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Prewords
This eBooklet condenses years of experience into 10 simple points that any 
medical/health practice can leverage. The goal is to help educate small 
practice owners on various topics to enable them to become more competitive 
and profitable. If you have learned something and find this eBooklet valuable 
to your business, feel free to let others know about it too and refer them to 
2080solutions.com.au for their free copy of the eBooklet. 

I give a special thanks to my wife who gave me the courage and opportunity to 
start my own business. I would like to dedicate this eBooklet to her. It’s also 
through listening to her and her colleagues in the dental industry talk about 
their issues that I realised majority of them are business related and is definitely 
solvable with some guidance.
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Tip #1: 
Define your Target Market
A wise man once said “I don’t know the key to success, but the key to failure is 
trying to please everybody.” The same is true for business: trying to appeal to 
everyone is like appealing to no one. Identifying your target audience gives you 
and your marketing efforts more focus so you can be more effective in 
attracting your ideal patients.

Be specific when formulating your target market so you can quickly decide 
whether to engage with them or not when the opportunity presents itself. For 
example: 20-80 Solutions’ target market is “small health/medical practices that 
provides high quality and value services” such as dentists, chiropractors, 
physiotherapists, vets and podiatrists.

An unclear or excessively broad target can lead to having too much generic 
content on your marketing material. The result? Wasted time and effort for both 
the reader and the author. For example: a general dental clinic with an 
untargeted website might attract numerous enquiries for specialised dental 
procedures. This can waste the receptionist’s time because these enquiries 
can’t be converted into actual paying patients. Worse, if the general dentist 
decides to take on the case without the required skill or equipment, the 
potential substandard outcome will result in an unsatisfied customer and thus 
negative publicity.

Defining your target market will save you significant time and heartache down 
the track. So ask yourself now: who is your practice targeting? If you keep them 
in mind when planning any future marketing efforts, your campaigns will prove 
much more fruitful.



Attract New
Leads

Communicate 
                    with Existing Clients

Educate the 
Public
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Tip #2: 
Know the Purpose of 
Your Website
A website is one of the most popular tools that a you can use to introduce your 
practice to the market. Creating that all-important first impression with a great 
website will help in attracting your potential patients.

Like a hammer to a carpenter and stethoscope 
to a doctor, a website is a necessary tool for 
your practice, but having it doesn’t guarantee 
success. The first step is to set your own 
expectations and decide the purpose of your 
website. Whether that purpose is to attract new 
patients or increase engagement with existing 
patients, once clear, the website can then be 
tailored to optimize the outcome.

As a service-based business, it is important 
you don’t sell your service straight off the 
website. Present just enough content for it to be 
informative and easy to digest so that potential 

patients want to contact you to find out more on what you have to offer. 
However a strong call to action is a must, making sure the patient can reach 
you easily from each page will ensure no potential patients are lost in the 
process. Think of it like a resume: the purpose isn’t to get the candidate a job, 
but to get them an interview, where they can wow the potential employer.

Knowing the purpose of your website will give you a more realistic expectation 
of what your website will do for your practice and allow you to focus on the end 
goal in the planning stages and thereafter. Then having a strong call to action 
will encourage the customer to take action to contact your practice.



1. http://www.techjournal.org/2012/05/a-picture-is-worth-1000-words-an-online-video-is-worth-1-8-million/

“If a picture is worth 
1,000 words, then one 

minute of video is worth 
1.8 million1 
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Tip #3: 
Content is King but... 
Engaging Content is Ace
Content comes in various forms: text, images, audio and video. When 
constructing your website, think about which type of content is most 
appropriate for your target audience, then which of those will yield best results.

Two of the fastest growing forms of content today are infographics and videos. 
An infographic is a graphic representation of information, statistics or 
knowledge in a more visually appealing and concise format for quick and easy 
user comprehension. Video combines the best of pictures and animation. 
When used effectively, the appropriate format can be a powerful marketing tool 
for patient engagement.

For example: a dental clinic might have 
the principal dentist share their 
vision/value in a short video to show 
emotions and personality which 
traditional text simply can’t convey. 
Another might be to show the joy 
patients experience when the 
orthodontist finally de-bands their 
braces and they see their perfectly full 
smile for the first time. 

Now imagine the potential patients’ reactions after seeing these videos. Any 
doubts or fears they had previously will be surpassed by the video’s imparted 
confidence and value that the dental services could bring to their lives. This is 
because they are engaged not just rationally, but on a deeper emotional level.

Choose content that will engage your target audience and answer questions 
they might have while viewing your website. Remember: present just enough 
content for it to be informative in a way that still encourages potential patients 
to contact you for more.
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Tip #4: 
Improve exposure of your 
website with Search Engine 
Optimisation (SEO)
SEO is the process of increasing the exposure of your website with search 
engines such as Google in an organic (un-paid) search result. If a website is 
your virtual shop-front, then SEO would be the equivalent of having signposts 
and roads leading to your shop, making it easier for people to find it. Therefore, 
your SEO strategy is one of the most important factors to consider if you want 
to attract new patients through online searches.

Despite what many of the SEO companies in the industry try to make you 
believe that SEO is complicated and magical. The truth is good SEO strategy 
is primarily common sense, experience and a lot of effort. Try putting yourself 
in your patients shoes and think about what keywords they would use in a 
Google search to find your practice. If you can’t quite get a good list together, 
maybe consider asking your existing patients. These keywords are good 
references when writing content for your website so that you get ranked highly 
for those important keywords that people use to relate to your business.

SEO usually takes about two to six months to take effect, so don’t expect your 
website to appear on the first page of search results from the day it goes live. 
It’s also a not a ‘set and forget’ type of activity; constant actions, monitoring and 
measurement are required to remain ahead of the competition.  A good SEO 
strategy will significantly increase your reach, allowing more people to find 
your practice online and ultimately increase the number of new patients visits.

“SEO isn’t just all about 
keywords and being on the 

first page, it also needs to be 
relevant on various channels 

such as online maps.
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Tip #5: 
Leveraging Search Engine 
Marketing (SEM)
Paid advertising (aka SEM) using Google Adwords is a great way to instantly 
target and attract potential patients to your website. You can learn more about 
SEM by watching this official Google video1.

As mentioned previously, SEO might take between two to six months to take 
effect, so the best way to fill this gap is to supplement with SEM. It is also a 
good opportunity to experiment with various keywords and sales messages. 
Adwords tracks and provides the data that shows results of your campaign. 
Find out what keywords attract more potential patients and adjust your online 
strategy accordingly. SEM can also be great for promotional periods where 
your practice wants to increase its exposure instantly.

Though SEM is a great tool, it might not be sustainable for small medical/health 
practices as far as long-term return on investment (ROI) goes. Due to the fact 
that it gives instant results, it can be quite addictive and costly over time. This 
depends on budget of course, but it is usually advisable to ease off the SEM in 
favour of SEO over the long-term once your practice has achieved ideal 
capacity.

It’s important to figure out the economics of SEM before setting the budget and 
starting a campaign with Google Adwords to ensure a good ROI. Without 
planning, the same pitfalls as traditional advertising channels apply - money is 
spent without knowing the results. A good SEM strategy is money well spent as 
it is more cost-effective than traditional advertising. Be sure to ask your vendor 

Time

Tr
af

fic

SEM

SEO“Cost effective strategy of 
using SEO & SEM to 
drive online traffic

1. http://www.youtube.com/watch?v=ka4tCkYXHiE
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Tip #6: 
Love Thy Competitors
Most small health practices will find this statement slightly odd. Normally, 
competition is the enemy and needs to be destroyed at any cost. A more 
positive way of looking at competitors, however, is to realize that they give you 
the focus for differentiation and the drive for constant improvement.

Many practice owners struggle to figure out their Unique Value Proposition 
(UVP) — what makes them stand out from the crowd. This causes them to fall 
into the trap of being just another substitute with all their competitors. Then the 
only measure for them to compete on is their price, which might not be the best 
position to be cornered into.

Having a good UVP means you can differentiate yourself from your competitors 
and offer things that they can’t. For example: 20-80 Solutions’ UVP is that our 
work is backed by a 6 month money back guarantee, which no other 
competitors offer, because we are absolutely confident with the value that we 
can bring. We do this to ensure our customers feel more confident working with 
us by removing their biggest fear/risk - the result.

Healthy competition should be sought after, not avoided. Use it as the positive 
energy you need to drive business innovation and make what your offer stand 
out from the crowd.

Competitor 1

Competitor 2

Your Business

Differentiation is Key



1.  http://www.acma.gov.au/theACMA/engage-blogs/engage-blogs/researchacma/Digital-economy-grows-strongly
2.  http://fortune.com/2015/10/08/google-mobile-searches-surpass-desktop-searches-worldwide/
3.  http://www.digitalbuzzblog.com/infographic-2013-mobile-growth-statistics/
4.  http://googlewebmastercentral.blogspot.com.au/2015/02/finding-more-mobile-friendly-search.html

10

Tip #7: 
Optimize for Mobile
Currently, there are more mobile connections (31+ million) in Australia than 
there are people in Australia, with 11+ million of them being smart phones1. In  
2015, global mobile usage has overtaken fixed Internet access2. Almost 1/3 of 
website traffic is from a mobile device now-a-days. With an alarming statistic 
that shows 57% of users won’t recommend a poorly designed mobile site3, it’s 
becoming more critical to cater to mobile users on your website than ever.

The current industry standard uses ‘responsive web design’ to adapt website 
content to any screen size that accesses it. This will give a better user 
experience to your potential patients, whether they are on Android tablets, 
iPhones or traditional laptop/desktop devices. With Google officially 
championing the standard by implementing a major search engine algorithm 
change4 on the 21st of April 2015, websites that’s not mobile-friendly will be 
penalised in search result rankings on all mobile searches. If you are not sure 
whether your website is mobile friendly or not, you can simply test it out at 
https://www.google.com/webmasters/tools/mobile-friendly/

Another important factor to consider is the user behavior of mobile device 
users. Usually they are on-the-go and need to find information on the spot in 
order to act. For example: they might want to make an enquiry from their mobile 
phone or search for directions to your office through a map app for an 
appointment. Making it easy for them to locate the phone number or address 
and, moreover, have the ability to simply tap to call/get directions will ensure 
their engagement with your practice is a smoother experience.

If you haven’t already considered the above points, make sure you implement 
responsive design or mobile usability to your site now to avoid missing out on 
the huge mobile market. Allowing your potential patient to achieve their goals 
on your website easier and faster will significantly increase the chance of new  
opportunities. 
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Tip #8: 
Social Media for Business
Social media is now part of everyday life for a majority of the people who are 
online. In fact, one statistic shows that over 65% of online Australians are now 
using social media1, with over 9 million using Facebook on a DAILY basis2.

Maintaining your practices’ presence on social media can be quite time 
consuming, so unless you’re ready to commit around one hour a day in 
growing your social media fan base, try not to rush into it without a plan. The 
good news is social media such as Facebook, YouTube, Twitter and Pinterest 
is more casual than blogging, so it should be easier to get started.

Each social media platform has their own unique purpose. Facebook is great 
for keeping existing patients engaged (retention) so you can continue to do 
business with them. Twitter is good for research and increasing your branding 
awareness (marketing). If your industry is driven by images (e.g. photography, 
wedding or modeling) and your target market is mainly female, then you should 
consider using Pinterest, which has 80% female users3.

If you wonder what you should be posting on social media, you can follow the 
simple “EIEIO” guideline to increase customer engagement:

 Entertaining - Content that's hilarious
 
 Inspiring - Content that's emotional or aspirational 
   (e.g. inspiring community news)
 
 Education - Content the viewer can learn from 
     (e.g. how to brush teeth properly)
 
 Involve - Content they can get involved with (e.g. activity or events)
 
 Offer - Content they can benefit from (e.g. sales and promotions)

1. http://about.sensis.com.au/Media-Releases/?ItemID=1225
2. http://www.smh.com.au/digital-life/digital-life-news/facebook-checked-by-9-million-australians-every-day-20130820-2s7wo.html
3. http://expandedramblings.com/index.php/pinterest-stats/
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Tip #9: 
Make Your Website Easy to 
Update, Flexible & Scalable
An operationally efficient practice is like a well-oiled engine; communication is 
clear, operating costs are lean, and there’s no dead weight. It’s important to 
remember your online operations shouldn’t be exempt from being a part of 
your overall efficiency strategy.

It is very important to ensure you have control over your online presence. As a 
practice owner, you should be able to update your website easily and in a 
timely manner. There is nothing worse than having to contact the web 
developer just to update a simple spelling mistake or to create a promotion that 
takes them two weeks just to implement. When this happens, practice owners 
tend to lose interest in their own website and all the great work they have done 
becomes a waste.

The website should also be flexible enough to cater to future patients and 
business needs, such as blogging, social media integration or online chat 
capability. Having a website that will grow with your practice means you can 
continue to update it to ensure it is still relevant to your patients and aligns with 
your business goals. Finally, think twice before locking in with any vendor or 
proprietary web systems with long-term contracts to avoid risks that your small 
health practice can’t afford.

A great example of a suitable content management system (CMS) for your 
practice’s website is WordPress. Why? It is the industry standard, inexpensive, 
very flexible, not tied to any vendors, has plenty of resource online and most 
importantly, it is simple to use.
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Tip #10: 
Going Live is Just the Start... 
After months of preparation and hard work, your website is finally ready to go 
live! This can be a very exciting time and, for some, an emotional mixture of 
anxiety and joy.

If all the preparation and planning is the pregnancy, then the launch is 
equivalent to the birth date of your website. One of the most common mistakes 
small health practice owners make is thinking their job is done the moment their 
website is live. As a parent, you wouldn’t leave the child to fend for themselves 
after they are born, so why would you do the same with your website?

The launch of your website should be seen as the start of a long and joyful 
journey to the success of your practice. The more effort you put into helping it 
grow, the more you will get back in return. In addition, getting good ongoing 
support from your vendor (both technical and marketing) is critical post-launch 
so that your website continues to grow with your practice and be aligned with 
your ever-changing business direction. 

Some of the support activities includes growing your online traffic, patch 
system security and updates, improve usability of your website and creating 
landing pages for promotions. Don’t get that mixed that up with maintenance, 
which is simply keeping the website alive with no active changes.

Finding a partner that’s proactive and understands your practice will be worth 
its weight in gold, as they will be instrumental in your business’s success.
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Why 20-80 Solutions?
At 20-80 Solutions, our mission is to assist health/medical professionals 
including (including but not limited to Dentists, Chiropractors, Physiotherapists 
and Vets) by helping them formulate an effective marketing strategy that works 
for both the offline and online space.

Our combination of practical business consulting, smart marketing and 
cost-effective technology delivers genuine outcomes with positive results – 
helping your practice achieve greater profitability and success. We achieve 
these results by using tools such as WordPress, Search Engine Optimisation 
(SEO), Adwords, Social Media and Google Apps, just to name a few.

Ongoing support is a huge part of what we offer, as we believe that, although 
setting up a great website is a solid beginning, it is ongoing efforts and 
continuous improvements that ensure a business thrives. 

We conduct regular catch-ups with you to resolve any pressing 
issues and create new opportunities for your business. We also 
manage your online reputation, keep track on your 
competitors, continue to educate you via CPD workshops and 
most importantly, putting ideals into action.

Our money-back guarantee shows that we are confident about the 
results we can create for you and backs up our commitment to your 
overall business success, while minimising your engagement risk with us.

We do all this so you can focus on running a successful practice without the 
added stress or distraction of managing your marketing and technology at the 
same time. Ultimately the goal is to help you build trust, loyal patients and a 
thriving health practice.

So if you're someone who might need assistance with your practice or know 
someone who wants to standout from the crowd, please don't hesitate to 
contact me directly at wally@2080solutions.com.au or call (03) 9028 2080.
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