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BUSINESS & MANAGEMENT PRACTICE GROWTH

In the first of  a series of  articles, Kevin Coyle looks at why you should engage your entire 
team in practice growth to avoid strain

Growing pains
Growth shouldn’t be limited to revenue 
and patient numbers. It should be about 
knowledge, skills, job satisfaction and 
personal happiness through a less 
stressful working life. 

Over the next few columns, I will outline 
the steps you and your team need to take in 
order to achieve practice growth in the 
second half  of  2017. 

How do you begin to grow? 
There are two questions I get asked 
frequently, the first being: what makes a good 
marketing campaign? 

In my mind, there is only one answer: a 
timely campaign that delivers a great ROI 
(return on investment) thanks to the efforts 
of  an engaged and passionate team. 

And the second question, which normally 
occurs when undertaking a practice 
evaluation and developing a one-year action 
plan, is: how many new patients will we 
attract and how soon?

I appreciate that there can quite often be 
an urgency to increase revenue and patient 
numbers; however, to jump in blindly without 
any form of  analysis, evaluation or team 
training can prove disastrous.  

The goal is for you to be busy in your 
practice with an ideal scenario of  100% chair 
occupancy, which will leave you so busy 
working within your business that there will be 
no time to effectively manage it. This means 
that your entire support team must be working 
like a well-oiled machine and maximising every 
opportunity for revenue growth.

Who is the most important person in your 
team?
When it comes to growth, nobody is more 
important than your receptionist. Without a 
good one, you’ll have an appointment book 
full of  gaps and dissatisfied patients who will 
neither return nor refer.

Every call should be answered, but in the 
hundreds of  mystery shopper calls I have 
carried out, this isn’t always the case. Every 
new patient enquiry could be someone with 
a lifetime value of  thousands of  Euro. 

If  you have an answering machine, unplug 
it today and throw it in the bin! Less than 20% 
of  people left messages in a practice analysis 
I carried out. If  your receptionist is stretched, 
then use a company that will answer any 
overspill calls with your practice name.

You can have the calls automatically 
routed there during lunch instead of  the 
patient getting an engaged tone. These 
services are relatively inexpensive and could 
save you losing those enquiries, which are 
the fruits of  any marketing campaign.

You may feel that the two or three new 
patient consultations that are being booked 
each week indicate a good result, but what if  
you were to find out that you were receiving 
10-15 telephone enquires? This would mean 
a 20% conversion rate from enquiry to 
appointment, which is simply unacceptable. 

The easiest way to stay on top of  your 
conversion rate is to have the reception team 
log every enquiry and compare it to new 
consults. This may seem like a rather 
obvious thing to do; however, a fair few 
number of  practice owners have no 
comprehension of  the calls being received.  

I mentioned mystery shopper calls 
earlier: when did you last do them? If  never, 
then you have no idea how warm a welcome 
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Effective marketing campaigns can only work with an 
engaged and passionate team. Share your end goal with 
them and encourage their own personal growth, as well 
as the growth of the practice.

people are being extended. 
Also, be sure to ask your patients in your 

next satisfaction survey what their first 
impression of  the reception team was. Every 
new caller needs to be converted into a new 
patient consultation and your receptionist 
needs to be trained and empowered to do this.

What is the role of a practice manager in all 
of this?
Where exactly does one start with the list of  
duties assigned to a practice manager? 
There’s revenue, staffing, administration, 
compliance and marketing amongst an 
ever-increasing list. And for a brighter future, 
you really have to employ the correct person 
in this key role.

So perhaps a good place to start is by asking 
them: do you really want to be doing this?

You’d be surprised at how many 
managers don’t actually want that job. There 
are nurses forcibly promoted to a role they 

haven’t had adequate training or knowledge 
to do successfully. 

I’ve seen many instances where a principal’s 
spouse has been asked to run the practice to 
save a salary and is resentful of  not having 
been able to pursue their own dreams. In the 
height of  the recession, I’ve even seen 
associates take on practice management roles 
on the days their book isn’t busy.

In all of  the instances outlined here, 
you’re setting both the individual and 
practice up for failure. 

What about the practice owner?
A team can only be successful by having an 
inspirational, dedicated, fair and 
knowledgeable leader. Many practice 
owners/principals devolve this responsibility 
to a practice manager, however, if  they don’t 
know the ultimate vision and direction, then 
their efforts will never truly deliver. 

Make sure you communicate regularly 
with your team, bring them along for the 
journey, share your vision and have frank and 
insightful meetings with them on a frequent 
basis. Analyse the results together and don’t 
rest on the laurels of  a good month.

It’s essential that you share figures with 
the team and set targets. Many team 

members don’t have any concept of  the 
overheads involved in running a practice. In 
a recent team training session, some of  the 
answers given to the question ‘how much 
does this practice cost to run each month?’ 
ranged from €2,000 to €15,000, when in 
actuality the figure was closer to €35,000.

Be frank with the team; let them know 
that their help is needed to make the 
practice a success. 

What happens if everyone doesn’t  
work together?
In the coming months, I will discuss numerous 
ways to grow your practice; however, as 
outlined earlier, these initiatives will only work 
if  your team is working together.

A good team can be the difference between 
a happy patient and a dissatisfied one: if  
communication isn’t good among the team, 
patients will notice and it will be an instant turn 
off. 

Get your team involved. It will make a 
huge difference in the long term. 


