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BUSINESS & MANAGEMENT MARKETING

Chris Baker looks at the difference the calendar can make to 
the effectiveness of  your marketing 

Marketing masterclass: 
changing seasons

The need for dentistry in your practice 
is pretty consistent, right? There won’t 
be any major peaks and troughs 
throughout the year? 

Well, that may be the case in terms of  
regular appointments and hygiene (although 
even then, I am quite sure that you are 
quieter in August than you are in November), 
but when it comes to your marketing, the 
calendar can have a major impact on what 
works well and when.

New year, new you
Yes, it’s a cliché. But, like most clichés, it 
exists because it’s true. The best time of  
year by far to offer any kind of  ‘life-changing’ 
healthcare treatment is early in the new year. 

The New Year is a time of  transition and 
it can hit some people hard. They may be 
low after the festivities of  Christmas and the 
reality of  long winter nights and the January 
blues have really kicked in. Many will 
associate New Year with the passing of  time 
and take stock of  where they are in life and 
what they might like to change. 

It is the time of  resolutions, to be a better 
version of  oneself. Many will look in the 
mirror and curse the passing of  time – they 
often don’t like what they see! 

But you do have to be a bit clever about 
how you carry out the promotion, as after 
Christmas, everyone is skint! 

A successful tactic is to start your 
promotion in January, with the offer/event/
competition not taking place until February 
when everyone has been paid again. Don’t 
forget to make finance a feature: €3,500 or 
€60 per month – which do you think is more 
appealing?

Run-up to Christmas
In some industries (particularly retail or 
hospitality), this is the time that businesses 
will expect to make the majority of  their 
turnover and profit – hence Black Friday. 

Not for the first time though, dentistry is 
somewhat different. Most people would 
rather not commence a big course of  
treatment in the run-up to the festive season. 
Cost is a factor here, but also the concern 
and worry about having issues with teeth 
over Christmas. 

With that in mind, we often carry out the 
following:

MOST PEOPLE 
WOULD RATHER 
NOT COMMENCE 
A BIG COURSE OF 

TREATMENT IN THE 
RUN-UP TO THE 
FESTIVE SEASON

Chris Baker
Chris runs Corona Design & 
Communication, a specialist dental 
marketing company. 
For more information, visit  
www.coronadental.ie. 
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• Teeth whitening – this can be promoted 
along the lines of: ‘Make sure that your 
smile has that summer sparkle on holiday’

• Facial aesthetics – if  your practice offers 
these treatments then they can really take 
off  across the summer months. Consider a 
loyalty bonus scheme, eg, have three 
dermal filler treatments and receive x% 
off  the fourth.

The four seasons
While not all seasonal rules are hard and 
fast, you need to be aware of  them and to 
have considered them to better deliver 
success.

For instance, even with a fantastic offer, 
an Invisalign campaign in October and 
November is likely to be less successful than 
one run in February and March. Choose 
your season wisely! 

six to eight weeks over the summer and 
don’t buy anything. However, there is a 
noticeable drop in sales in July and August, 
and for most dental practices, they can be 
quieter months. 

There are three great ways that your 
practice can still increase demand at this 
time:
• Children’s days – these are a good 

practice builder and encourage parents to 
introduce their children to the practice 
environment. They are fun but often quite 
tiring days!

• An email to existing patients promoting 
gift vouchers for family or friends as a 
Christmas present

• Email/hard copy newsletter keeping them 
up-to-date with news and education from 
the practice with a nod towards upcoming 
promotions early in the new year

• Email with the Christmas opening hours 
and thanking patients for their custom 
throughout the year, expressing that you 
look forward to looking after them next 
year and beyond.

Golden period
This runs from February through to mid-
June or so. I would always recommend that 
dental practices spend around 70% of  their 
annual marketing budget in the months 
between February and June, as they tend to 
be the most fruitful. 

These are the months to really have your 
major promotions and pushes on whatever 
treatments that you choose. 

Summer
In the current economic climate, it would be 
silly to suggest that everyone disappears for 

TIME OF THE SEASON

• Create a marketing plan for a full 12 months 
• Promote those ‘life-changing’ treatments early in the 

year through to spring
• Spend around 70% of your marketing funds from 

February to June
• Consider ‘children’s days’ for the summer months and 

then roll them out in other school holidays if take-up 
is good

• Christmas is not generally a great time for promoting 
treatment, but there are other marketing tactics  
to consider.
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PROMOTING THE DEVELOPMENT OF IMPLANTS IN GENERAL PRACTICE

Monitoring and 
maintenance 
Donna Schembri explains how 
to put an effective implant 
maintenance protocol in place

Soft tissue 
recontouring 
By Carlos Repullo SanchezOsseodensification: a new 

approach to bone? 
Jason Buglass explains a novel technique that could provide another solution 
in cases where bone quality poses a problem

Full-mouth 
rehabilitation 
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The latest technology pushing 
new boundaries in oral health 

Are you ready for 
National Smile 
Month? Put on a 
showstopper with 
our special feature! 
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