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Tips to
Help Your

The secret: Turn patients
and physicians into fans

escerday ¢ ] was going chrough my mail [ was inrigued

by an envelope with a hand wricten address, a welcomed
sight among bills and catalogs. [ opened it. Inside was a shorr
note from a lacal cunning store thanking me for my past
patronage - . . and a $25 gift card. Ic just so happens char che
day before, during a long run, I decided it was dme to purchase
a new pair of runaing shoes. Today at lunch T will be heading
1o thar very running store o put my gift card to good use.

[ ¢ell you this story not pecause [ want you to know that =
I'm a sucker for saving money, but because this is an excellent i
example of 2 company thart has put thoughc and efforc into
customer rerendon. Thete probably are 4 recail scores berween
my office and this particular store where 1 could buy a new pair
of shoes. Several of those stores sell the shoes for less. However,
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T will make the effort co gec'to chis store
because it made an cfforc o reach out

to me. And more imparant for them,
V'l cegularly recommend the store to my
friends.

Cuscomer retention and market-
ing programs always have been che
lifeblood of any business. But in these
challenging economic times, good cus-
comer services can provide the boost
that your physical therapy clinic may
need to survive and even chrive. In the
currenc climace, every business needs a
diffecenciacing faccor. An effeccive mar-
keting and customer service program
makes an excellenc distinction.

As you probably know, che cosc co
acquire a new patient in an average pri-
vate, outpatient physical therapy clinic is
about 50% mote than the cost to gain a
new patient via referral. [c's precry clear
chat rurning ¢urrent and pasc padiencs
and referring physicians inco referral
sources is much more cose effeccive chan
acquiring new pacients by othec means.
Remember that, even in direct access
environments, padents often first go to
their primary care physicians, who then
refer the patients 1o PTs.

Marketing and customer retendon
programs don't have 1o be expensive.
Further, the efforc often produces big
recurns. The key, however, is to know
your audiences and what makes them
happy.

Outpatenc physical therapy clin-
ics often have two main referral rarger
audiences: Jocal physicians and patients
both past and present. Consider each
separately when developing an outreach
program.

The secret to using these audiences to
gain business is to twrn. them inco fans.
Good customer service is all about bring-
ing your customers back and sending
them away happy so that they will pass
on positive feedback about your business.
The essence of good customer retention
and marketing programs is forming a
meaningful relacionship berween your
business and the customer.

Here are 16 things that you can do
right now 10 turn your tefersing audienc-
es—physicians and patients—into fans
who will help your business grow.

] During your personal visics with

H referring physicians, give them
useful promotional items thac chey
are likely co use on a daily basis.
We have creaced notepads with
treatment options pre-printed on
them so che physicians need only
to check off their orders instead of
weicing each one out every ume.
This simple scep may give a physi-
cian an excea 30 seconds in his or
her day. Thac may not sound like
much, buc ic's always appreciated.
The branded pads also keep our
company and its contact informa-
tion readily available to the poten-
tial new partients.

€NEVer you receive a patient
rom 2 physician who has never
efore refersed co your clinic, take
a few momencs o write a per-
sonal thank you letcet and send -
it with a packet of informadon
about your services.

laborate with your top referring

hysicians when a media opportu-

ity presens icself. If you're hold-
ing a grand opening event, invice
them co actend and co offec cheir
expertise to reportecs for intes-
views. Even if they don't mention
your clinic or physical cherapy,
keep in mind chat when cheir busi-
ness grows so does yours.

Don't take your regularly referring
physicians for granted. Coatinue
o thank them for refercals even

if they've already referred 150
patients to you. Handwritten
cards from the dinic owner or

individual physical therapist are a
great, quick, and inexpensive way
w0 thank them for the continued
business.

isit your referring physicians on 2

gular basis. Show them that you
are taking time our of your day to
visit their office and staff and that
you personally are interested in
their practices.

ake personal visies to physicians

ho bave never referred o your
clinic before. Never underestimate
the power of 2 face-to-face meeting
to make an impression.

urvey your referring physicians to
find ouc whar they want and their
preferced forms of communication.
Then abide by the feedback. Most
physicians are willing to take 5-10
minutes ouc of their day to answer
a quick e-mail survey if they know
thar they')l benefit. For example,
if a particular physician lets you
know that he ot she prefers not to
schedule office visics on Fridays, be
sure to take note and respect his ot
her wishes.

Create a “Welcome to che

eighborhood” packer for new
physicians chac includes a lectec
from che local clinic or company
owner, information on your
services, and something unique,
such as a reprint of an arcicle
written by one of your physical
cherapists or 2 DVD conuining
fecent news coverage.

Rosidion your company as a source
of informatian for physicians.
Distribute 2 newsleccer or e-news-
letter with useful informacion
abour industry wends and topics.
Offer anything they mighc find
useful. Make sure that it’s not just a
commercial about your clinic.
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eliver candy, flowers, apples,
whatever efse is in season ran-

omly to physicians’ offices wich a
handwritten note thanking them
for their business. This helps to
build a personal relationship with
the physician and also is 2 great
way (o move past the front desk,
even in offices that rypically dis-
courage access.

Turn Patients Into Fans

1

Individual physical therapists

oc the pracrice owner should
send handwriten notes to new
patients thanking them for
choosing your services. Add a
personal note, such as your com-
pany’s suength in addressing cheir
pardicular injury.
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sive a gift certificate 1o 2 comple-

entary business as part of the

ischarge process for all patients.
When they use it they'll remember
your thoughtful gesture.

hadow a patient during one of his
r hec physician’s visits. This will

not only show that you support
the patienc and are interested in all
aspeces of recovery, bur also pro-
vide you “face time” with the phy-
sician. That is especially effective
in physician’s offices thac otherwise
would nor allow you beyond the
front desk.

Create a 3-month callback pro-
eram in which your facility’s physi-

cal cherapists personally contact
discharged patiencs to check up on
their recovery. This is particularly

effective for direct access patients
who ate more likely to rewurn
because they don’t require a referral
from a physician.

tay top-of-mind with past and
resent padents by contacting
them ar least once a year by mail-

ing a birthday card. Most people
greatly appreciate the sentiment.

old free seminars open to the

ublic in your dinic. Invite former
patients with injuries related to the
seminar topic. After the seminay,

thank them for coming with a
phone call or personal nore.

Creating a comprehensive marketing
and customer retention program doesn'
have to be expensive or difficule. Ic just
has to make your target audiences happy
enough to recommend your services,
Small, thoughtful acts can go 2 long way
in effectively differentiating your busi-
ness from the competition.

Just a few well-planned gestures will
keep your business top-of-mind and
your customers happy. Soon enough,
chey will become your biggest fans. p7.

Sarah Walmsley is vice
president of marketing &
referral refations, Excel

| Physical Therapy and
fitness. Excel operates 9
private, out-patient clinics
in the greater Philadelphia
ares.
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