
I have no money to spend on marketing – 
what should I be thinking about, bearing 
this in mind?
I am guessing that you don’t want to hear 
the stuff that I have to tell you – that any 
successful business will set aside around 
2-5% of turnover towards marketing. 
That running any kind of business without 
marketing is rather like winking at someone 
in the dark. That to reach your potential and 
to make both your business and professional 
life more fulfilling, you need to market.

Just this once, I will leave my soapbox at 
home and do my best. What fundamentals 
do you need to bear in mind when you 
aren’t even marketing? Well, there’s the rub. 
Everything that you do is marketing. Your 

signage, the building, how you answer the 
phone, whether you smile enough, whether 
you smile too much, your manner, your 
prices, the ambience of the waiting room – 
the list goes on and on.

If you remember that you are always 
marketing, that in itself will be a very useful 
lesson. So, why not undertake your own 
free brand audit? This can not only give you 
some useful information and enable you to 
make improvements, but it can also give you 
pointers for when you will have money to 
spend on marketing in the future.

What would a brand audit entail?
Start with the basics. Design a questionnaire 
of 15-20 questions that starts right at the 
front door of your practice, and reflect how 
the practice, team and surroundings make 
people feel (not think). Try it out on trusted 
friends and family first of all, but ask them to 
be honest. 

Some questions that you might want to 
include are:
• How did you find out about us?
• What comments would you make about 
our reception area/waiting room?
• How are you greeted by our team at the 
practice?
• What do our team say to you when they 

business Question time

answer the phone?
• How do you feel when 
you come to our dental 
practice?
• What would you 
improve about 
our customer 
care skills?
• What do 
you know 
about X 
treatment? 
(Included 
to illustrate 
how well you 
are getting 
your message 
across on any 
treatments/ideas 
that you wish to 
promote.)

You may notice that 
all the above are open 
questions designed to elicit 
a more useful response than 
just yes or no.

Make sure that you include an end 
question along the lines of ‘if there was one 
thing that you could improve about the 
practice, what would it be?’ 
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In this month’s Q&A feature, Chris Baker looks at how to 
predict the future of  your practice without spending a 

fortune on marketing

Less is more



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

This always 
throws up some 
interesting answers; 
not all of which 
require money to 
deliver.

I would suggest 
that you print up 
these questionnaires and, once you have tested them on your friends 
and family, let them loose on the patients. 

The information that you gain from this audit will allow you to 
make immediate changes, changes in the coming months and make 
your future decisions much more effective; you will already know 
what your patients think because you have asked them. And that is 
one of the other key benefits: the audit can be viewed as a customer 
care project.

Is there anything that I can do with the €20 that I found down 
the back of the sofa?
I would spend it on the little things – sending ‘thank you’ cards when 
patients have had larger courses of treatment, paying for the phone 
calls to follow up treatment plans, even on cakes and pastries for 
your team to say thank you for when they have done a good job. Any 
business is only as good as its people.

If I found €1,000, what would you recommend that I spend it 
on?
Your team. Any investment in your team will pay the greatest 
dividends. Spend the money on improving their telephone 
answering skills, their customer care skills, their professional skills, 

and your professional skills, too. 
Consider training one of your staff members as a 
treatment coordinator. Get a recommended team 

trainer to put in a ‘mystery shopper’ call to your 
practice and see how they measure up. In my 

experience, a good team training course will 
pay for itself by the end of the following 

month. 

What if a team member decides to 
leave in six months?

They might, and to be honest, that’s 
business. You have to accept that it 

is a risk but your business won’t 
grow effectively if you don’t 
invest in its people. (Also, all 
the research seems to show 
that businesses that do invest 
in team training are better at 
holding on to their staff.) ID

Any business is 
only as good as 
its people‘
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