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BUSINESS & MANAGEMENT MARKETING

THE MISSING PIECE

• Get away from the constraints of the practice so you 
and your team can think freely

• Make a list of key characteristics
• Take the time to keep making the list more and more 

specific until you arrive at just one person 
• Design your marketing strategy accordingly
• Always consider how your patient would respond to 

the question, ‘would patient X respond to this?’ in 
the back of your mind.

Comments to Irish Dentistry
@IrishDentistry

Make a match! This month, Chris Baker looks at attracting your perfect patient

Imagine if  I asked you to name your 
perfect patient – could you? And even if  
you could, what use is this information? 

This question is absolutely vital to the 
success of  any dental practice and is so often 
ignored or rushed through. Without knowing 
the answer, you cannot market your services 
effectively. 

Some dentists presume the answer is 
everyone. But this neglects one of  the 
fundamentals of  marketing: targeting an 
audience. If  you try to target everyone, you end 
up targeting no one. 

Strategy, not tactics
As if  not asking this question wasn’t bad enough, 
another mistake practices make is quite 
common in many marketing campaigns – not 
giving sufficient thought to the strategy behind 
the marketing and rushing straight into 
wondering what media, where and when. 

It can be exciting to consider whether we 
should be using local press, Facebook, blog or 
radio advertising, but it’s a waste of  time if  you 
haven’t given enough thought to who you are 
targeting and with what message(s). 

For instance, if  you subsequently decide 
that your perfect patient is female, 75, and 
somewhat of  a technophobe, Facebook 
advertising is likely to have been a bit of  a 
waste of  time.

Characteristics
Where do we begin? I suggest that you take 
some time out with the team and get away 
from the practice and visit a local hotel or 
meeting room. I always find that getting away 
from the everyday surroundings of  the practice 
relaxes the whole team and can also lead to 
more inspired and leftfield thinking. 

Make a list of  the key characteristics that 
your patients might have:
• Gender
• Age
• Social class
• Dental plan
• Attendance
• Children
• Postcode
• Hobbies
• Read a newspaper
• Car/mode of  transport
• Treatments they may have had carried out
• Personality.

The more categories that you can include, 
the more specific you can make your ‘perfect 
patient’. The question of  what is perfect to you 
and your practice is naturally subjective, and 
one that you and your team have to decide 
upon. 

Once you have made that decision, you can 
now consider how you get more of  these 
‘perfect patients’. 

Personalise 
This whole exercise will become even more 
effective if  you can nail it down to an actual 
patient in your practice – not just a collection 
of  characteristics. 

The more you can visualise the patient in 
question, the more you can make good 
marketing decisions.

Now that you know who your perfect patient 
is, you can make sensible plans. As you consider 
your options, you can ask: ‘Would patient X 
respond to this?’ 

If  not, it’s time for a rethink.

Taking the plunge 
Take the time to do this alongside your 
marketing strategy and it will pay you back 
handsomely over time. If  you don’t, you may 
have some success now and again, but without 
any real handle on your target audience or an 
appropriate marketing strategy, it will only ever 
be disappointingly sporadic. 

Marketing masterclass: 
the perfect patient

IF YOU TRY TO TARGET 
EVERYONE, YOU END 

UP TARGETING  
NO ONE

Chris Baker
Chris runs Corona Design & 
Communication, a specialist dental 
marketing company. 
For more information, visit  
www.coronadental.ie. 


