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BUSINESS & MANAGEMENT MARKETING

This month, Chris Baker considers how to save marketing spend by increasing your conversion 
rate and measuring your success

Marketing masterclass: 
converting patients
Let’s kick this off  with the elephant in 
the room: ‘converting’ patients. It’s a 
horrible term and does sound as if  we 
are treating our patients as cattle rather 
than as human beings with wants, 
desires, fears and so much more. 

However, it is a well-known term in the 
sales and marketing fields and can save us a 
lot of  time, so I hope that you will forgive 
me and indulge me in this instance. 

Converting patients or potential patients 
means turning potential patients into actual 
patients, and if  they are already patients and 
enquire about a certain treatment, ensuring 
that they go ahead. The better you convert, 
the less money you have to spend on 
marketing activity. 

It is simple 
numbers – if  you run 
an advertisement and 
receive 10 enquiries and 
then convert one, your 
conversion rate is 10%. To get 
10 new patients, you will need to 
run 10 advertisements. If  you 

improved your conversion rate by just one 
patient to 20%, you will only need to run five 

advertisements to achieve the same 
result. You have halved your marketing 
spend at a stroke. 

As you improve your conversion rate 
you may want to increase your 

marketing but that would be 
no issue as your 
return on 
investment 
would justify it. 

Don’t be 
frightened 
– you have 
been 
‘converting’ 
patients ever 
since you have 
been in practice 

– all we need to do is 
fine-tune it and improve 

upon it. 

Team
There are a number of  staff  in the 
practice who will be converting 
patients. As a clinician, you will 
certainly play a part in this, but the 
first port of  call will be your 
reception team. They will field the 

telephone calls and be the first 
people your patients see. 

Are your team confident about all the 
services that you provide? If  I asked them 
for prices, would they be able to answer? 

Can they quickly and easily take me through 
to booking an appointment? If  your team 
haven’t undertaken training then I would 
recommend that they do – they cannot be 
held accountable for conversion rates if  they 
haven’t been given the tools to do the job.

The team should be knowledgeable, 
confident, but not afraid to say they don’t 
know. Their primary function is to get the 

interested potential patient to come to the 
practice for an appointment. If  this 

cannot be achieved, they should at 
least be taking an email address 

and promise to send relevant 
further information (and 

then do it!).

Environment
How is the 

waiting room 

and reception area looking? You are unlikely 
to convert new patients if, when they arrive, 
they are greeted by fraying carpet, old 
magazines, and tired and old furniture. It 
needn’t cost the earth but make sure that 
your practice looks like the kind of  place 
your patients would want to spend time and 
money. 

Appointment
An empowered patient is much more likely 
to go ahead with treatment. That is why it is 
not about selling – it is about listening to 
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know whether you are being successful or 
not. Your reception team will need to keep 
records of  all enquiries and where they 
came from, eg, recommendations, Facebook 
etc. These can then be put into a database 
that can be used for email as well as other 
forms of  marketing. 

A database also needs to be created of  
those who have had treatment plans so that 
follow-ups can be recorded.

This information will allow you to make 
informed decisions about what is working, 
where options need to be tweaked and so 
on. Now, success is in your hands. 

dentistry be any different? If  they just left 
their email address with you then they should 
be put into a campaign where they will 
receive a series of  emails extolling the virtues 
of  your practice and why they should attend. 

If  they received a treatment plan, then they 
should receive a series of  follow-up telephone 
calls. After three of  these, if  they have decided 
not to go ahead, then they can be put into an 
email campaign that talks about the treatment 
that they were interested in.

Measurement
If  you cannot measure it then it is difficult to 

your patients and their hopes and fears and 
deciding together how you can deliver what 
they desire. 

Follow-up
This is where most practices ‘drop the ball’. 
For whatever reason, if  someone hasn’t 
come in for an appointment or may not have 
gone ahead with treatment, this is where the 
majority will leave it. 

It is often said in marketing that there are 
seven points of  contact needed before 
someone will buy from you – why would 

THE TEAM SHOULD 
BE KNOWLEDGEABLE, 
CONFIDENT, BUT NOT 
AFRAID TO SAY THEY 

DON’T KNOW.

HOW TO CONVERT PATIENTS

• Invest in your team – they need good quality training 
to deliver what you expect of them

• Ensure that your practice looks the part 
• Listen and discuss – don’t sell
• Follow up, follow up and follow up!
• Measure; keep a record of all patient enquiries.


