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Now I would like to proceed with the next very important
component of marketing mix -promotion!

We have two different kinds of strategies to promote - the internal marketing with the existing
patients and their families; examples of this kind are the referrals and the external marketing aimed
at those outside of our practice
Research has proved that the most effective method to attract new patients is the internal marketingThe word of mouth - 80% of our new patients will come because of this tool! On the other hand
external marketing, like advertising or public relations, will create awareness, patients will learn
about us, but very few new patients will actually visit our practice.
Here are some promotion strategies that we can apply in our practices, starting with:
1. Our logo
Our logo is our clinic’s fingerprint. It is our identification.
It should go not only on our business cards and stationery but also on our outdoor signs,
promotional items, uniforms, billing statements. The logo should be so identifiable with our clinic
that people must identify us without reading the name-just by looking at our logo.
2. Our Business card
That provides the first impression of our clinic; it gives a hint of our traits and what we stand for.
Basically our card needs to make a powerful, positive, personal impression, by offering something
different from the usual dull cards. For example we could consider:
1. A better quality paper
2. A more beautiful logo
3. A unique use of color
3. Newsletters:
We should think of newsletters as a great way to ‘spread the word’ about our practices, delivering
general information concerning us or our services as well as photographic material in order for
patients to make a visual connection to the given message.
For example:
a. we can educate our patients how can we prepare a tooth with a laser,
b. Inform them about an educational seminar or congress that we have attended.
c. Introduce a new treatment or service that we have entered to our practice.
These can be sent to our patients by email monthly/ quarterly or yearly.
4. Testimonial book:
We can either have it on the reception desk or at our waiting lounge. It is very comforting for the
new or the existing patients of our clinic to read and see the experience and feelings of other

patients of us – especially in cases that the patients have fear or feeling anxious or suspicious about
their dental appointment.
It is mainly a very helpful marketing tool for two reasons:
1. Reinforces to the person that writes the testimonial the positive picture that has for us
2. It encourages our patients that are reading it to accept more comfortable our services and fell
more safe and at ease.
5. Our web presence:
Our website and our social media nowadays are the first that a new or a potential patient will check
out. Our competitive advantage should be obvious, showing them immediately the benefits of
visiting our practice!
Also it is very important to have a general presence in the dental field by presenting dental related
seminars or by writing articles for a local newspaper/magazine. This can give us instant name
recognition and establish us as an expert. It acts as rein enforcement for our existing and our
possible new patients.
Furthermore we can also:
• Networking with other professionals
• Offer Scholarships/Sponsorships with our dental clinic trademark
• Advertising/ or being inviting to speak in programs in television or other media
• Be an active member of professional groups
• Volunteer in community activities
• Accept invitations for social functions
• or be present in political activities
• Make an assessment of hobbies and activities. Turn a solo activity into participation with others.
For example if we like jogging we can become a member of an amateur running club that
participates into charity races. We could also try joining a networking group like a social club and
attend at least two of their events a month.
Of course we cannot do all of the above promotion strategies! Therefore it is very important to be
able to make an accurate evaluation and invest more on our stars! - The ones that give us greater
return on investment!
I would like to conclude with a strong, inspirational, belief coming from Kevin Roberts, the CEO of
the worldwide advertising company Saatchi & Saatchi: “Our goal, nowadays, is to create love marks
not just brands”. And yet there is a difference between the 2 meanings -Brands are owned by
companies, lovemarks are owned by us, dentists and professionals who love our jobs. Brands
deliver performance, respect, and trust. Lovemarks infuse Intimacy (Empathy, Commitment,
Passion) and Sensuality (triggers the emotions) Remember that our patients operate on all 5
senses!
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