing and 

because, our major interaction in a dental 

clinic involves public dealing only and that 

too mostly with unknown people and 

many of them who are not in a so called 

happy physical condition to visit us (in 

pain, discomfort or distress). Lending a 

sympathetic ear to their problems, giving 

them proper time and an opportune chance 

to be heard, of course followed by an 

effective treatment rendered is the least we 

can do as part of our service to the 

profession. 
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INTRODUCTION 

Marketing is the key to success of any 

business and dental practices are no 

exception in that regard. We have to really 

know and back ourselves to market our 

dental practice. The tough part is that most 

of us don’t know actually how to do that. 

There is not a same answer to all clinics’ 

marketing strategy, as we have plethora of 

those available amongst different 

strategies that we can actually put to use.  

We are in such a service industry – the 

health care industry, where the demand of 

our services can never go out of demand. 

There are talks of huge economic 

recession overall which has started 

affecting our industry as well, as per the 

views of a few key opinion leaders of 

dentistry. However, I would disagree with 

them a tad. I strongly feel the patient 

comes to us for their ‘needs’ and ‘wants’ 

both. The recession might force the 

‘wants’ to go out of demand temporarily, 

but the needs can’t just be eliminated at 

will by patients, even if they want to. The 

needs can only be delayed, suppressed or 

suspended, albeit temporarily but they will 

always keep us in business, no matter 

what. So, it is up to us to realize the same 

and not be bogged down by undue 

performance pressure of just attending to a 

few ‘needs’ only especially when the chips 

are down as the needs sometimes just 

don’t bring enough exciting challenges 

(read: lucrative money as well in bargain) 

to us as a clinician. We had discussed from 

Rule No. 1 to 7 in the first part of this 

series on Practice Management. Let us 

delve further into the same and discuss 

further rules in this second part of the 

same series which can help us discover the 

efficient clinician master key.  

 

REVIEW 

 

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 or a number. They think of 

themselves as Mr. ABC or Mrs. 

XYZ, a busy man/woman who is 

looking for a solution to their dental 

problem/s and want to be treated like 

the human beings they are. When 

patients take some 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 bad experience that has happened 

before in any dental clinic premises. 

If we want to make our patients 

happy, firstly treating them like 

people is the least we can do as 
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human beings first. Referring to a 

patient as a card number or a case 

number is off-putting. Thinking of a 

patient as just a business opportunity 

is even further plain rude. It is easy 

to ask for a name before a chat 

begins and it makes the experience 

more human for everyone involved. 

There is a huge amount of literature 

available for developing customer 

archetypes and how to use them, but 

I will 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 and 

service roadmap and you will have 

more success especially when you 

are pitching for an expensive product 

like an Implant or a Metal Free 

(Zirconia) Crown.

  

 

(Image Source: Google) 
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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 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 

large role in how you 

communicate with your 

patients. Some products are 

very gender-specific like the 

tooth jewellery & bridal smile 

makeover for weddings, while 

others are less so. Also, female 

patients are more smile 

conscious than male patients 

and can act as a good brand 

ambassador of your smile 

products. Furthermore, this 

may significantly impact the 

design and the look and feel of 

your branding of the dental 

clinic, both offline and online. 

 

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 provided option of 

treatment coupled with your 

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 or 

simply put, treatment plan. 

What is their current planned 

length of engagement or the 

mood they are in, much will be 

influenced by the time of day 

or the activities in which your 

service is engaged. 
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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? 

etc. This goes a little deep into 

actually establishing a patient’s 

archetype, but if you can 

answer these questions, we can 

get more in touch with whom 

we are building up our 

treatment plan or service for? 

 

The broad summary of all the above 

is that you are building your clinical 

practice for your patients only. 

Again, your patient firstly is a 

person, not an inanimate object. This 

will be very important in all aspects 

of your clinical practice, whether it is 

the design and messaging of your 

website, building your profile or 

convincing your patients for an 

expensive product like a veneer, 

whitening or a Zirconia (provided 

you are charging also well for such 

premium services). 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 

dental clinical practice’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 online on 

your website, 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, 

cool and calm ex-Indian Captain, M 

S Dhoni at crease, almost everyone 

watching the match will have a piece 

of advice for MSD on how and 

where to play and which shot to play 

irrespective of the delivery (ball) line 

and length and surprisingly, it will 

come even from those quarters or 

people who have not wielded a 

cricket willow in their hand once in 

their whole lives. The only problem 

is that we have more ideas but lesser 

resources to implement those ideas. 

One can not be a James Bond 007 



Dr. Bhavdeep Singh Ahuja : Managing Clinic for Dentists – Part II 

 

www.wjasr.in      World J Adv Sci Res     Vol. 3 Issue 2 March – April 2020    Pgs. 75 – 96     

 

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 the 

dental clinical practice, we would 

like to do everything to make our 

practice successful. Unfortunately, 

the cold and hard fact is that there is 

not enough time, money, people or 

other resources and also, all of them 

together at the same time.  

        Whenever you are crowded with 

multiple options, choices and reasons 

and are unable to decide which way 

to go, just ask yourself a very simple 

question; "If you can only do one 

thing at that point of time, what 

would it be?"  

That Answer would and should be 

your Priority at that point of time.  

It sets the context for evaluating 

other options; the option which will 

help you reach your objectives. We 

have to decide, what do we want? 

 Faster? At a great pace? 

 Economical?  For less money? 

 Successfully? With better 

results? 

 

 

(Image Source: Google) 
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Prioritization doesn't have to be 

complicated and doesn't have to take 

a lot of time. Try following these 

following simple steps next time you 

are faced with a difficult 

prioritization challenges: 

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, many of times. 

In routine life also, certain such 

priorities decide our way of life. My 

wife is an ex-school teacher and like 

every teacher, every now and then 

advises to keep my clinic desk, neat 

and organized, I admit here, it is 

usually clean but otherwise clumsy 

with lots of papers loitering, some 

waiting to be tagged here in proper 

place. My only reply to her is my 

priority is efficient treatment 

planning and treatment delivery and 

not my desk. I agree she is right in 

her own might but then my priorities 

in clinic are very different from the 

usual lot (in this case, her) and that 

defines me more as a clinician in 

terms of priorities and not my 

organized desk in clinic only. My 

opinion might be disagreeable to 

many, but then I use the same as a 

differentiator (More on 

Differentiators in upcoming issues of 

the series) in my clinic to separate 

myself from the crowd of dentists in 

my area – Efficient treatment 

planning and Effective treatment 

delivery efficaciously. 

 

10. Rule 10: Look at the larger picture 

or as they say; See the Forest and the 

Trees 

        It is important to look beyond 

the walls of your dental clinic and 

get a sense of what is going on 

around you. Your patients may have 

many options in terms of number of 

dentists in your area. It is up to you 

to communicate to them in context of 
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the overall universe of possibilities – 

the domain or the specialty in which 

you operate. Your job is to convince 

your patients that your service and 

solution is obviously the best choice 

and the last choice for them. 

Understanding how your clinic and 

its services stack up against the 

competition is a logical step towards 

creating a message that is convincing 

and compelling.   

        Marketing Strategy Guru, Jack 

Trout said "differentiate or die." It 

doesn’t mean literally dying but 

dying down in the race or stop 

running the race, we are running with 

each other to beat the competition 

but then that doesn't necessarily 

mean bashing the competition either. 

It means knowing your relative 

strengths and weaknesses and 

positioning your services 

accordingly. The best would be a 

SWOT Analysis (Strength, 

Weakness, Opportunity and Threat 

analysis) especially from your dental 

clinic point of view.  

 Strengths: characteristics of your 

dental clinic/setup that give it an 

advantage over others 

 Weaknesses: characteristics of 

your dental clinic/setup that place 

it at a disadvantage relative to 

others 

 Opportunities: elements in the 

environment that your dental 

clinic/setup could exploit to its 

advantage 

 Threats: elements in the 

environment that could cause 

trouble for your dental 

clinic/setup 

 

What makes SWOT particularly 

powerful is that, with a little thought, 

it can help you uncover opportunities 

that you are well-placed to exploit 

and by understanding the weaknesses 

of your clinic/setup, you can manage 

and eliminate threats that would 

otherwise catch you unaware. 

Strengths and weaknesses are often 

internal to your dental clinic/ setup, 

while opportunities and threats 

generally relate to the external 

factors. More than this, by looking at 

yourself and your competitors using 

the SWOT framework, you can start 

to craft a strategy that helps you 

distinguish yourself from your 

competitors, so that you can compete 

successfully with your competition. 

One way of utilizing SWOT is 

matching and converting. Matching 

is used to find competitive advantage 
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by matching the strengths to the 

opportunities. Another tactic is to 

convert weaknesses or threats into 

strengths or opportunities. If the 

threats or weaknesses cannot be 

converted, a person should always 

try to minimize or avoid them.  

        Look for external market 

influences and how they might affect 

your dental clinic/setup and the 

competition. Consider the political, 

economic, social and technical issues 

surrounding your dental clinic/ setup. 

Are economic factors like inflation a 

major concern to your patients? 

What the current situation demands 

is that earlier demonetization and 

now generalized economic recession 

started raising its fangs on the OPD’s 

of dental clinics like a poisonous 

snake. It would be followed by 

certain new developments which are 

going to effect all of us in a big way 

pretty soon viz. the Clinic 

Establishment Bill ready to go guns 

blazing, the Bio Medical Waste 

management penalties strictly started 

being applied on dental clinics, the 

AERB Licensing going full Monty, 

the Medico-Legal hassles of running 

a dental practice, the ever increasing 

and threatening medical law suites 

which are pushing us to take safer 

treatment options (which realistically 

may not be first choice), the frequent 

violence and vandalism against 

doctors in clinics and many more 

ready like a venomous snake to raise 

its hood against us. Some times, we 

get too busy in cribbing over wastage 

of that ‘little’ material by our dental 

assistants (of putting a drop of liquid 

extra in the GIC mix and wasting ‘so 

much material’) that we forget to 

realize that there are bigger and 

worse problems waiting outside to 

raise their head against us.   

 

(Image Source: Google) 
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It is sometimes really easy to get 

caught up in the internal perceptions 

of the competition. Maybe so, but it 

is a good idea to stick your head out 

the window every once in a while 

and see if what you believe is really 

true. Otherwise, you might find 

yourself at a distinct disadvantage 

than you peers in your area (fondly 

called as neighbourhood 

competition).  

        When you are too close to a 

situation, you need to step back and 

get a little outside perspective. When 

you do so, you will notice there was 

a whole forest that you could not see 

before because you were too close 

and focusing on just the 

trees. Simply that you have focussed 

on the many details and have failed 

to see the overall view, impression or 

the vital key point. These are the 

moments when it is more important 

than ever to take a look around and 

see the forest and the trees. 

 

11. Rule 11:  Involve them and they will 

understand 

Confucius once said "Tell me and I 

will forget. Show me and I will 

remember. Involve me and I will 

understand."  

             Engaging patients in 

treatment decisions can lead to 

beneficial outcomes. Patients who 

are active participants in a shared 

decision-making process have a 

better knowledge of treatment 

options and more realistic 

perceptions of likely treatment 

effects. The resulting treatment 

choices are more likely to concur 

with their preferences and attitudes 

to risk. They are also more likely to 

adhere to treatment 

recommendations and more likely to 

select expensive procedures, the 

‘wants’ as per your recommendations 

as I mentioned above.  

Since there are often multiple options 

for choosing a treatment or 

preventive procedure and the 

benefit/harm ratios (RBO – Risks, 

Benefits and Options) are frequently 

uncertain or marginal, the best choice 

depends on how an individual patient 

values the potential benefits and 

harms of the alternatives being 

discussed. 

           The desire for participation 

has been found to vary according to 

age, educational status, disease 

severity and ethnic origin. The only 

reliable way to find out patients' 
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preferred role is to ask them directly, 

but their responses may be 

influenced by their previous 

experiences with earlier dentists, if 

any. Some patients may assume a 

passive role because they have never 

been encouraged to participate and 

remain unaware of this potential for 

doing so whilst some earnestly feel it 

is impolite to imply that the dentist 

doesn't necessarily know the best. 

For a true shared decision making to 

take place, patients must be given 

sufficient and appropriate 

information, including detailed 

explanations about their condition, 

treatment options, its implications, 

outcomes and uncertainties, precisely 

the RBO’s mentioned above. The 

dentist must have the scientific facts 

at his or her fingertips and must be 

skilled in risk communication. It is 

tempting to conclude that the 

information giving process could be 

short-circuited if you could 

determine at the outset that the 

patient didn't want to be involved in 

that decision. However, many 

patients ‘do’ want extensive 

information and a chance to express 

their preferences, even if they decide 

to delegate the final decision making 

to their dentist and that must be 

vehemently respected. 

 

(Image Source: Google) 
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Isn’t this a Catch 22 situation? You 

want your patients to listen to you, be 

involved with you and trust you so 

that they listen to your treatment 

plan, be a part in the decision making 

or the best is that they leave the final 

decision on to you saying that they 

have full faith in you.  

Now how do you reach this stage?  

No new patient will say those words 

in the first visit (unless he has been 

strongly recommended by a loyal 

star patient of yours and he himself 

has such a mindset to blindly trust 

you).  

Let us briefly go into the history of 

this thought: 

There are basically three ways, your 

potential (read: new) patients learn 

about your clinic & your services. 

a. They hear one of your 

keywords/messages directly. 

b. They are told about an 

experience someone else had. 

c. They have a direct experience 

with your clinic. 

 

        It is generally understood that if 

someone has a negative experience 

with your clinic or its services, they 

are far more likely to tell someone 

about it. That means it is even more 

important to help your patients have 

a positive experience in your clinic. 

Even small little things can 

sometimes make a huge difference 

like a warmly greeting receptionist, 

water dispenser, a tea/coffee 

dispenser in the waiting area of the 

clinic, cordially greeting dentist 

(either you or your associate), polite 

staff, courteous behaviour etc. These 

things might seem insignificant, but 

in the patients’ mind, sometimes, 

they do make a huge difference in 

addition to your treatment skills in 

today’s tough competitive world 

since ours is also a service driven 

industry. These along with your 

service add a great value and are the 

small differentiators or things they 

will remember and will tell their 

friends and colleagues about. Your 

motto of the clinic and the 

experiences you create are the 

common threads that tie the core of 

internal marketing knitted together.  

Think about it, if you as a consumer 

get a brilliant first class service, 

won’t you appreciate the experience? 

Why wouldn't your patients 

appreciate the same thing then? 

     

    Involve your 
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patients in a dialogue. Show them 

your services, your facilities and 

your staff. Pull them in to something 

that matters to them and they will 

understand (and remember). Now 

this is the part where you can say you 

have impressed upon the patient in 

the first visit with your décor, smile, 

courtesy and service promptness. 

Now, comes the real test; the actual 

service or real work skills for which 

the patient is here. The acquired 

treatment skills come to the fore 

actually in this regard. 

            Once you believe that you 

have gained some trust over your 

patient, now is the time to discuss the 

finer nuances. There is considerable 

debate about when and to what 

extent, patients should be actively 

encouraged to participate in 

treatment decisions. Detailed aspects 

must be discussed followed by an 

informed consent – verbal or written; 

implicit or explicit. 

Obtaining an informed consent 

requires dentists to give patients full 

disclosure or information in all cases 

of significant risk, even if there is 

only one treatment possibility. After 

all, there is still a decision to be 

made because the patient has to 

choose between two courses of 

action: to accept or reject the 

treatment.  

        As per my personal view, 

dentists should never make choices 

(read; decisions) for patients; instead, 

they should play the role of a 

navigator, communicating risk and 

outcome probabilities and helping 

patients to take an informed 

autonomous decision. What I 

believe, dentists should listen to 

patients and respect their 

preferences, give patients the 

information they want or need in a 

way they can understand and respect 

patients' right to reach decisions with 

their dentist about their treatment and 

care. However, this does not imply, 

we should force patients to take 

responsibility for decision making 

against their will, but it does suggest 

that we should make serious efforts 

to provide information about the 

treatment or management options, 

explain it, elicit their preferences and 

support them in weighing up the 

alternatives unless they tell you they 

don't want to be involved.     

 How far you should go in 

persuading them to play an active 

role if they are hesitant about doing 

so will always remain a matter for 

debate and food for thought. 
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12. Rule 12: SWOT Analysis 

SWOT Analysis is a very useful 

technique for understanding your 

Strengths and Weaknesses and for 

identifying both the Opportunities 

open to you and the Threats you face. 

Identification of SWOTs is important 

because they can impede 

development later in planning to 

achieve the objectives. First, 

decision-maker (i.e. You) has to 

consider whether the objective is 

attainable, given the SWOTs. If the 

objective is not attainable, you must 

select a different objective and repeat 

the process. Users of SWOT analysis 

must ask and answer questions that 

generate meaningful information for 

each category (strengths, 

weaknesses, opportunities and 

threats) to make the analysis useful 

and find their competitive advantage.  

          Originated by Albert S. 

Humphrey in the 1960s, the tool is as 

useful now as it was then. You can 

use it in two ways – as a simple 

icebreaker helping people get 

together to "kick off" strategy 

formulation, or in a more 

sophisticated way as a serious 

strategy tool.  

 

 

(Image Source: Google) 
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Strengths 

a. What advantages does your 

clinical set-up have over others?  

b. What do you do better than 

anyone else?  

c. What unique resources can you 

draw upon to offer better services 

that others can't?  

d. What do your patients see as your 

strengths?  

e. What factors mean that you 

impress upon your patient easily 

or as they say in marketing lingo; 

you "get the sale"?  

f. What is your clinic’s Unique 

Selling Proposition (USP)?  

 

Consider your strengths from both an 

internal perspective and from the 

point of view of your patients and 

your neighbours in your area. 

 

Weaknesses 

a. What could you improve?  

b. What should you avoid?   

c. What are your patients most 

likely to see in your clinic as a 

weakness?   

d. What factors cause you loss of 

patients or saying in marketing 

lingo; ‘lose your sales’?  

 

Again, consider this from an internal 

and external perspective: Do other 

people seem to perceive weaknesses 

that you don't see? Are your 

competitors doing any better than 

you?  

It is always best to be realistic at the 

earliest and face any unpleasant 

truths as soon as possible and change 

and improve accordingly for 

uninhibited success later on. 

 

Opportunities 

a. What good opportunities for 

growth can you spot?  

b. What interesting trends are you 

aware of existing in the market?  

c. Useful opportunities can come 

from such things as:  

  

1. Changes in technology and 

markets on both a broad and 

narrow scale.  

2. Changes in government 

policy related to your field.  

3. Changes in social patterns, 

population profiles, lifestyle 

changes and so on.  

4. Local events.  
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Threats 

 

a. What obstacles for growth do 

you face usually?  

b. How much is your competition in 

the market?  

c. Are quality standards or 

specifications for your field or 

services changing?  

d. Is changing technology 

threatening your position?  

e. Any bad debts or cash-flow 

problems, you are facing 

regularly from your patients?  

f. Could any of your weaknesses 

(listed above) seriously threaten 

your clinical practice?  

  

 

 

(Image Source: Google) 

SWOT analysis can be used 

effectively to build organizational or 

personal strategy; for e.g. strong 

relations between strengths and 

opportunities can suggest good 

conditions in the practice and allow 

using an aggressive strategy. On the 

other hand, strong interactions 

between weaknesses and threats 

could be analyzed as a potential 

warning and a strong advice for 

using a defensive strategy.  

SWOT Analysis is a simple but 

useful framework for analyzing our 

dental clinic’s strengths and 

weaknesses and the opportunities and 

threats that we can face. It helps us 

focus on our illustrious strengths, 

minimize threats, overcome 

weaknesses and take the greatest 
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possible advantage of even the 

minimalist opportunities available 

around us. 

          It can also be used to "kick 

off" strategy formulation or in a 

better way as a strategy tool to build 

up the clientele. We can also use it to 

get an understanding of our 

competitors, which can give us the 

insights; we need to craft a coherent 

and successful competitive position. 

When carrying out the analysis, we 

have to be realistic and rigorous. 

Apply it at the right level and 

supplement it with other option-

generation tools where appropriate. 

 

 

(Image Source: Google) 

 

Executing a SWOT Analysis 

 

Pre-SWOT Homework 

Before you set out to do a SWOT 

analysis with your staff, team or 

other group, there has to be some 

preparation. The first step is to take a 

stab at creating a dental clinic setup 

profile. This is simply a description 

of what your dental clinic does and 

who your primary consumer target 

group is. For further simplified 

break-up, we can profile each 

segment (all categories of patients) to 
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capture what value they add to the 

clinic. It also helps to outline 

strengths, weaknesses, opportunities 

and threats that you have perceived 

so you can prompt the discussing 

group if needed. 

 

Leading the Process 

When performing a SWOT analysis, 

it is best to start with a clean slate. 

Lay out all the four quadrants and 

outline the content you are looking to 

populate it with as above, but let 

others also pour in their opinions 

freely and you taking the back seat. 

You will find it amazing to see that 

the third eye perspective (the staff) 

will probably give you much more 

inputs and insights than you can even 

perceive as they have that bird’s 

view to look into the strengths and 

weaknesses of the clinic (provided 

their opinions are not gagged or 

reprimanded) than you because of 

the obvious reasons of clouding for 

own setup. In scenarios, where you 

can’t go in-depth, you may need to 

do a segment-by-segment SWOT and 

then feed it up into the larger one. 

For most middle sized clinics, 

however, a single SWOT chart is 

sufficient to capture the current 

condition of the dental clinic. 

 

At first, you want to capture every 

single input; you can from the group 

in a rush. When the pace of input 

trickles off, you can go over the chart 

and eliminate duplicate/overlapping 

entries and ensure each entry is in the 

right category. Walk the group 

through your reasoning if you are out 

rightly eliminating an entry or 

combining concepts. This is basic 

courtesy and it shows that their input 

is being valued. The group can also 

help in adding and removing entries 

within the SWOT chart to distil it 

down to a mutually agreed upon 

core. 

 

Working with the Chart 

At this point in the process, you will 

likely have an imbalance between the 

internal and external factors. People 

are much more aware of the current 

state within the company and less 

likely to be thinking of the direction 

of the business sector as a whole. If 

needed, you can prompt more entries 

under opportunities by encouraging 

them to think about how a current 

strength can be leverage to create 

new opportunities or how fixing a 

weakness could lead to a larger 

opportunity in the future. Likewise, 
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in what situations (threats) will your 

current strengths and weaknesses 

endanger the company? 

 

A typical example of a SWOT 

Analysis worksheet is as below: 

(Courtesy: Mindtools.Com) 

 

1. Strengths: 

a. What do you do well? 

b. What unique resources can 

you draw on? 

c. What do others see as your 

strengths? 

 

2. Weaknesses: 

a. What could you improve? 

b. Where do you have fewer 

resources than others? 

c. What are others likely to see 

as weaknesses? 

 

3. Opportunities: 

a. What opportunities are open 

to you? 

b. What trends could you take 

advantage of? 

c. How can you turn your 

strengths into opportunities? 

 

4. Threats: 

a. What threats could harm you? 

b. What is your competition 

doing? 

c. What threats do your 

weaknesses expose you to? 

 

 

 

Examples of SWOT Analysis 

Now, let's take a practical look at 

SWOT analysis by applying it to a 

fictional DENTAL CLINIC SET UP: 

 

Strengths 

1. What do you consider as 

strengths, as your competitive 

advantages in your dental clinic? 

2. Do you offer a large variety of 

services that fulfill your patients’ 

needs? 

3. Can your patients find you and 

book an appointment easily with 

your clinic? 

4. Is your clinic characterized by 

high-technology and do your 

patients appreciate this? 

5. Is your dental clinic in a 

convenient location, allowing 

your patients to find you and 

reach you with ease? 

 

Weaknesses 

1. What are the areas that need 

improvement at your dental 

clinic? 

2. Are your payment options 

inflexible? 
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3. Do patients have to wait for more 

than 10 minutes for their 

appointment in the waiting area? 

4. Is the clinic decoration old and 

out of fashion?  

5. If Yes, should you change it? 

 

Opportunities 

1. What are current social, financial 

or other trends that you could 

benefit from?  

2. For example, the demand for 

invisible braces for adults could 

be useful for an orthodontist to 

explore, do you also think so?  

3. A patient can consider including 

an aesthetic treatment based on 

the latest trends, such as implants 

or whitening or restoration with 

highly aesthetic materials like 

veneers, are you doing them? 

 

Threats 

1. Is there anything happening in 

your environment that could be 

detrimental to your clinic?  

2. For example, a larger and newer 

clinic is to be opened in the 

neighbourhood or an existing 

competitor clinic is installing 

better technological equipment 

than that in your clinic.  

3. Other threats include political 

and environmental ones such as 

an unstable political situation. 

4. Did demonetization affect your 

setup? 

5. Do you think GST has any role to 

play in clinic set up in wake of 

the fact that health care is 

exempted from GST? 

 

The discussion on SWOT would be 

particularly useful for the general 

dental practitioners, provided they 

are willing to read and apply it with 

an open mind in their practices. 

There is still much more to SWOT 

analysis which I will be covering in 

the next part of this series. 

 

Please do share with me, your 

valuable feedback at my email 

drbhavdeep@gmail.com or 

SMS/Whatsapp at 98761-93039. 

 

The biggest challenge any dentist 

(irrespective of his social status as a 

dentist) always would face is the case 

acceptance or say, making a patient say 

YES to the treatment. Yes, the big names 

(read: dentists) would have it a tad easy 

than the small to medium level ones since 

the “I am too busy” clout inherent with 

them comes in as a part and parcel with 

their big level practices, but nevertheless, 
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even they have their off days, when 

sometimes only 5 out of 10 understand 

them. 

 

Why and How? 

 

We shall find out more on this in the next 

issue of the 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 2 in WJASR Vol. 3 Issue 2 March-April 2020. 

Check out WJASR Vol. 3 Issue 3 May-June 2020 for the 3
rd

 part of the above article. 
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