
Concentrated  
marketing
Chris Baker discusses the benefits of  having a 
campaign in addition to your usual marketing activity

Now in February, you will probably 
be in the process of  implementing, or 
certainly not far from completing, your 
2013 practice marketing plan. 

I have discussed the importance of  
planning your marketing activity in this 
column before (p20, June 2012, Irish 
Dentistry) but to recap briefly, your plan 
should consider:
1. Budget. We all have one and we all 
need to ascertain the best way to get the 
maximum possible ‘bang for our buck’. 
More on this later.
2. Positioning. Your practice has to 
consider what sets it apart and how we get 
this message across to potential consumers.
3. Strategy. What do you want to achieve 
by the end of  2013? Make it achievable and 
measurable, for example – 20 new adult 
orthodontic treatments. 
4. Tactics. How are you going to get 20 
new adult patients to have orthodontics 
carried out? This is where you would 
consider the means of  reaching them by 
using the media and other channels that you 
would use to speak to this audience.
5. Measurement. How are you performing 
against measurable targets? How will you 
know if  the campaign was a success if  you 
cannot say at points during the year and 
then at the end of  2013? 

The budgeT 
For the purpose of  this column, I want to 
take you back to the first point of  the five. 
Whatever your budget may be, how and 
when you spend it can make the difference 
between success and failure. 

To kick off, it is usually not wise to just 
divide your annual marketing budget by 12 
and allocate a monthly spend that way. This 
may or may not surprise you at first glance 
but it is really just common (business) sense. 

We know that different months of  the 
year deliver different returns to the business 
and this needs to be borne in mind. Some 
may be the more obvious and industry-
wide, ‘nobody does anything health wise in 
December’, to perhaps a more specific, ‘I’m 
always rushed off  my feet every March’.

Campaigning 
Make sure that your plan reflects these 
nuances – I recommend that it is split into 
quarters and then both budget and targets 
are divided proportionally and appropriately. 
Next, I would choose two or three times 
of  the year, or events, that you can build a 
more concerted campaign around. 

It is wise that there is always some kind 
of  marketing activity going on throughout 
the year, but a ‘campaign’ has the following 
massive benefits:
• It concentrates in the minds of  you and 
your team, what you need to do and by 
when
• Your audience is always more likely to 
respond to a specific call to action, for 
example – see us on the 25th. The message 

may be no different but nothing galvanises 
the mind like a date
• Your ‘story’ is clearer, more powerful and 
much easier for the media to become aware 
of  and feature. It will generate ‘buzz’ and 
lead to a snowball effect
• A campaign enables you to bring the 
various media together that you are using 
and allows them to feed off  each other. 
For example, the local paper, Facebook, 
newsletter and email. Let’s say you are 
running a campaign about the importance 
of  regular dental visits and their success 
in stopping mouth cancer as an example. 
A sensible approach would be to build 
this up towards Mouth Cancer Awareness 
Day in September and this is likely to lead 
too much greater media coverage. You 
may speak to local radio, local paper, even 
television – these can then be used in your 
email, social media, website etc. Many 
people will see these instead of  the original 
broadcast, article or advertisement
• Success. A concentrated period of  
marketing following on from general 
awareness will deliver fantastic results rather 
than a campaign that is simply split into 
months/quarters.

The big idea 
What to run a campaign on? That is 
a question that is only limited by your 
imagination. 

It can be about problems your potential 
patients may face, it may be humorous and 
linked to something in the news, you may 
team up with a local charity/business, or it 
may be a benefit for patients during a certain 
time span. 

Whatever it may be, plan all the different 
parts in advance and what you want to 
achieve. Then all you need to do is inspire 
your team, media and patients! id
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• Build your campaign around two or three 
times of the year, or events

• Plan everything in advance and look at what 
you want to achieve 

• Make your story clear for the media to pick 
up on

• Speak to the local radio, paper and 
television stations

• Upload the interviews on the social media 
sites that you use.

The Campaign

Chris Baker runs Corona Design & 
Communication, a specialist dental PR and 
marketing company. For more information please 
visit www.coronadental.co.uk.
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