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Building the Practice You Want
A complete marketing plan is the key to creating the practice you want to have and not just accepting the practice that walks in the door.

Part I of a Three Part Series
By Rem Jackson, CEO of Top Practices, LLC

Nobody ever said owning a professional practice is easy. But it can be very rewarding if you build it right. The good news is you can make the decision to take control of your business's future at any point in your career. Even if you've been at it for 20 plus years and your staff has been with you as long and you feel entrenched in the same old patterns that produce the same old results you can decide to change and remake your practice in 3 to 6 months. 
Those of us who own our own businesses are very lucky people. We are ultimately responsible for our own success and we don't have to ask anyone's permission for anything. I recently conducted an exercise with a group of podiatrists who are changing their practices in significant and positive ways. In the exercise, we examined the difference in investing time and money in our businesses compared to any other investment vehicle we could imagine. The results were staggering. None of us could offer up a better investment than our own businesses. We couldn't offer up an investment that was even close. In some cases, to be sure, we were able to report a significant return on a specific investment that did exceedingly well. But in all cases they were isolated and somewhat irreproducible. The good results seemed to be more about timing and some luck. And, at the current moment, none of us had any promising leads to suggest.

 But we then took a look at the return we could document on our investments into marketing and growing our businesses and the return was significantly higher than anything else available to us and more importantly it was under our direct control. This is the key point: 

As the Owners of Our Own Businesses, We Are Blessed to Have the Best Possible Investment Available to Us Under Our Own Direct Control
Which begs the questions:

· Why do so many of us find marketing our businesses so frustrating?
· Why do we feel that marketing is a black hole that we pour money into that returns little or nothing? 
· Why are most of us working harder and longer and making the same or less money?
· Why are so many of us exhausted much of the time?

The answers to these questions while complex are easy to understand I think. No one taught us how to effectively market or promote our business in school. If we look around at other businesses we don't get much help either. Everyone is engaging in a type of marketing called MSMD - Monkey See, Monkey Do. If you open up the yellow pages or your local newspapers you'll see that everyone looks exactly the same. The lawyers in your yellow pages have virtually identical ads, the podiatrist's ads all look like the same artist did them. Monkey See Monkey Do (MSMD). But here's the problem, everyone is unhappy with the return on these ads. Their Return on Investment (ROI) is low or even negative. So if we are copying everyone else and they're unhappy it's easy to anticipate how we are going to feel about our results as well.

Earl Nightingale, the author and philosopher once said "If you find yourself with no mentor and no idea what to do, look around at what everyone else is doing and then do the opposite." MSMD marketing will simply net you the same results that everyone else is having. 

There is another reason for our frustration with our business development results:

Almost all of us are phoning it in.
Since we are not sure about where to even begin, we tend to spend very little time on our practice growth programs. wish someone else would handle it. We "hope" it will improve if we just work very hard and provide great patient care. We hope that if we are just good doctors, then the word will get out and people will come. "If we build it, they will come." The problem is that attitude only works in movies involving mythical baseball fields and ghosts.

Every successful marketing program requires a system. A system that is the opposite from what everyone else is doing.
Here's the system: 
1. Be Different - all of your messaging all of your advertising all of your marketing must be different. The very best way to be different is to " Enter the conversation that is already going on in the minds of the people you want to attract." In other words, focus your marketing on them. Talk about them and their problems issues challenges and concerns. Speak to them about their foot and ankle pain. Don't tell them about you and your qualifications and your practice. They don't care. In fact, they don't even see your ads when you focus them on your and the practice. 
      The only way to get peoples attention is to talk about something they are               

      interested in. We can only see things we care about and we ignore everything else.     

     We Americans are exposed to 3,000-5,000 marketing message each and every day   

      and we can only take in a small amount of that information consciously. Our             

           Reticular Activating System or RAS is the part of the brain that controls arousal    

and motivation. It filters out everything except for that which is very important to us. We've all experienced the phenomenon. It's time to get a new car and you start to think about a particular make of car. Suddenly you see ads for that make of car everywhere, you see them on the road, people mention them to you. Did those ads just appear? Is it some weird coincidence? The answer is no. Those ads are always around you as are hundreds, thousands of others. Your brain has just filtered them out because they weren't of interest to you. The minute you let yourself know you were interested in your new make of car your brain closed the filters and let that information come into your direct conscious awareness. 

The RAS works for all of us all the time. Our marketing can't create patients with heel pain. Our marketing can only find the people around us who have heel pain and get their attention. If our marketing is talking about us, our practices, and our capabilities, then we won't get the attention of people around us who need our help. I'll go out on a limb here and say that almost no one in the United States (or the entire world for that matter) wakes up in the morning thinking "I really want to learn about my local podiatrists today. I wonder where they went to school. Are they board certified? I can't wait to find out." I do think that every single day people all around your practice people wake up and put their feet on the floor and say "Ouch! What's the pain in my heels? I need help!"  It's a good bet they'll be looking for someone who is an expert in heel pain. That is the conversation already going on in their head and that is the message your marketing should utilize. 
Be different, talk about them. You'll get their attention.

2. Be Provocative - You've got their attention because you focused on them and their problems. Good for you. But here's your next big hurdle. You've got to keep their attention long enough to get them to take an action. Most marketing fails because there is no mechanism built into it to get a response from the prospective patient. There is no compelling offer. Most of us offer discounts or free visits if they "Respond Now!" because we don't have a better offer. And our MSMD research tells us that free visits and discounts must be what's working because every one else is offering them. 
It's true that a small number of patients will call you and make appointments because they are in enough physical pain to compel them to do it, but to truly make a difference in your practice growth, you've got get more and more people to become patients of yours and not your competitors. 
So you need a better offer. 
You need to make a high value offer that is easy for the prospective patient to accept. You need to make them an offer that they desire and you need to make it easy to take you up on it. In my direct research, in real world situations, the number one offer that people will respond to is high quality information that helps them understand what is happening to their feet and ankles and doesn't require them to do anything except request your free information and share their contact information with you in order to receive the free information. And the best free information, the format that is valued the most and requested the most frequently is a book. A book that answers their questions and concerns about what is happening to them or to their loved ones. A book they can request without coming into the office. A book that gives them helpful information before they make the next decision to come see you. A book that convinces them that you understand them and their pain and that you are the doctor they will come to see when they are ready for that next step. A book is the best business card that ever existed. 
In this way, we "provoke them" or "poke them in the ribs" and ask them to identify themselves "to raise their hands" as someone who has concerns about their feet and ankles. We trade that highly valuable and eagerly sought information for the names, addresses, phone numbers, and emails of the people around your office who are waking up in the middle of the night worried about their feet and ankles. We make them an offer that they find difficult to refuse. We help them rest easier at night. 
3. Capture the data - The single most undervalued asset in every practice I work with is their list. The first and most important goal of all marketing programs is to build your in-house list as big as you possibly can. The list includes your current and patients and your inactive patients to be sure as well as everyone that has requested information from you. Your list also needs to include other businesses and institutions around your practice that have their own lists of people who may be interested in what you have to say because it will help them rest easier at night. The reason for building and maintaining this list is simple. People who know you are far more likely to respond to your marketing than people who don't know you. As you continue to grow and build your practice you build relationships with many many people. But you need to nurture and care for this list just as you would any living organism. If you don't, it will become old and stale and will begin to break down just as if it was bread covered in mold. If you keep it fresh and maintained it will continue to sustain you for years.

      This list can include the following:

· Your current and active patients

· Your inactive patients

· Anyone who had requested information from you

· Physicians in your area

· Physical therapists

· Chiropractors

· All of your vendors

· All of your local friends and relatives

· Weight-loss centers

· Shoe stores

· Sports stores

· Pharmacies

· School nurses

· Gym teachers

· Athletic trainers

· Middle school, high school, and college coaches (all sports)

· Running clubs

· Medical-supply stores

· Fire departments

· First-aid squads

· Health clubs and fitness centers

· YMCA

· Rehabilitation centers

· Senior daily care centers

· Senior living centers

· Senior centers

· Nursing homes 

Your list should be kept in a database that is designed exclusively for marketing. Many professionals, not just doctors, make the mistake of using their contact databases in their billing software or their patient records, or simple excel spreadsheets to maintain their contact lists. The problem with this is that most software programs are designed to one thing very well. Billing software handles your billing. The developers of that software are focused on making sure that your billing works well - not that you can institute an intensive marketing campaign to groups in your list or even to your entire list. So you need to use a marketing database that is designed for managing and implementing your marketing. There aren't a lot of them out there that are versatile and can manage both online and offline promotional and marketing efforts.
4. Begin to market to them intensively and persistently - Most marketing efforts fail because they give up too early. We expect that we will put an ad in the paper and people will flock to our door. When this doesn't happen we're frustrated and unhappy with the expenses we've incurred. 
The truth is that it is not easy to get anyone to take action. Even with pain in their feet that is concerning them greatly most people will just try to wait it out. We're all busy. We all hope it will go away. We just don't have the time to call a doctor and make an appointment. And the biggest problem for podiatrist's marketing their practice is that we have to hope that the very day they see our marketing effort is the very day they will pick up the phone and call. But unfortunately we rarely get them on the right day and when that day does arrive they don't remember us, our ads, or anything about us and they ask the first person they see for a referral.  Our money and time goes down the drain and good old "word of mouth" wins again. The problem here is that "word of mouth" treats all of us the same. Even if you offer high quality care and great customer service you aren't differentiating yourself that much because the truth is most of your competitors are doing a pretty good job too. 
So how can we actually convert the people who we do get to pay attention into patients? Market intensively to those people who have raised their hands and requested information about their feet and their ankles. We know they or someone they love are worried about their feet. We know it is likely to get worse over time. We simply need to stay with them until they are finally ready to take action. And if we do our job of educating them correctly, they may even come to the conclusion that they need our help earlier rather than later. So when anyone "raises their hand" and requests your information you begin a campaign of high quality information that helps them, over time, decide to come in to see you.  This means sending them many different kinds of information on a regular basis. Communicating through emails, letters, postcards, recorded interviews with the doctor on a particular health topic delivered on CDs, transcripts of those conversations all delivered in a profession and educational manner.
 As you stay with this prospective patient, you teach them over time about their condition, about the possible treatment options you offer, and how a visit to your office will start the path to their recovery. "You demonstrate that you are the doctor they should come to see if and when they are ready. This is the real "secret" to marketing. Staying with someone until they are ready and preparing them to make the decision that you and only you are the best choice for them. Making it easy for them to contact you and finally set that appointment. Communicating with them over time in a variety of ways. Speaking to them on their terms and helping them make the right decision for their health.
 There is no more powerful way to leverage your marketing dollars than to stay with people and deliver a campaign to them over time. Big corporations know this and that's why they spend millions and millions of dollars to convince you over time to buy their products. The problem small businesses like podiatry practices have is that they don't have millions of dollars to spend. But if you are only marketing intensively to the people around you who have already demonstrated an interest in their feet and ankles by requesting information from you, then you are only marketing intensively to a small, targeted, and responsive group of people around your office and this kind of marketing can fit into any budget. And the resulting return on this kind of an investment in your practice is exactly the kind of investment that small business owners can make that will return far more to you that any other investment option available to most of us. 
In Part II of this three part series I'll explore the specific things you need to do to implement your successful marketing program
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Building the Practice You Want

A complete marketing plan is the key to creating the practice you want to have and not just accepting the practice that walks in the door.

Part II of a Three Part Series

By Rem Jackson, CEO of Top Practices, LLC

This is the second installment of a three part series on how to build a comprehensive marketing plan for your practice. In the last installment I discussed a marketing system enables you to differentiate you and your practice In this second installment I discuss how to prepare yourself to implement in the system. In the final installment I offer internal and external promotional strategies.
Your First and Most Important Goal in Marketing Your Practice is to Build Your List. Build it Build it Build it. Prospects will become patients if you follow the system. But…
Your success is ultimately and fundamentally about your behavior

· Are you being congruent with what you want to achieve?
· Do you have time integrity to yourself?
· Do you have integrity to your commitments to yourself?
The Ultimate Success of your marketing plan is dependent on your continuing marketing and promotional efforts. Numerous activities must be done so that names are put into the front end in order to move them through the system and convert them into patients on the back end as we've discussed already. But before you spend any money on marketing you need to know why you're marketing. You need to know what your goals for your practice are. You need to know what your goals for your personal life are. 
You see, the true purpose of your practice or business is to serve YOU and to fund your IDEAL LIFESTYLE – not the other way around. You must begin by putting your personal life first and getting your practice prioritized correctly. This is a hard concept for most professionals, especially doctors, to get their heads around. But you don't have to work yourself to death and sacrifice your quality of life to manage and grow your practice. If you are, it simply means you need to make changes in how you manage your practice so that you can enjoy serving your patients and have the rich personal life that all of us deserve.

So, before you implement any program in your practice you've got to write down your goals and those goals need to be S.M.A.R.T. 
· Specific - A specific goal has a much greater chance of being accomplished than a general goal. To set a specific goal you must answer the six "W" questions: 

*Who:      Who is involved? 
*What:     What do I want to accomplish? 
*Where:    Identify a location. 
*When:     Establish a time frame. 
*Which:    Identify requirements and constraints. 
*Why:      Specific reasons, purpose or benefits of accomplishing the goal. 

· Measurable - Establish concrete criteria for measuring progress toward the attainment of each goal you set. 

· Attainable - When you identify goals that are most important to you, you begin to figure out ways you can make them come true.
· Realistic - To be realistic, a goal must represent an objective toward which you are both willing and able to work. 

· Time Bound- A goal should be grounded within a time frame. With no time frame tied to it there's no sense of urgency. 
The most successful goal writers produce 3-5 goals in the following categories:

Personal

Business

Financial 

Health 

Fun

And they produce 3-5 goals for each of the above categories in the following time frames:

Lifetime

3 Year

1Year
Quarterly

Working backwards and starting with your lifetime goals will enable you to see the themes that develop about what is important to you, what you actually care about. By the time you write your one year goals and the quarterly goals you've got to hit to achieve them you will have produced a blue print for what you care about the most and you'll have developed a plan that you can commit to for achieving them. Don't neglect your fun goals. Most people resist that category the most when we work on their goals, but what is the point of being successful in business and life if you don't have fun along the way.
 One of my most cherished fun goals is a 10 year plan to visit all the wine producing regions of the world with my wife and family. It turns out that where they make wine, in most cases, are some of the most beautiful places on earth, and I want to visit them all and share that experience with the people I love. Getting up in the morning and going to work is easy when you know why you are doing it and with whom you will share the fruits of your work. 

As I've already stated, after you know the answers to the big questions like why you go to work and what you are about in your life, you have to develop some integrity. The kind of integrity I'm talking about is sorely lacking in most of us. 

If I asked you if you have integrity, I'm sure you would answer "Yes, of course, I do. That's a ridiculous and somewhat insulting question." And I'm sure you would be correct in a way. I'm sure you believe "Your word is your bond" and "The only thing you have is your good reputation." I'm sure if you tell someone you're going to do something, that you keep your word. I'm sure you work very hard not to ever let down the people in your life. You're honest, you pay your taxes, you donate to worthy charities, and people respect you. And I'm sure others would describe you as a person of integrity. 

I'm not talking about that kind of integrity. I'm talking about your integrity to yourself. I'm really asking you the following:
· Are you being congruent with what you want to achieve?

· Do you have time integrity to yourself?

· Do you have integrity to your commitments to yourself?

Most of us will crawl over broken glass to keep our commitments to others. But most of us routinely break promises and commitments to ourselves. We don't follow through on our plans for our goals. We steal time from ourselves and our families so we can keep our commitments to our patients and others. We are always "getting around to it" for the commitments we've made to ourselves. We do this because we think we have to make choices between ourselves or others. 

This choice costs us far more than we realize. We damage our own health, both mental and physical, when we push and deprive ourselves. We forfeit our personal happiness and make demands of those we love so that we can serve our business.

Your success is ultimately and fundamentally about your own behavior. Committing to your happiness and behaving congruently with what you want to achieve above all else is the only way to truly be successful in life. Write down your goals and put plans together to achieve those goals and then have integrity to yourself first. When you do, you'll find maintaining your integrity to others becomes something that is easy to do. You must take care of yourself first, only then will you be able to serve others in a profound way.
Once you know what you want it's time to go get it

In Part I of this series I discussed at length a system for marketing your practice. It had four steps:

1. Be Different: You must get people's attention by "entering the conversation that is already going on in their minds". You must speak to what is keeping them up at night. Focus your message on their concerns, not your capabilities.

2. Be Provocative: After you get people attention, you must get the to respond to you, to take an action with a great offer. The best offer is for information (an information premium) that they can request for free from a toll-free number or a website. The most effective information premium is a book (or booklet) of information that answers their questions and concerns about what is keeping them up at night.
3. Capture their data - The first goal in marketing is build an in-house list of people in your area who know you and to maintain that list so that you can move to step four.
4. Market intensively to the people you know - Since you know who has foot and ankle pain in your area (because they raised their hands and requested info from you) you can now begin a campaign of information designed to educate them further, develop the relationship, and prove that you are the best possible choice for them. 
 There are five keys to implementing an effective marketing plan with a good Return on Investment.
Step One: Your Offer
Create your information premium (your offer). It becomes the vehicle for everything you do. It opens all the doors for you to market and promote. It establishes you as The Authority. A book is the best information premium you can offer. People are hungry for information to help them understand what is keeping them up at night. You can also offer reports, and packages, but books are the most highly valued form of information there is. Writing a book is easier than you may think. A book doesn't have to be a long and involved document. Ten pages of good information can constitute a book. At Top Practices we produce several books for our members on general foot and ankle health and heel pain for example and each of those is 24 pages in length. Small, and inexpensive to print, "books" become the calling card you can use in every conceivable venue to promote your practice. 
Step Two: Your Marketing Funnels and 

Set Up Your Marketing Database
Create your marketing funnels that you are directing people toward. When your promotional efforts get people to "raise their hand" and accept your offer by requesting information from you, you need to have an easy way for people to contact you and (this is critical) give you’re their contact information - name, address, phone number, email.
Create your marketing database - To communicate differently (intensively and personally both online and offline) with your prospects you need a powerful marketing database that can automate the entire process for you. Marketing is a key business activity for your practice. It is the engine that drives everything else. It's the source of new patients, new revenue, and growth. Building your in-house list is the single most important marketing activity you can perform. As you build new names you've got to keep them organized. Just using your existing software (for billing etc.) won't work in the long run. Your list is too valuable of an asset to maintain it in a program or database that was built for an entirely different function. Keeping your list in a spreadsheet is equally unhelpful because you can't segment and manage your database and communicate regularly to your list without it. 

With a database that is designed to communicate to people the possibilities are endless. You can, for instance, design recall campaigns for patients with diabetes that automatically begin 9 months from their last visit. Or you can institute a recall campaign for patients for orthotics for a check - up at a specific time interval based on their last visit. Birthday wishes, holiday greetings can all be set up to automatically run with little human intervention. Your marketing relationships with your active patients, your inactive patients, and with prospective patients should all have the "feeling" of being personalized. It should seem to the patient that you sent them a note with them in mind - not that 1,000 people just got the same mailing today. 

Finally, your database should be able to communicate with people online (email) and offline (postal mail). People are different and they respond to your marketing differently. Some will only read email. Some will never read it. Some will only read a letter from you others will only listen to a recorded message. Some will listen on the phone, other on CDs you mail them. So it's important to be able to use the power of database technology to manage all these relationships automatically without your direct involvement. Your patients should be hearing from you as if you are right in the office while you are in Europe with your family on that vacation you've always wanted to take. 
Step Four: Educate
Create your on-going campaign - Most marketing fails because it is once and done. We run an ad and hope someone sees it whose feet hurt today. And guess what? A few people do and they call, but most of us are too distracted, too busy, too overwhelmed with life to just pick up the phone and call and make an appointment to see the doctor. That's a big commitment! 

Since we've managed to get their attention with our ads (or other marketing efforts we will discuss in Part III of this series) and we've managed to capture their contact information, it is now time to develop our relationship. As in any other relationship, you build trust, familiarity, and a bond over time. You must initiate and continue communicating with these people in a persistent and educational way using both online and offline marketing messages or "touches." A good marketing campaign consists of 18-24 individual marketing "touches" that are delivered over an extended period of time (8-10) months. These communications or marketing touches should vary in length, style, and delivery. People respond differently to different forms of communication so you need to meet them on their own terms. Your campaign should consist of a series of emails, letters, postcards, CDs of recorded interviews with you on specific topics, transcripts of those CDs, other books, cards, even phone calls. These messages need to be spaced appropriately and they need to be professional, and educational. Nobody likes to be bombarded by marketers and if that is the approach you take it can backfire. Everyone likes to know more about their concerns and worries and everyone appreciates professionals who take the time to explain. So your campaign needs to be focused on your prospective patients and their concerns. You need to continue to offer helpful information that will educate them about their possible condition, and the kinds of treatment options that may be available to them. 

We can afford to market in this intensive way because we are communicating with smaller groups of targeted people. People who we now know have an interest in the health of their feet and ankles. This is the single most important activity in the entire marketing process and it is the one thing very few professionals or businesses do. When you know who to market to and you stay with them for an extended campaign, over time, the conversion from "lead" (people who are worried about their feet and ankles) to patient goes up significantly and so does your corresponding return on your investment in your marketing.  

  If the prospective patient hasn't converted to a patient after the campaign is completed, then sending them a newsletter (monthly is best) is the next step.
Step Five: Create Your Marketing Messages
Create your marketing messages (ads) that you'll use in all of your marketing. You must have different messages and ads that all focus on your prospects by talking about their problems and that also make an offer for information as well as direct them to call your office for an appointment. In this case simple is best. Keep your message focused on your prospective patients concerns (what is keeping them up at night) and let them know that you can help. You can send them free information to answer their questions and concerns and help them rest easier. You can see them right away if needed. Don't spend any time or space focusing on you or your office. People are only interested in messages that are about what they are interested in or worried about. Everything else is filtered out and ignored.
In Part III of this series I'll be discussing how to get the marketing work done and I'll share 32 specific internal and external strategies for marketing your practice.

Building the Practice You Want

A complete marketing plan is the key to creating the practice you want to have and not just accepting the practice that walks in the door.

Part III of a Three Part Series

By Rem Jackson, CEO of Top Practices, LLC

This is the third installment of a three part series on how to build a comprehensive marketing plan for your practice. In parts I & II I discussed a marketing system that enables you to differentiate you and your practice, and how to prepare yourself and your practice to implement the system. In this final installment I discuss who should do the day-to-day marketing work at your office and 32 specific internal and external promotional strategies your can use to build your practice.
Who does the work?
You're ready to implement a marketing and promotional campaign that will take your practice where you have already decided you want it to go. You know why you're growing your business and you've got a good handle on the commitment it will take to make the changes you want to achieve a reality. 
IT'S DECISION TIME. Who is going to do the work involved? Your answer cannot (or should not) be "I am." You must either hire the right person to do the work in your office, outsource it, or a combination of the two. In the beginning you should always outsource as much as you can to keep it easy - less stress/no learning curve. You can always bring it all in house later if you choose. The reason to make this investment up front is so that you can continue to develop plans for more marketing efforts instead of working on implementing your existing plans. You should always be working on your business instead of working 100% or more in your business. 
Marketing is a key business activity. Something every professional and every business needs to develop and maintain a predictable revenue and cash flow. Unfortunately it is most often a business activity that is put on the back burner or postponed or its something you "really want to get started" but just never quite seem to do. 
Take a look around at other doctors, other podiatrists, other businesses. The truly successful businesses are the ones that see the need for business development and make the commitment to ensure that it gets done. It's never the company with the best product or the best customer service that becomes the dominant player in its market, it's the company that can connect with the consumer and differentiate themselves that ultimately wins the day. 
Consider using a virtual assistant to help get the work done or bring someone into your practice part-time who is focused exclusively on marketing. Your only involvement should be planning and strategy as well as review. You should never do the work yourself.

Now that the components of your marketing plan are in place it's time to begin promoting your practice. Your marketing efforts should be focused in two distinct directions - internally and externally. We'll begin with internal promotion because it is much less expensive, it's easier to implement, and it produces the highest return on investment (ROI).

Internal Promotion 
Internal promotion is one of the best kinds of promotion because it requires less financial investment and it has a high response rate. People who know you are far more likely to do business with you more frequently than people who don't. As you build your list it is critical that you communicate with and market to your list with a high frequency. So many podiatrists see patients one time and then never see them again. Is it because they never needed a podiatrist again. Possibly, but it's unlikely. It's much more likely that they've moved on to someone else. The reasons for this are endless, but the cure is easy. You've got to stay connected to and continue to develop a relationship with everyone on your list. They are much more likely to return to your office and in higher frequency when you stay in touch. And they are the single best resource you have for new patients. 

Here are some strategies for building your business using internal marketing:
1.  Send a monthly patient newsletter.  A topical patient newsletter is the single best way for you to stay connected with your entire patient base. Monthly is by far the best frequency. In your newsletter you should promote (teach) about new products and procedures, lucrative procedures, and products. You should also make an offer each month for your book directing them to your 800 number or website. Patients can and should receive your information premiums when they request them. They stay in their homes for long periods of time (in the case of a book - permanently - and can be shared with others. Patient newsletters should be delivered via email through your marketing database, but non -electronic files should be mailed a paper copy. Share information about your office. Testimonials are excellent articles for your newsletter. People read them and respond in surprisingly high numbers. But remember to always make an offer for something. 
2. Solicit referrals from patients. Directly ask for them with the following language. "Mary, if I had more patients like you I'd be a happier doctor. I'm directing the front desk to give you some of our cards, with your name on the back. When you give them to your friends (only the nice ones) we'll collect them and send you a thank gift every time someone comes in to see us. I don't give 

them to everyone and I will take their care as seriously as I take yours." Simple care to share cards will suffice. Have a monthly contest in the office to see which staff member hands out the most cards that are returned - offer a prize to your staff. 
3. Be concerned about the experience that your patients are having as they move through your system. Take a good look at the experience your patients have before they get to your office. What are the communications like? What happens when they are in your office? And what is the experience after they leave your office. Have your office shopped by prospective "patients" to see how you rate.

4. Have current interesting magazines in the waiting room. What you, your spouse and your kids would like to read. Also have copies of your book with Office Copy written on them. 

5. Every person should leave with two flyers for your book, more if they would like more. They should be handed out at the front desk. DO NOT hand out your book at the desk - just flyers. Your books and information premiums should only be given away in exchange for contact information.
6. You should have dinner certificates for $25 that anyone on your staff can give to folks if there are any little service breakdowns. "Mary thanks for understanding. Here is a $25 gift certificate to Applebee's etc."
7. Birthday cards to everyone. Include a coupon for some free product. To be used on their next visit - or just stop in. Cards at unusual holidays like Thanksgiving or Arbor Day - not holiday or Christmas cards

8. Start answering the phone - "Welcome to (Your Name) Foot and Ankle Center how can we help you? Or how can we help you with your foot and ankle concerns?" By answering your phones with the word welcome you are standing out and making a statement.
9. Does your office need paint? Have someone else come to see it and tell you the truth. Take a look the carpet and the furniture too. You might not see it because you really like your furniture just like you did when you bought it 15 years ago.
10. Offer people a beverage. Right from under the front desk fridge. Keep it stocked and be consistent. 

11. Send welcome info and email to everyone before they come to your office.

12. Insist on your staff greeting everyone with Welcome! And a Smile! Insist on it and be sure to do it yourself.

13. Absolutely no talking in front of the guests! Personal conversations by the staff should NEVER be conducted within earshot of your guests (patients and others).
14. Tell people about your newsletter - ask about it - let them know about your website. Send them home with two copies. 
15. Remind Patients via the phone that they have an appointment the next day.
16. Institute a patient recall campaign using your marketing database that will automatically recall them in a defined period of time from their last visit.
17. Begin a patient recall campaign now to all patients who have gone 12-36 months without revisiting the practice.

External Promotion   

Internal promotion is cost-effective and highly responsive, and the very first place I recommend everyone start when implementing a comprehensive marketing plan, but it relies on your existing database and there is a limit to how wide you can cast the net. External promotion enables you to speak to much larger populations and using the techniques described in Parts I and II of this series, filter out the interested people so you can more intensively market to them. I've listed below the kinds of promotional vehicles and media you can consider when promoting your practice. They are all valid choices, but some of them are more cost effective and appropriate than others. I've bolded the choices that I believe work the best for podiatry practices.
Print Advertising

· Newspapers (remnant space)(inserts) 

· Local Regional Shopper Guides  

· Magazines 

· Newsletters (External) 

· Trade/Organizational Directories 

· Church Newsletters

· Community Newsletters

· Telephone Directories 

· Flyers

Broadcast Advertising

· Television 

· Radio  

· Internet

Display/Outdoor advertising

· Signage 

· Billboards 

· Placards 

· Posters 

· Vehicle Signage 

· Vehicle Advertising

Direct Response 

· Direct Mail 

Events and Promotions

· Business conventions 

· Trade shows 

· Health Fairs 

· Contests 

Publicity, Public Relations 

· Press Releases 

· Feature Articles 

· Product announcements 

· Newsletters (Internal)

·  Seminars 
· Community Charitable Events 

· Charitable Donations

· Sponsorships 

· Endorsements 

· Alliances with other businesses

Word of Mouth

· Spontaneous word of mouth

· Referral programs

· Testimonials

The Key is to test different outlets and use different messages. What works in one regional area may not work in another. I don't believe there is any correlation between price and effectiveness. Quite often the least expensive choices can produce the best results.
I shared the following list of professionals and businesses around you that you can market to in Part I of this series, but I'm repeating it here because it is so important. 

The most podiatrists with the most successful marketing programs use a combination of approaches and don't rely on only one channel. The list below, in combination with a good offer (premium) and a follow up campaign are the most effective sources of new patients that I and the members of my group have found nationwide.    
· Physicians in your area

· Physical therapists

· Chiropractors

· All of your vendors

· All of your local friends and relatives

· Weight-loss centers

· Shoe stores

· Sports stores

· Pharmacies

· School nurses

· Gym teachers

· Athletic trainers

· Middle school, high school, and college coaches (all sports)

· Running clubs

· Medical-supply stores

· Fire departments

· First-aid squads

· Health clubs and fitness centers

· YMCA

· Rehabilitation centers

· Senior daily care centers

· Senior living centers

· Senior centers

· Nursing homes 

As I said at the beginning of this installment, external marketing, when implemented correctly, can have a dramatic impact on the new business coming to your practice and is a key to dramatic and fast growth. The following is a growing list of innovative ideas being used effectively by Top Practices Master Mind members

1. Acquire a list of local businesses from your Chamber of Commerce and mail them a letter informing them about your new book and include several flyers for the book with an offer to send them as many as they need for their employees. You can mail to this list at least three times with no degradation in response rates. Some doctors who are chamber members can get the list at no cost. 
2. Visit large local employers and offer flyers for your book for all of their employees who want one. 
3. Acquire a mailing list of people in your market with particular demographic characteristics - age/single family dwelling/ diabetes/ etc. and mail a postcard offering your book to anyone who wants it.

4. Test your local newspapers with an ad for your book to see which ones produce leads and focus on them. 
5. Find local shopper guides/penny savers/merchandisers (things that are delivered to your driveway or are in racks offered for free in local restaurants or stores) and test these. They have a higher rate of response, often stay in the home for a longer period of time and are read by more than one person and are generally inexpensive.

6. Develop a relationship with a local shoe store and offer occasional "clinics" at the store in exchange for them putting a flyer for your book in every box of shoes that leaves the store. Some doctors have expanded their relationships with shoe stores and are even featured on their websites. It is a great differentiator for the store and a high volume source of new prospects for you.
7. Commit to having a representative of your practice visit the offices of potential referring doctors on a regular basis. This is one of the most effective ways of developing a steady stream of referrals. It's important to prepare your staff member for making these visits and understanding that most attempts at developing a good relationship will not bear fruit. However, creating 3-5 new and robust referral sources is more than enough to produce a strong and steady stream of new business to your practice. Never take these relationships for granted and continue to return to stop in and refresh the relationship. The single most effective idea for having a great reason to stop back in is number 8 on this list.
8. Implement a shoe drop off program for homeless or needy people. My doctors have begun a program in which they offer to place a shoe drop off box in the reception rooms of referring doctors offices, stores, churches and other high traffic locations around their offices. They offer to collect gently used shoes and take them to the local homeless shelter. The drop off boxes (created from simple materials available at Home Depot) also have the branding of the podiatrists office on them. Each and every week a representative stops by collects the shoes, offers referral pad, lists of insurances they accept, gifts, and other items while they stop by to pick up the shoes. Some offices have over 20 of these in the community around them and are receiving requests from other offices to place one in their office as well. Amazing!
9. Begin to market through public speaking.  Topics like heel pain are excellent. Heel pain is interesting to all market demographics. "I know why your feet hurt. Why over half of the people in the room have foot pain right now or will soon and what they can do about it AND what the 50% who don't have foot pain now can do to avoid it." When you speak in public it's important to collect as many contact names and information as possible from your audience. The best way to do this to offer free information (your book) and have flyers handed out while you are speaking to be collected at the end so that you can have their free information sent to them right away. This is a much more effective way to build your list than speaking and hoping they will call. Now you can get their information and begin a campaign to convert them into a patient.
10. Insure that you have a website that is well optimized for search results (SEO- Search Engine Optimization) and continue to add content to it regularly. Blogging is an excellent way to do this - and it CAN BE OUTSOURCED. You can hire a medical student to write your blog posts. They will get it 80% to 90%  correct and you simply review and edit and then have it posted to your blog.
11. Begin to create very short video clips of you discussing foot and ankle issues. Post those videos to your website, YouTube Channel, and all your social media 
Marketing is a critical business activity. If you make the commitment to yourself and you understand the reasons you want your business to grow (your goals), there is nothing that can keep you from having the practice you want and not just the practice that walks in the door.
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