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BUSINESS & MANAGEMENT GROWTH

NEW VS OLD

• Find, consolidate and sort all your ‘previous partaker’ 
data

• 80:20 – who do you want more of?
• Target these ‘previous partakers’ with emails and hard 

copy newsletters
• If you are looking for new patients, try Facebook ads 

and reaching them through your existing base with a 
referral card

• Try and measure the ‘cost per conversion’ of either 
group to see what is working.

Comments to Irish Dentistry
@IrishDentistry

Why have they ‘left’?
If  we turn our attention to those who have 
been actual patients and aren’t any longer, a 
refrain that I often hear is: ‘Those patients 
have left the practice.’ Really? Have you 
asked them and was this their response? 

Of  course, people do move away, and go 
to a different practice elsewhere. In my 
experience, however, many of  these patients 
have busy lives and they have merely 
forgotten to rebook or have kept putting it 
off. Very rarely have they made a conscious 
decision to not come to see you again. 

80:20
Around 80% of  your turnover will come 
from around 20% of  your patient base – I 
am aware that it is a bit of  a business cliché 
but it is true nonetheless. And it is worth 
remembering this when you are looking to 
target either new or existing patients. 

In effect, you would like more of  these 
patients – people tend to be related to, know 
and socialise in groups that are very much 
like themselves. Therefore, think who you 
already have who is a great patient and then 
target people like them.

Targeting previous partakers
As you already have this group’s data (if  it 
isn’t integrated and stored digitally, now may 
be the time to rectify that), you have a 
number of  cost-effective options:
• Email. Probably the best in terms of  a cost 

per ‘reactivated’ patient. Put a six-email 
campaign together over the next six months

If  you are looking to grow your dental practice, where do you start? Chris Baker offers advice

Things have been going along quite 
nicely, and you have spare capacity that 
needs filling. Or alternatively, you 
desperately need to get patients through 
the door quick, or you will be in 
financial dire straits! 

Either way, you need to gain extra work 
for your practice, so where do you start?

Existing vs new
It is a natural reaction to go out and try to 
attract new patients. And indeed, any 
business needs new blood to survive. 

However, before you look at ways to 
target new patients, consider your existing 
database first. 

The word ‘database’ suggests that your 
contacts are all nicely filed/placed into your 
integrated, computerised marketing system 
and available at the touch of  the button. This 
may not be true at all, but wherever they are, 
they are of  huge value. 

Existing to previous partakers
Now, many of  you may feel that this is 
widening the definition of  ‘existing patient’. 
And it is. However, I would like to widen the 
term to ‘previous partaker’ – that is, 
someone who has had an interaction with 
the practice. 

Even though they may not all be patients, 
the fact that they have been in touch 
previously means that they are not truly a 
‘new’ contact. This raises a lot of  questions 
around data capture and how well you have 
preserved records of  those who have simply 
enquired but never proceeded. If  nothing 
else, I hope that it encourages you to keep 
good records moving forward. 

• Hard copy newsletter. For those where you 
don’t have an email address, this is a good 
way of  reminding people that you miss 
them and would like to see them again. 
Maybe include a promotion that will make 
them make that call?

• Put together a campaign aimed at your 
social media followers that will engage 
them and encourage them in.

Targeting the new
Of  course, you will need new patients, and 
there are a myriad of  ways to target them. 
Some that you may not have thought of  
could include:
• Facebook advertising
• Creating a referral card that you hand to 

existing patients and ask to refer their 
friends and family

• Running a competition for a free, higher 
value treatment. If  you can ensure that you 
collect entrants’ data and have a follow-up 
plan, this can pay massive dividends.

Cost per conversion
Targeting previous partakers is so much 
more cost-effective. If  you already have 
some kind of  relationship, and importantly, 
contact details, it will cost you a lot less to 
convince them back into the practice than 
going after someone new. 
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Chris runs Corona Design & 
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For more information, visit  
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