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Secrets to Marketing Your Practice
Rem Jackson, CEO Top Practices
“Listen, Do You Want to Know a Secret?”-The Beatles
When I was asked to write an article entitled “Secrets to Marketing Your Practice” I cringed and smiled at the same time.  I cringed because I don’t like saying there is a secret to marketing your podiatry practice. When put this way, people think this means there is a purple pill they can take; that one thing they can do that will solve all their problems. This simply does not exist in spite of all the emails we are all receiving daily telling us that someone “has the guaranteed answers to getting you one page one of Google without spending hardly any money.” The truth is marketing, like everything else in life, is a process that requires time, tools, and people to make it work. It can be tedious and it can be fun –just like everything else.  So let me be clear, there is no “secret” no purple pill for marketing your practice. Great marketing is a comprehensive, sometimes complex approach to letting your market come to the conclusion that you are the best choice for them in solving their problems. 
But I also smiled because the “Secrets to Marketing Your Practice” DO exist and I’m going to share them with you now. It’s just that they are not really secrets.  They are hiding, as they say, “in plain sight.” Most doctors reading this article will say “I already know that” to much of what I’m going to tell you…

but here’s a secret…..you might know it, but you don’t do it and THAT makes all the difference between those podiatry practices that I see surging forward and growing the practices they want and those practices that are convinced that the next five years are going to just get worse and worse

Secret Number One
Secret number one is that the Internet is a really big deal. It is impossible to ignore it any longer. Most podiatrists are woefully underutilizing the Internet to build their practice without realizing it.  Most podiatrists have a website and even have some social media platforms set up for their practice, but that is simply not enough –not even close.  Here is why:

When I bought my most recent car, a big Lexus LS460, I was very happy with it.  I’m a big guy and it’s a big car. As I drove it off the showroom floor it was gleaming. On my list I could put a checkmark beside the “to-do” buy a great new car.  I drove it for about 400 miles and it suddenly lurched and bucked and stopped right in its tracks.  I got out and kicked it and said “this car is a piece of junk and it doesn’t’ work.”  This I am sure has also happened to you, right?  Of course not, and it didn’t happen to me either because I, just like you, are well aware of a sophisticated network of places all over North America called Gas Stations.  Long before my car stopped working I went to the gas station and filled up my tank. I’ve done it many many times since then and my big beautiful car is still taking me anywhere I need to go in style. 
Your website and your social media platforms are exactly like your car. They need gas if they are going to do anything for you. And that gas is content. Period.  More than one company has most likely told you recently that they are SEO Experts.  SEO stands for Search Engine Optimization.  SEO is the new Snake Oil being sold on the Wild, Wild West that is the Internet. Doctors are especially good targets because they have some money and no way to judge any of this. Many doctors are spending hundreds and even thousands of dollars each month for what amounts to nothing. Or worse these companies are using “tricks” to try to fool Google into putting you at the top of the searches and in most cases these “tricks” will seriously damage your internet SEO reputation and ruin your ability to market online. 
If the company uses phrases like “Guaranteed” or “Google Certified” or “$299 gets you on page one with no work” you should run the other way.  There is no such thing as Google Certified, it just doesn’t exist. Guaranteeing results before they know anything about the health of your current web properties is something no reputable company would ever do.  So “Caveat Emptor” is the rule when sorting out who is going to work with you online.  It is essential that you have multiple references from doctors just like you with great results.  Do your homework and save yourself enormous frustration. 

Let’s get back to the similarities between your website and your car.  Your car needs gas and so does your website. Gas, in this case, is content.  And content is the following:

· Articles that are 500-700 words in length added to your website (all content must be original and that applies to everything below too)

· Blog posts that are 150 -250 words in length

· FAQ’s (Frequently Asked Questions) that are 75 -175 words in length

· Videos that are 30 seconds to 1.5 minutes in length (approximately 50-200 words)

· Images pinned to a Pinterest Page 

· Posts on Facebook, Google+, LinkedIn, and Twitter

This needs to be done, believe it or not, daily. It is much easier than it sounds. Think about it this way, if you have the time to write one article which is 500-700 words –this is not long and can be done in less than 90 minutes if uninterrupted. You can then select three sub-topics from that one article to be the subject of only three more articles. These articles can be written by either you or your associate, if you have one.  So if you write one original article about Heel Pain you would possibly address: Plantar Fasciitis, Heel Spurs, and Flat Feet as an example.  You then write an article about each of these three sub topics.  You now have 4 articles you’ve written. 
The next step is to find people you know who have writing skills. Not everyone does, but some people do. Maybe your receptionist, or one of your MA’s can write.  Possibly a friend of the family, or a relative, or a student in podiatry school, or a resident can write; the key is that it IS NOT you. You assign them this task: write three blogs derived from one of the articles you’ve written. The content must be original but can be derived from what you’ve done. Remember you’ve now got four articles that can be added to your site, but when this round is done, four articles will produce 12 blogs.  16 pieces of content in all.  Here’s a big secret: NOW have them write three FAQ’s derived from each blog. That’s right you’ll have 36 FAQ’s. You are now up to 52 pieces of content all from that ONE original article.  We’re not done.  Each of those FAQ’s can be scripts for short informative videos that you can shoot in your office.  That’s 36 videos. Add that to the 52 other pieces and you’ve hot 88 pieces of content that can be added to your Internet marketing. 88 pieces of gas/SEO!  It will take you 88 days to post it all and that can be automated. If you do this with In-Grown Toenails and Ugly Fungal Toenails, you won’t be able to post them all in one year. You can make your Internet marketing soar just by following this simple process.  

Secret Number Two
Secret number Two is the Internet isn’t the only way to market your practice. Great practice marketing, just like everything in business or in life needs to be comprehensive. Just doing one thing and expecting it to build your practice keeps you vulnerable if anything disturbs that one thing.  
There are dozens of medical and non-medical referral sources surrounding your practice that desperately need a trusted extension of their care that they can send their patients when they need help with their lower extremities. They would send you their patients if they knew they could and most do not know you even exist. That is not their fault –it’s yours. 
Frequent visits to medical specialties surrounding your office by a person who works for you whose sole purpose is to build quality relationships with these offices is a key to marketing success. This person needs to have a ”Ray of Sunshine” personality. They need to be out in your market doing one thing –Making Friends and Helping People. By slowing developing quality relationships with your referral sources they will over time dramatically expand your medical referrals.  There are obvious medical practices like PCP’s they can visit, but OB/GYN, Pediatric, and Cardiology specialties can be abundant referral sources as well to name a few.  Cardiologists need your help so that their patients can walk and become stronger.  OB/GYN offices are filled with women whose feet are really hurting and the only advice the OB has is to “have a baby.” They are great referral sources.

Medical Referral Sources are truly only the tip of the iceberg. There are hundreds of non-medical referral sources surrounding your office who would love to send you patients: senior centers, running shoe stores (locally owned), pharmacists, higher end nail salons, coaches and athletic directors, and many many more. This significant patient source is a secret hiding in plain sight because everyone knows they should do this and they used to do this, but they don’t do it now because they are too busy or don’t want to dedicate a person to this job.  The right person can generate so much patient traffic it is inconceivable that every podiatry practice isn’t using this incredible “secret” strategy. 

Secret Number Three
Secret Number Three: you already know everyone you need to know to grow your practice and they are your patients. Your list or database of active, inactive, and really inactive patients is the single most valuable asset in your practice other than you and your well-trained staff.  These people know you and like you and trust you and will return to you and refer to you for the rest of their lives if you don’t drop the ball. And most professionals do drop that ball.  They discharge the patient and never communicate to them again thinking it is too costly to maintain a relationship with that patient.  Let’s examine that for a moment:

I would like to propose that on the average if a new patient comes to your practice and you treat them they will produce $450 of revenue to your practice in the first year.  That is, they have a problem, you treat them, and they get better and on average they will produce $450 of collections to the practice.  Now you know some will produce less and some much more but if you can agree on the $450 average number then we can continue.  If you don’t agree then just plug in the number YOU think it is for you and then use that.  Don’t let what I am about to tell you be invalidated because you don’t agree with my number. 
That means that that patient is worth $450 to the practice when they come to see you.  But what is the lifetime value of that patient to your practice?  Here is what I think. If that patient returns to see you at some time in the future, that is, they come back before they die or you die and they see you again for something else –just once –then they will be worth another $450 to your practice.  Add this to the first time and they have a lifetime value to your practice of $900.  If they come back once before you die or they die. Fair enough? 
What if they refer once person to you before they die or you die?  And what if that person comes back once in their lifetime?  They would be worth $900 lifetime too.  

So therefore, if a new patient comes to you and they return once, and refer a person who comes to you and returns once in the future that new patient is worth $1800 lifetime to your practice.  Their $900 value and the referral’s $900 value.  Are you with me? Just a little farther to go here. 
That means that if you have 50 new patients this month. And they return sometime in the future only once and refer only once before you retire, they have a lifetime value of $90,000 to the practice.  And if you get 50 new patients a month for one year or 600 new patients they will bring $1.08M in collection to your practice before you retire! 

This only holds true IF they return and IF they refer. If not then they just produce $450 one time to the practice.  Doctors that understand this understand the number one secret of successful businesses.  If you communicate to your list every month, through newsletters, mailings, emails, and on all of your Internet properties you will never have a slow month again.  Jeff Bezos of Amazon.com is obsessed with this. Customer communication and satisfaction is the number one thing he is concerned about.  Every great business that maintains a relationship with its database of people who know them and like them and trust them is rewarded. 
This is truly a “secret” of great practice marketing
Secret Number Four
Secret Number Four: Success is actually easy.  In fact, in truth, success is ALWAYS easy.  
You see, if you are stressed out about your practice and by this I mean that you are stressed and worrying about money, people, a tsunami of work that seems to never end, then the problem is you.  This is the bad news and the good news.  Bad news because no one wants to hear that they are the problem in their practice ever, and good news because that means you can change and fix it. I'm very serious about this.  I've seen too much now as CEO of Top Practices and the difference between the successful doctors who transform their practice into a top practice and start having far more fun and financial success and those who don't is 100% their own mindset.  So, please stay with me, I promise there is a simple way to truly solve your problems.
Let's define simple first . When I say simple I mean easy to do on a daily basis. I don't mean that everything you will do is simple or that it will happen overnight.  In fact, the more complex your solution to the problems of marketing your practice or managing your practice (or both) the better.  There are good solutions and answers to your problem and you already know what they are. The problem for most of us is that we JUST WANT THEM TO BE FIXED NOW. We are so frustrated and impatient that we just want SOMEONE ANYONE to fix it. And when they don't show up we just keep putting our fingers in the dike and stop the leaks while the water just keeps coming.  We come to meetings and hear good ideas, but we just don't seem to get them implemented well. 

Think about that. You ALREADY KNOW everything you need to know to accomplish everything you wish to accomplish in your life.  So, what's the problem?  What's the answer? 
The answer is…you don't do it. 
You just don't do it. On top of that, what you need to do is EASY to do. But here's the thing…it's easy NOT to do too.  Just as easy.  And if you aren't in the habit of doing it, then you will (95%) of the time NOT do it.  Just like you're not doing it now.
You already know what to do
Jeff Olson, in his remarkable book “The Slight Edge“ makes the point that we all know what to do already in most cases. We've read enough self-help books, enough health and diet plans.  We KNOW how to exercise, why aren’t we all fit? 
Answer: we don’t really do it.  If we had we would have achieved transformative and ridiculously positive results!
This is the final secret. You have to take action. You have to have goals and a plan. You have to decide to move forward.  General George Patton said ”Wars are won by people who actually go out and do something.” The Good news is that how your future plays out and how your marketing succeeds is up to you.

Dedicated to Your Success,

Rem Jackson
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