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Dummies’ guide to: 
campaign management
Chris Baker tells you how to make a success of your marketing campaigns

Let’s say that you are running a marketing campaign that 
is targeting a whole range of potential patients across 
Facebook posts and advertising, email, and local press.
You have placed the ads and have high hopes. 

Where do the enquiries go? And to whom? If it is an ad 
in the local press, this will be relatively straightforward 
and will likely be a phone call to the front desk. However, 
what happens then? Does the receptionist ask how they 
found about the practice/offer? Then, does he/she 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 whether it was a success. 
To do that you need to be taking and keeping accurate 
records. If you are running any marketing at the moment 
and are not able to refer to a document within say, one 
minute that tells you how many patients have booked 
in, from what source etc, you are not managing your 
campaign effectively. Here’s my four-part plan: 

1. ‘Campaign champion’
A member of the team (not the principal), needs to take 
ownership of the campaign and all that is generated. They 
need to be in charge of monitoring the Facebook page 
and advertising account, and 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.

Don’t just choose the practice manager as a matter of 
course. You need someone who is enthusiastic, wants 

the practice to succeed, has an attention to detail, and is 
comfortable speaking to potential patients via telephone.

2. Systems
A series of systems needs to be put in place so that 
potential patients and leads do not fall down 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 
on a three times daily basis. 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 will also be required, and a daily review of 
social media activity and daily monitoring of Google and 
Facebook advertising – regular monitoring and tweaking 
can improve responses. A sales ‘pipeline’ should be created 
so that you know where in the process the enquiry is and 
what needs to happen next, and a set of weekly reports that 
will detail all of the above. 

3. Follow up
This is an area where many practices fail. A potential 
patient may make an initial enquiry and then you are 
unable to speak to them for a week or two 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 ‘not now’ rather than a ‘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.

4. 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. 

IF YOU HAVE any comments or suggestions for future 
dummies’ guides, email newsdesk@dentistry.co.uk. For more 
information on this story call 0845 370 2211, email 
chris.baker@coronadental.co.uk  or visit 
www.coronadental.co.uk.

Chris Baker owns and runs Corona Design 
& Communication, a specialist dental 
marketing agency.

Why holidays are a problem
A well-earned break for a dentist can turn into a nightmare for your team and your brand message. 
Laura Horton explains how your break can be a big headache for your team

By the end of June 2017 I had planned my diary until 
January 2019.

How far ahead have you planned your diaries?
One thing that really annoys me in practice are patient 

appointments being cancelled for a clinician’s holiday.
I am sure there has been the occasional mistake where 

dates were meant to be booked off and weren’t (‘blame a 
system not a person’ – Paddi Lund).

On the whole though it is because of disorganised 
people.

We work with practices throughout the UK and 
Ireland and a huge percentage of practices have the same 
problem: a problem with holidays.

You have probably invested a huge amount of time and 
perhaps invested in training for your team to increase your 
recall effectiveness. I know many teams work hard on 
ensuring that a patient always has another appointment 
booked before they leave. If you want patients to book 
ahead in your diary, do not do so and then cancel them!

Your managers are the ones that really suffer with 
holiday stress. They are the ones dealing with the team’s 
holiday requests, and without knowing what you are 
planning to do, they are often left unable to approve 
holiday for the team members, or they are saying yes and 
having another problem to find cover.

When do you want to go away?
I feel it is really easy to work out when you want to go 
away next year, and which courses you want to do.

It really is not acceptable to cancel patients due to a 

holiday or a course. The minimum amount of notice for a 
day off should be six months. 

It is much better to have days blocked out and then 
open them if you decide not to go to a conference or to 
take a break for as long as intended.

Yes you may have self-employed people who will 
complain, but if this is the solution to an ongoing 
problem in your practice, you have to implement it. If 
they don’t like said system then go and work for a brand 
that doesn’t have a holiday system and that cancel their 
patients instead!

The worst thing that a patient can say about you to 
their friends is that you always cancel their appointments 

and the worst thing that you can say to the desk is that 
there is no point rebooking a patient as their appointment 
is always cancelled.

Brand importance
Your brand is the most powerful thing that you have,;your 
people and the perception that they give of you to the 
dentists is paramount to your success. Do not risk 
destroying all your hard work by cancelling patients (it is 
always the same ones being cancelled too!).

Being proactive with your diary management is a huge 
win-win for everybody that works in the business, leaving 
your team to focus on the positive tasks that enhance your 
patient experience. 

TO FIND OUT more about Laura visit her website 
www.horton-consulting.com, email  
laura@horton-consulting.com or contact her directly on 
07912 360 779.

Laura Horton has worked in dentistry for 
over 19 years and has an unrivalled passion 
and enthusiasm for treatment coordination, 
business and team development. In 2008 
Laura left her full-time practice management 
role. Ever since, with her years of experience 

and vast amount of knowledge, Laura has been working with 
dental practices to help them successfully reach their true 
potential.
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