For most dental practices,
women represent a huge
potential for growth. Tap into this
profitable market segment

with service and amenities

that relax, rejuvenate,

and perform.

er, persuade

by Risa Simon

hat was once rated as “acceptable” in customer
care is now at the bottom of a tall order of guest
services. Smart business enterprises realize that
they can weigh in much more heavily by building
relationships and providing “peace of mind” versus
knowledge, expertise, or experience alone.

In fact, it is the heart-centered, soft skills that
score far more points than the hard skills of knowl-
edge. Yet, even though we have all come to realize that “no one cares
how much you know, until they know how much you care,” we still
seem to get caught up in the task, rather than the connection experi-
ence. This is observed when individuals feel their duties are more
pressing than the human being standing before them. In today’s com-
petitive marketplace, rudeness is simply not an option.

Smart, referral-based businesses understand the importance of mak-
ing their guests feel important and are willing to go the extra mile for a
request (even if it’s outside the company’s policy). If not, chances are
the customer will find someone else more eager to gain their loyalty.

Over the years, we have encouraged “customer service” behaviors in
healthcare with determination and vigor. However, it was not until we
visited the Mayo Clinic in Scottsdale, Ariz. that we truly witnessed
these concepts in action in the medical arena. If you are not familiar
with the Mayo Clinic’s model, this institution offers paperless, multi-
disciplinary care in an environment that is on par with the elegance of
Nordstroms. To name a few of their legendary trademarks, you’ll find
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a grand piano playing soothing music on the main lobby
floor, fine art lining the hallways, and an abundance of
volunteers with a tremendous “can do” attitude.
Moreover, all healthcare providers have been trained to
listen to your needs with an extraordinary human focus.

Dentistry has embraced these trends with an even
more alluring array of services that promise to indulge,
relax, and rejuvenate even the most anxious patient.
Since more than 35 million Americans avoid dental care
due to fear of pain and discomfort, these special services
have become a very valuable commodity. The goal is to
indulge one’s imagination through enhanced relaxation
and human-focused comfort.

What women want
As extreme as it may sound, advanced practices have
also shifted their focus to providing services that sophis-
ticated women perceive as important. Yes, that’s right —
women! If you think you may be excluding a key group
of the opposite sex — you're correct. But fear not —
women are still key players, even in male dominated
practices.

We know this from various consulting firms (and the
Bureau of Economic Analysis) who tell us that women
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make up over 80 percent of all personal expenditure
decisions, be they single or married! And, according to
the U.S. Labor Dept. (as reported in Wall Street Journal,
November, 24, 1997) women also comprise 47 percent
of individuals with over $500,000 in assets. Likewise, a
new study by the Federal Reserve tells us that women
control 51.3 percent of the private wealth in the U.S.

On another note, the IRS tells us that females carry
less debt — an admirable and attractive trait, particular-
ly for those of us trying to gain their business. Yet, very
few businesses have come to realize that these statistics
are powerfully effective when applied to current mar-
keting strategies.

Father doesn’t know best

Gone are the days when “father knew best.” Today, a
loving husband who might have surprised his wife with
a new car — without consulting her first — could end
up wishing he’d done nothing at all. (Believe me, I
know this from experience!) Women want to be
involved in the decision-making process. It’s important
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for them to express their desires and exercise their due
diligence so that all the important details (as they per-
ceive them to be) are addressed.

When women are on a mission to shop, the tradi-
tional “tell and sell” techniques are often counterpro-
ductive. This explains the paradigm shift to “facilitat-
ing” a solution, rather than “selling” a product or ser-
vice. Men usually shop by starting their search process
with independent research (ads, publications, and the
Web). The male process tends to emphasize “facts and
features” focused on the product or service.

In contrast, women will usually start the buying pro-
cess by asking others about their experiences and look
for personal opinions and perceptions. Input sought by
females includes a more comprehensive and impression-
istic gathering of several individual reactions and per-
ceptions.

Women also have a higher level of expectation for
“post-purchase follow-through,” which becomes the
most compelling reason to incorporate an environment
that pampers, persuades and continually performs to
their expectations. This, of course, assumes you want
repeat business and positive word of mouth referrals. In
any event, by catering to women you have nothing to
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lose. By meeting the demands of women, you’ll have
surpassed what men are looking for, thereby doubling
your marketing effort.

What are your patients looking for?
Most people would be happy to be seen on time, but
female patients go beyond that. They want to know
how you achieve and control your quality. They want a
tour of the facility. In fact, they think it is their duty to
scrutinize your sterilization procedures and observe
your cleanliness, including you and your team’s attire. If
your lab coats are soiled or your shoes appear dingy, or
your hair always appears to be disheveled, then that
same mindset might equally apply to their assumptions
about the quality of dentistry you provide. Bottom line,
women will take the time to do the research. They need
evidence-based examples, so make sure you'’re providing
the right image with every contact.

Think of each visit as the “first date.” Female
patients are watching everything you do and taking
copious notes in their amazing visual female recording






