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otes on Future Plans:

 

 

 

One of the absolute key, vital, and essential ingredients to any successful business is a marketing plan. This can NOT be emphasized enough. And if you find that your business is not as prosperous you would like, it would be a safe bet that you have no current plan that you regularly use for marketing your services

The real “trick”, the overlooked fact, and the well-kept secret of marketing is not how to get new business. It is how to KEEP GETTING NEW BUSINESS, month after month. Anyone can work hard on a marketing procedure and sooner or later have one good month. But what then? What about the next month and the month after that?  It takes months of repeated marketing procedures to have a prosperous business.  The scheduling of these future marketing procedures is your marketing plan.

In fact, your entire practice, including your clinical integrity, is dependent upon a plan.    Does your patient have remedied what she wanted after her first visit? No. To accomplish the patient’s goal of pain relief and better health, it will require repetitive treatment procedures. These will have to be scheduled. This makes for successful cases: the treatment plan, multiple scheduled appointments, and your patient’s compliance. The same is true for marketing: a successful practice requires scheduled marketing procedures. 

What Gets Planned, And How Often

Planning has to do with time. Therefore, marketing procedures are planned according to how they relate to time. These comprise two major categories: those marketing procedures that need to be scheduled, such as “Kid’s Day”, and those that are simply recurring, such as birthday cards.

Marketing procedures that require scheduling. These include special promotions, direct marketing, and community education procedures. These need to be planned for several months in advance each month. In other words, these types of marketing procedures are reviewed and planned monthly. They should be posted on a planner or calendar.

Marketing procedures that do not require scheduling. These include patient education, referral and retention procedures. These should be planned and reviewed every three months, and simply listed. A checklist of all the recurring procedures can be made and reviewed every three months. (Use the Marketing Checklists supplied in the Marketing Manager) They do not have to be posted onto a planner or calendar.

Summary: 

· Scheduled marketing procedures, such as special promotions, direct marketing, and community education programs, get planned and reviewed each month, and posted on a planner or calendar.
· Recurring marketing procedures are planned and reviewed every three months, and are put on a marketing list.
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Planners can be divided by how many months per page are viewed. These include the following:

· One Month Per Page – A calendar approach.
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· Three Months Per Page – A detailed approach 

· Six Months Per Page – A good overview
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· Twelve Months Per Page – A good summary overview

No matter the size of the planner, there should be a notation for the date of the procedure, what it is, and to whom it is assigned.  (When, what, who.)

It doesn’t matter which one you use. Start with one type, and if that is too detailed, go with a planner that has more months. If you need more detail, use one with less months.

Marketing Planners for Recurring Procedures – Checklists  

[image: image5.wmf]Recurring procedures are simply listed on a piece of paper and reviewed every three months. 

A more advanced method would be to make a master list of recurring marketing procedures, making a copy every three months from which to work. At three-month intervals, select which procedures you plan to use. 

You may also want to “grade” each procedures in terms of how effective it was at the end of the three month period before you select it, or deselect it.

Each checklist should have to whom the procedure, or category of procedures, is assigned.

That’s all there is to it. Keep it simple. Plans will change day to day, but they will give you a foothold on your future, and help you achieve your goals.

“Plan Your Work,

Work Your Plan”
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