
March 2017 IRISH DENTISTRY www.irishdentistry.ie38

BUSINESS & MANAGEMENT MARKETING

Are you managing a successful campaign, or is the campaign managing you? Chris Baker 
explains how to plan a marketing initiative

Marketing masterclass: 
campaign management
Marketing is not easy. If  it were, I and 
many thousands like me, wouldn’t have 
a job and you would fill in a form, click a 
couple of  times and wait for the leads to 
roll in. It isn’t like that – despite what 
Google and Facebook may tell you!

However, you would be surprised at how 
many practices seem to have got the tricky 
lead generation stuff  sorted, only to drop the 
baton on the more mundane management 
side.

Manage what?
Let’s say that you are running a campaign 
that is targeting a whole range of  potential 
patients across:
• Facebook posts
• Facebook advertising
• Email
• Local press. 

You have placed the ads and have high 
hopes. My first question is, where do the leads 
go? And to whom? Now, if  it is an 
advertisement in the local press, this will be 
relatively straightforward and will likely be a 
phone call to the front desk. But what 
happens to them then? Does the receptionist 
ask how they found about the practice/offer? 
Does he/she then make a record of  this 
patient and information? 

For any kind of  marketing campaign to be 
a success, you need to be able to measure it. 

And to do that, you need to be taking, and 
keeping, accurate records. I have lost count of  
the amount of  practices who either don’t do 
this or start doing it but then ‘forget as it was 
quite busy on the front desk’.

If  you are running any marketing at the 
moment and are not able to refer to a 
document within, say, one minute, that tells 

WHO’S YOUR CAMPAIGN 
CHAMPION?
• Someone in your practice who is willing to spend extra 

time monitoring your campaign, from social media to 
telephone calls

• A team member who is enthusiastic and wants the 
practice to succeed

• Someone who pays attention to detail

• Someone not afraid of speaking to potential patients 
over the phone.

Chris Baker
Chris runs Corona Design & 
Communication, a specialist dental 
marketing company. For more 
information, visit  
www.coronadental.ie.
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INVEST IN YOUR 
TEAM’S TELEPHONE 
SKILLS; IT WILL PAY 

DIVIDENDS

you how many patients have booked in and 
from what source, you are not managing your 
campaign effectively.

Campaign champion
This is the place to start. A member of  the 
team (not you), needs to take ownership of  
the campaign and all that it generates. They 
are your ‘campaign champion’. 

They need to be in charge of  monitoring 
the Facebook page and advertising account, 
have access to Google and the practice email 
account. They need to prepare regular 
reports and be on top of  the campaign. They 
need to ensure that all team members are ‘on 
message’ and know the offer inside out. (I 
appreciate that this may seem obvious but 
believe me, it doesn’t always happen!)

For them to be truly effective, I suggest 
that they are incentivised to carry out this 
role. 

It is unlikely to be part of  their regular job 
description and it will require a good deal of  
additional work. 

Don’t just choose the practice manager or 
most senior staff  member as a matter of  
course. They may not have the right skill set. 
You need someone who:
• Is enthusiastic
• Wants the practice to succeed
• Has an attention to detail
• Is comfortable speaking to potential 

patients via telephone.

Systems
This person then needs to set up a series of  
systems so that potential patients and leads 
do not ‘fall between the cracks’. 

It takes a lot of  effort and money to get 

leads in the first place – the right systems 
will ensure that they are dealt with correctly. 

You will need:
• A designated email address for campaigns 

that your campaign champion will monitor 
three times a day. If  new enquiries come 
through via email, they need to be dealt 
with as quickly as possible

• A weekly meeting with the reception team 
to keep them motivated and advise of  new 
information, changes etc. You need to 
constantly remind them of  the importance 
of  taking down all the information

• Daily review of  social media activity such 
as Facebook posts and responses, Twitter 
messages and so on

• Daily monitoring of  Google and Facebook 
advertising – regular monitoring and 
tweaking can improve response

• A sales ‘pipeline’ to be created so that you 
know where in the process the enquiry is 
and what needs to happen next

• A set of  weekly reports that will detail all 
of  the above, number of  leads, how the 
lead has been contacted, booked in, 
followed up and so on.

Follow-up, follow-up! 
This is one area where many practices will 
fail. A potential patient may make an initial 
enquiry and then you are unable to speak to 

them for a week or two. Or a treatment plan is 
presented and after two follow-up calls you 
cannot speak to them and they don’t return 
the call. 

At many practices, the team assumes that 
they are not interested and they are left alone. 
This is a huge mistake – even if  the patient 
says ‘no’, very often it is a ‘no, not now’, rather 
than a ‘no, never’. 

Agreed timeframes need to be put in place 
as to how and when you follow-up, but 
follow-up you must – preferably by telephone 
in the first instance. And I would recommend 
that if  they enquire about invisible braces, for 
instance, and they don’t immediately proceed, 
they then receive a series of  emails that 
encourages them to attend the practice and 
take up an offer.

The reason that follow-up usually doesn’t 
happen is that team members don’t like 
following up a patient only to be told ‘no’. You 
need to conquer this fear – and fast. Invest in 
your team’s telephone skills; it will pay 
dividends.

Measurement
When you do all the above effectively, you will 
have the facts and figures at your fingertips 
and will be able to make more informed 
decisions about future campaigns. 

It will save you money, and mean that 
future campaigns are more targeted and 
successful – and make you money. 

SAVE THE DATE
Friday 26th January 2018
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