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Author: Dr. Bhavdeep Singh Ahuja 
 

(P.S. The above topic will be published in a series of articles containing 

many parts – each part roughly 5,000 words) 

 

ABSTRACT 

Any treatment plan starts with detailing of the problem, firstly by the patient 

and the dentist lending a patient ear to the same; followed by an accurate 

understanding of the problem by the dentist and being assisted in the same 

by medical history, clinical findings and investigations (if needed) to arrive at 

a term, so synonymous with good doctors or dentists; the razor-sharp 

diagnosis. The dentist who excels in this particular trait makes a name for 

him, sooner than later. Accurate diagnosis is a skilled art which astute 

clinicians do in first go (of course, after a few investigations) and a few, later 

in the early stage after the start of the treatment (still, lesser damage done) 

and the remainder by the middle of the treatment plan (much damage has 

been done, sometimes irreversible) being followed by them. The problem for 

the latter, however, then is how to go from already traveled 50% path of 

Track B they are already on; going back to Zero first and then re-start the 

desired or requisite Track A and reach its culmination. I strongly believe no 

dentist is so dumb to realize so by the end of the treatment (100% of Track 

B path achieved). Sometimes when you are already on already traveled 50% 
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path of Track B, much irreversible damage has been done. Such cases 

become a relatively common and easy ground for negligence.  

Have you ever wondered what is the cause or etiology of such problems?  

The answer is NUMBERS (too many).  

The reason for most of them is that sometimes you are too bogged down in 

the on goings of running your dental clinic especially in too many patients 

that you can hardly afford a time out of your busy schedules to look for the 

obvious around you and think and plan rationally. You have to very clearly 

understand that it is not the quantity that matters but the quality, most of 

the times.      

 

INTRODUCTION 
As I mentioned at the end of the second part of this series that the biggest 

challenge any dentist would face in his practice is the patient saying a YES 

to the treatment? Yes, the hot shot dentists or the big guns would have it a 

tad easy than the small to medium level dentists, but even they have their 

off days, when sometimes only a few out of all patients, they consult, 

understand them because treatment appears to come at a premium to the 

patients than what the small to medium level dentists are charging around 

them. However, that is but natural because their (big guns) bundled cost for 

providing their services in the clinic includes their value addition and 

separate charging for skill-set as well. The process for value addition for any 

dentist begins with knowing yourself, followed by knowing your target 

patient population. The joint process of the above follows up with SWOT 

analysis first (started in the previous part of this series) and then via 

creating a value addition in the form of Differentiation (up for viewing and 

knowledge in this issue) after knowing of your limitations and outreach and 

then, taking a corrective action as per the same (if needed). 

 

REVIEW  

This Practice Management series is all about managing the practice better 

with a few rules of marketing which is broadly of two types - external and 

internal. External Marketing, by definition, is the action of promoting and 
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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, on the 

other hand, by definition, is an ongoing process that occurs strictly within 

an organization whereby the functional process is to align, motivate and 

empower staff / employees at all management levels to consistently deliver a 

satisfying patient experience. In nutshell, external is expensive, whilst 

internal isn’t. To achieve a complete approach to the marketing aspect in 

clinic, it is essential to have an awareness of both the internal and external 

aspects of what you do. The above distinction is necessary for the readers to 

mark out what is internal and external in the following ‘Rules’ of marketing. 

 

 

(Image Courtesy: Google) 

We discussed from Rule No. 8 to 12 in the Part-II of this series. The Rule No. 

12, however, on SWOT analysis wasn’t finished though. Let us dig deeper 

into this analysis and finish the same along with discussion of the Rule No. 

13 on Differentiation.  

 

8. Rule 12 (Contd.): SWOT Analysis   

I shared quite a bit part in the last issue on SWOT analysis. Continuing 

further from there, if you have to just analyze all that was discussed 

over there in a summarized form just as an example to show, it will be 

something like below: 
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Strengths 

1. Easy appointment booking 

2. Good Parking 

3. Excellent patient education material in waiting area 

4. Technologically updated 

5. Loyal patients 

6. Easy payment options 

7. Cordial behaviour and well mannered approach with excellent 

communication skills with patients 

 
Weaknesses 

 
1. Location not on main road 

2. Casual or a Mismanaged working approach 

3. Weak brand 

4. Not many patients know about it (not popular) 

5. Not giving patients their full value of money 

6. Online presence not there 

7. Lack of finances 

8. Not updating yourself regularly 

9. Negative mindset or approach 

 
Opportunities 

 
1. Manifold increase in awareness about dental health 

2. Innovative technologies coming up fast 

3. Educated people in your target group 

4. Online queries are coming thick and fast 

5. New dentists coming up thereby developing the market 

6. Chance to improve the clinic money circulation into digital after 

demonetization 

7. Good chance to improve treatment charges in wake of GST applied 

across the country 

8. Seventh pay commission rolled out which means, people have more 

money to spare for health needs 
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Threats 
 

1. New clinics coming up with latest gadgets and technology 

2. Existing competition upgrading & updating regularly 

3. Volatile economy after demonetization 

4. GST roll out means spends are more costly than before 

5. Pay commission roll out but tax slabs are revised leading to a rise 

in cost of living and lesser money to spare for some for health 

6. New health laws like AERB licensing, modified Bio Medical waste 

rules and the upcoming Clinic Establishment Bill which are likely 

to cause more of monetary investments 

 
 
The above is just an e.g. to illustrate the SWOT findings of a dental 

clinic. All the clinics may have different points in these 4 above 

sections. What is strength for a clinic might be a weakness for other 

and what is an opportunity might be a threat for another and vice 

versa. A true analysis always shows the real picture and paves the path 

for growth provided you maintain and optimally utilize your strengths, 

overcome your weaknesses, take full advantage of the opportunities and 

negate your threats with ease. You have to be receptive as what you 

think as your opinion might not necessarily be the opinion of the other 

people.   

 

When to use SWOT analysis 

The uses of a SWOT analysis can be done to organize information, 

provide insight into barriers that may be present while engaging in any 

change processes and identify strengths available that can be activated 

to counteract these barriers. 

 
Summarizing, thus a SWOT analysis can be used to: 

 
1. Explore new solutions to old problems  

2. Identify barriers that limit objectives  
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3. Decide on direction that will be the most effective  

4. Reveal possibilities and limitations for change  

5. To revise plans to best navigate systems & organizations 

6. As a brainstorming and recording device as a means of 

communication 

7. To enhance “credibility of interpretation”   

 

 Advantages of SWOT Analysis 
 

1. A SWOT analysis is a great way to guide growth strategies. It can 

be very powerful to have to discuss amongst the staff and you, the 

core strengths and weaknesses of the clinic and then, move from 

there to the defining of the opportunities and threats and finally to 

brainstorming ideas. Often, the SWOT analysis that you envision 

before the brainstorming session changes throughout to reflect 

factors you were unaware of and would never have captured, if not 

for the group’s (staff’s) input. 

2. SWOT can be used for overall strategies, but it can also be used for 

a specific segment like marketing, patient management or facilities’ 

betterment as well. This way you can see how the overall strategy 

developed off the SWOT analysis will filter down to the segments 

before committing to it fully. You can also work in reverse and do 

segment specific SWOT analysis that feeds into an overall SWOT 

analysis. 

Limitations of SWOT Analysis 

Some findings from Menon et al (1999) and Hill and Westbrook (1997) 

have suggested that SWOT may harm performance and that "no-one 

subsequently used the outputs within the later stages of the strategy". 

              Other critics include the misuse of the SWOT analysis as a 

technique that can be quickly designed without critical thought leading 

to a misrepresentation of strengths, weaknesses, opportunities and 

threats within an organization's internal and external surroundings. 
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             Another limitation includes the development of a SWOT 

analysis simply to defend previously decided goals and objectives. This 

misuse leads to limitations on brainstorming possibilities and "real" 

identification of barriers. This misuse also places the organization’s 

interest, above all. The design of a SWOT analysis by only a few 

involved limits the realities of the forces, specifically external factors 

and devalues the possible contributions of team members. 

 

SWOT APPLICATION 

The dentist or the clinic has to provide its patients with a wide selection 

of options as flexibility of the service offerings allows you to gain a good 

market share of your area. The SWOT application has to be towards the 

targeted patients for proper passing on of full benefits. Just illustrating 

a few examples below: 

1. Selection: Patients do appreciate a wide range of choices viz. 

various types of crowns, so the SWOT analysis should take care 

that multiple option providing is your strength always. 

 
2. Flexibility: A wide range of business hours which can 

accommodate patient's varying schedules also sets you up different 

from competition and as I always quote, “Start Early, Plan Well 

and Finish Early & Well”. 

 
3. Patient Service: A superior patient service where all of the needs 

of the patient are met, including providing the patient with as 

much information they need about the procedures for them to feel 

completely at ease in the dentist’s presence should be the topmost 

SWOT priority of the clinician. 



Dr. Bhavdeep Ahuja: Managing Clinic For Dentists – Part III 

 

      www.wjasr.in     World J Adv Sci Res     Vol. 3 Issue 3 May – June 2020    Pgs. 1 - 29 

 

SWOT TIPS  

If you are using SWOT as a serious tool rather than as a casual "warm 

up" for strategy formulation, the only thing needs to be assured is the 

way it is applied clinically in your practice:  

1. Only accept precise, verifiable statements for e.g. Cost advantage of 

Rs. 200 per restoration in buying a new material rather than 

statements of the company representative as "Good value for 

money" or a tall claim that the new one will last you longer than 

your previous material.  

2. Ruthlessly prune long lists of factors & prioritize them, so that you 

spend your time thinking about the most significant factors.  

3. Make sure that options generated are carried through to later 

stages in the strategy formation process.  

 
4. Apply it at the right level – for example, you might need to apply 

the tool at patient-material utilization level, rather than at the 

much vaguer whole clinic level.  

 

As a conclusion, it is evident that performing a SWOT analysis for your 

dental clinic will allow you to be proactive in your marketing strategies, 

since you will have the information necessary to develop effective 

strategies for the promotion of your clinic. 

 

This finishes the exhaustive detail for the Rule No. 12 – SWOT Analysis. 

Now, let us move on to Rule No. 13: Differentiate but don’t fear 

competition up next. 
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(Image Courtesy: Google) 

1. Rule No. 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 the competition aspect, let us 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 the Part II of this series – Marketing 

Strategy Guru, Jack Trout had once said “differentiate or die”. It doesn't 

necessarily mean literally dying though. It just means to stop running 

the healthy yet competitive race with your colleagues or competitors or 

simply means, just giving up. It surely also does not mean bashing the 

competition. You all have ample dental clinics around you. No one can 

vouch for the fact that he is practicing 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.  
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 What does that mean?  

 
That simply means you have to differentiate yourselves – separate 

yourself from the crowd so as to be noticed. 

 
(Apart from doing a SWOT analysis and applying it accordingly as 

explained in depth in previous issue – Part II of this series and 

continued in this one too)  

 
A few points to ponder upon: 

 
 What makes your clinic different from dentists in your area?  

 What sets you apart from them?  

 Why should patients visit you more often for dental treatment? 

 
Until you 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 minds of prospective patients, 

who might not be qualified to make such a judgment.  

 

(Image Courtesy: Google) 

         Differentiation is thus, the way you go about separating your 

services from the crowd; so, it is more appealing and attractive to your 

potential patients.   
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               Differentiators, however, by definition are those aspects / 

things that make you, 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 latest gadgets of dentistry 

can be very compelling differentiators. For an example, 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 that sets your clinic apart from your competitors. 

Usually, the answers that crop up in your 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.  

So how do you go about this task? 

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 as 

under possibilities as discussed in SWOT analysis as well: 
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(Image Courtesy: Google) 

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 
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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 staff / employees 

(both assistants and associates, if any) are treated as “internal 

customers” who must be convinced of a clinic's vision and worth just as 

aggressively as “external customers” (read: patients). The goal of 

internal marketing here should 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’ 

attitude toward a clinic is based on their entire experience with that 

clinic and not just their experience with the clinic’s stand-alone service 

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.  
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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 re-engineer 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 thoroughly.  

8. Identifying and prioritizing your competitive strengths, both 

current and emerging¸ will give you the branding messages needed 

to drive your marketing strategies effectively.    

 

 
(Image Courtesy: Google) 

Best Options for DIFFERENTIATORS vis-à-vis Internal Marketing  

1. Among the best ways, you can assure your clinical practice stands 

out is to first of all frame a clear cut policy, set of rules along with 

of course; décor theme (going in sync with your colour scheme 

already chosen for clinic chairs, furniture) for the clinic (includes 

Prescription pad, Stationery, Printing Font – Size, Logo, Glow sign / 

Neon Sign etc.). A well framed clinic policy and a set of rules bring 

in a sense of discipline in your practice and dare I say; self 

discipline is the most desired trait in anyone for accomplishing 
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goals and living a life style which is healthier. According to a 2013 

study by Wilhelm Hoffman, people with good discipline (higher self 

control) are happier than those without. The difference lies in the 

former being more capable in having a broad vision and to deal 

with goal conflicts. They spend less time in debating with people 

and make positive decisions pretty easily by not allowing their 

choices to be dictated by impulsiveness or emotions. You can hope 

to have the kind of dental practice that everyone would want to go 

in and you will start gaining newer patients very quickly. The first 

thing to do is to choose a great décor theme for your dental clinic. 

The theme would also include an age or gender or a specific 

message in illustration you would like to put across to your target 

group, for e.g. A pedodontist can choose cartoons and characters of 

kids choice, an implantologist can chose a ‘screw’ based theme. 

This lets the patients know instantly what your clinical practice is 

about and what they can expect when they choose you as their 

dentist (if you want them to judge you or being known for only one 

specialty). Just make sure that your theme is unique to the way 

you do your practice, otherwise you may end up sending the wrong 

message and selling to wrong people (wrong target group). Also, 

make sure that you are consistent in your theme (Prescription pad, 

Stationery, Font, Size, Logo etc.), so as to avoid any confusion in 

the patients’ mind.  

 
2. Getting yourself and your clinic, a relatable clinic catch-line to be 

used everywhere (for e.g. Khayaal Aapka – ICICI Bank, Achhe Log 

Achha Bank – Union Bank of India) to identify you and your clinic 

(also known as the recognizable mission statement) is a desirable 

thing to do. The mission statement for your clinic is the best way to 

ensure that everyone who visits knows what you and your clinic 

stand for. Do make sure that you come up with a mission 

statement you can stand behind and that your patients know what 

your mission statement is (for e.g. Patients’ satisfaction is our 
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motto). You can do this by including it in all of your literature and 

on your website. In addition to posting the mission statement 

where it can be read by your patients, it is important to have your 

staff understand it. This will guarantee that they follow the mission 

statement in everything they do. The sterner they are in ability to 

follow discipline, the more is the environment strictly glued to work 

ethics and a patient guided scenario. 

 

 

(Image Courtesy: Google) 

How to go about the task of sending your message or mission 

statement across to patients or potential patients: 

a. Connect with your patients so that more people can envision 

themselves choosing you as their primary dentist. The more you 

can mingle with a patient, the more the new patients will want 

to choose you over the rest of the dentists in your area. There is 

a thin line in mingling and becoming clingy, be sure never to 

cross that line. 

b. Having all the above on a nice looking website allows you to gain 

the attention of those searching for a great dentist online. The 

better the website is, the more likely that people will visit you in 

this digital era will tell their friends to visit it (however, it is not 
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a given as most people show something else and are something 

else in actuality like pictures of hotel rooms on various hotel 

websites online). This can lead to even more referrals and 

eventually, new patients.  

c. Establishing an online presence is an essential marketing 

strategy for dentists today. There are several free places to 

create an online profile, with some websites and social media 

sites providing a bigger return on investment of your time and 

energy spent. Initially, you can use those free sites to get a hang 

of the things and how you want to go about the task of creating 

your identity online. 

 

 

(Image Courtesy: Google) 

d. Create your own You Tube channel (with your ‘free’ Google / 

gmail log in) with new videos uploaded frequently. You Tube is 

now the Internet’s second largest search engine, with over 2 

billion views per day. Having several one to two minute videos 

on both the clinic’s website (the paid one) or a free webpage and 

a You Tube channel can be an effective part of a comprehensive 

online marketing strategy and can also be an epic win in terms 

of search engine optimization. These videos play into Google’s 

algorithmic preference for rich media and fresh, relevant 
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content, so your clinic website (paid one) is listed higher in 

Google searches for the keywords you tag in your videos, which 

helps you to reach a larger audience and more prospective new 

patients and as you know, Google owns You Tube, so this 

preference is no misfortune. Another benefit of the video over a 

dynamic website and You tube channel is that the prospective 

patients are able to learn first-hand what the atmosphere and 

culture are like in your clinical practice before ever stepping 

their foot through your door which would be a huge advantage 

over a static, boring website. It is very simple and easy and as I 

said, your Google account information can be used for logging 

into You Tube. Consider including your practice philosophy and 

/ or practice mission statement on your channel for a wider 

reach. Personalize your Channel by clicking on the Channel 

Settings link. This could include a video tour of the practice, a 

brief introduction by the dentist or a welcome video. So, what 

are the best You Tube account practices? 

 Keep your channel fresh by uploading new videos on a 

regular basis. Posting new videos consistently at the same 

time of the month will help build the You Tube following. 

 Don’t worry about the video quality too much; a mobile 

quality video can also suffice. 

 Strive to keep the videos lesser than two minutes. Large 

brands often post their television commercials on You Tube 

(full version). 

 Always remember, while posting your own videos, keep them 

conversational, casual, short and sweet. 

 As soon as you upload a new video to your account, be sure 

to also post links to it on your Facebook, Twitter or other 

social profiles, as well as your dental clinic website. This will 

maximize the reach of the video, while also providing fresh 

content for these profiles. 
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(Image Courtesy: Google) 

3. There are a lot of other ways to differentiate your clinic or services 

and most of all; Branding is definitely one of those ways which has 

been used by many established brands to differentiate among their 

own products. Toothpaste is a great example. You all know how 

many versions of Colgate are there? Yet there is a differentiation in 

packaging, merchandising and branding between Colgate Calci-

lock Protection, Colgate Total, Colgate Max Fresh Gel, Colgate 

Whitening etc. These products serve different markets with 

different needs. Another popular approach to differentiation is 

technology. Unfortunately, as soon as you do something great with 

technology, someone is going to come along and copy what you 

have done and make it better, faster and / or cheaper. Then you 

have lost your differentiator. You have to start over again and it 

becomes a game of leapfrog. Quality can be a powerful 

differentiator but only in markets where quality is a really powerful 

patient desire. Dental / Medical equipment, for example, is heavily 

reliant on both product quality and brand image. In the toothpaste 

example, quality ingredients are important factors to some 
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consumers. They might prefer Baba Ramdev’s toothpaste whose 

differentiator is natural, quality ingredients. Promotional activities 

and incentives can also serve to differentiate products. In brands 

like Colgate or similar, these tactics (promotions & incentives) tend 

to have a very short-term impact on sales and the purchases pick 

up when there is a promotion or a special scheme. Then as soon as 

the promotion is over, purchase rates go back to their former 

levels. Here, lies the need to understand the dynamics of promotion 

in order to use them as a differentiator.  

So, where do you start?  

What do you do to actually differentiate your products or your 

USP?  

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

b. You can further go on by summarizing of what you know about 

your patient's problems, challenges, needs and fears.  

c. Follow that with a short description of how your service or 

treatment protocol will address what the patient needs and how 

it makes their life better.  

d. Mapping this against the patients' alternatives i.e. your 

competition will help find the real differentiators. They are often 

not technological, but rather business differentiators like 

service, quality, efficiency, relationships and so on.  

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

information. 

f. Look beyond the basics and for the opportunities "outside the 

box" as you might be surprised by what you find. 

 
4. There might be ways in which you can actually wow your current 

patients. The one thing of paramount importance in all this is the 

feedback from your trusted patients (written or verbal). You can 

encourage those patients to then become your brand ambassadors 

especially who are social media savvy and use their word of mouth to 
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project your dental practice as a trusted source of information on 

Blogs, You tube, Facebook via honest testimonials. You have to be 

really cautious that, if you have any changes needed to improve and 

offer an added value, you should do those first in yourselves and 

your practice or clinic depending on feedback from them and then 

encourage them further to do the needful. The ultimate goal in all 

the above exercise is a single-minded one – patient satisfaction. I 

would enumerate a few clinical tips below on how to improve patient 

satisfaction: 

 

(Image Courtesy: Google) 

a. Primarily focus should be efficient patient service & 

happiness: You have to ensure that your patients are not only 

happy by your services, but instead should realize that extra mile 

has been covered by you to offer a solicitous and empathetic care 

that very few dentists and clinics provide in this era. Building 

trust and personalizing the dentist-patient relationship is an 

essential aspect of convincing patients to become loyal 

customers, agree to your recommended treatments and then act 
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as your brand ambassadors. The prime requirement for that is 

supreme confidence in your own abilities to wage a ship out of 

woods based on your knowledge and intellect. When patients are 

truly impressed by the service you provide, they would want to 

share their good fortune in finding you with their family 

members, friends, followers on their social media profiles and 

maybe even on your dental website via testimonials. Believe me; 

those testimonials go a really long way in building up the clientele 

of your practice since the word of mouth is still considered to be 

the best referral even in this tech savvy, social media prone digital 

era. 

b. Develop a systematic and an orderly manner in your clinic: 

When your dental practice / clinic is running effectively like a 

well-oiled machine, patients probably won't notice any changes, 

but if you start dropping the ball and make mistakes, your 

patients will surely grumble about the inconveniences, they are 

facing in your clinic or practice. Being organized means reviewing 

patients’ past details (of treatment) prior to their visits so that you 

know what you are dealing with to offer them a more personalized 

service. It also requires that your dental clinical practice 

schedules the appointments according to patients’ convenience so 

that you have an almost zero waiting period and also spend some 

time with your patients personally and letting them know about 

any new services which they might find beneficial as well as 

mentally taking a note of the things, they seem to be put off with, 

just by a mention of the word (to change, if needed or felt).   
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(Image Courtesy: Google) 

c. Upgrade yourself continually education-wise: Getting the edge 

on competitors would also mean offering new and improved 

options that the other neighbouring clinics might be unable to 

and this requires a commitment to ongoing continuing education 

for you and the staff (if possible). By upgrading yourselves to 

newer technologies, attending seminars on clinical advances and 

keeping up with updates pertaining to the field of dentistry, you 

can offer your patients a level of expertise that other clinics may 

not be able to match. Dental websites, blogs and social media 

outlets offer you the opportunity to inform patients about the 

latest happenings in dentistry and at your own clinic, potentially 

convincing them that your practice can offer exactly the same 

services they are seeking. 
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(Image Courtesy: Google) 

d. Keep updating and upgrading the clinic:  In addition to keeping 

your knowledge and skills up-to-date, it is also important to spot 

the technologies that are going to be the most useful in your 

practice. As it is in case of digital technology, that it is not alone 

enough to have a clinic website; but you need SEO (Search 

Engine Optimization) in order to make sure that your efforts are 

visible; the same goes true for the technology, gadgets and 

armamentarium in your clinic. You probably can't (and shouldn't) 

adopt every new technology that hits the market because that 

would be terribly expensive and it can ruin the rate of return of 

your clinical expenses, but on the contrary, if you feel, that there 

is a strong need for certain technologies in your clinic, you 

shouldn’t hesitate to upgrade equipment or software to better 

serve your patients. 

 
e. Always do follow ups of your ‘star’ patients or great cases for 

free: Some people simply forget to set up proper timely dental 

appointments, with the hustle and bustle of daily routine 

dominating every waking moment of their busy lives. Every clinic 

has its share of great cases done in some ‘star’ patients which are 
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like a coveted trophy for them. Please do make sure to follow up 

with them and that too, for free. It serves two purposes; one, it 

instills confidence in your own abilities (that your done work is 

lasting long) and second, it makes your patients recall, what 

Herculean efforts were done by you and your team in their case 

which are serving them long term. These patients can become a 

big source of referral for your practices. If somehow, the daily 

OPD goes down, this could be a way to ensure more footfalls and 

get more referrals from your patients and also act as a reminder 

for your star patients to get the other needed work (in their 

mouth; if any). 

 

(Image Courtesy: Google) 

f. Develop a knack to push Internal Marketing: Paying for 

advertising (external marketing) is just a one-way traffic and it 

gives you no indication of whether or not your efforts are 

delivering you the requisite results. However, internal marketing 

efforts are often less expensive, more predictable and much easier 

to track. 

 
g. Make your website into a money-churning machine: Dentist 

websites are only the tip of a big iceberg. Your website can act as 

the hub of your online operations and from there, you can branch 
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out to include a blog, social media, directories, advertising and 

more and all of which can help you to optimize, expand your 

online presence and get noticed.  

It might not be very easy to come up with ways to differentiate your 

dental practice from local competitors, but if you focus on outreach 

efforts and follow it up with stellar service, cutting-edge technologies, 

and systems designed to increase convenience and improve care, you 

can definitely impress your patients and stand out from the crowd 

vividly.  

This brings the Rule No. 13 – Differentiate but don’t fear 

competition or find illogical / illegal ways to block competition to 

an end. 

 

(Image Courtesy: Google) 

I sincerely hope that the above write-up throws some light on how to 

differentiate in your set-up and does come handy in your clinics. If you all 

found some tips really useful, please do write back and share with me; your 

experiences in the form of your feedback at my email address: 

drbhavdeep@gmail.com or Call/SMS/Whatsapp at 98761-93039.  

 

Prelude to the Next Part of the Series 

In any clinic, irrespective of the size for that matter, it would always boil 

down to the astute understanding of the two critical aspects; the needs and 

the wants of the patient. Needs would be something which many patients 
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would automatically come in for and would be something needing on an 

emergency basis (usually associated with pain) while the wants would come 

into play, if the needs have been satisfactorily met; the emergency phase is 

over and now the focus shifts on the long pending desires of the patients 

(read: wants) which are usually related more to the aesthetic aspects and 

less to the functional aspects. Taking this huge jump from being a need-

settler to the wannabe want-getter for the patient requires following an 

extremely tough path laden with lot of skill-set test and patience, but once 

we reach there, we have to get rid of all our mental insecurities and this is 

what Rule No. 14 is all about, “Grow by leaps and bounds but without any 

consternation from peers in your area or your competition”. 

 

How and Why? 

 

We shall find out more on this in the next issue of the Journal 

 

 

(Image Courtesy: Google) 
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(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 3 in WJASR Vol. 3 Issue 3 May-June 2020. 

Check out WJASR Vol. 3 Issue 3 July-August 2020 for the 4th part of 

the above article. 
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