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Marketing your practice

Definition of marketing
Marketing is a management process for understanding 
markets, for quantifying the value required by the different 
customer groups in these markets, for communicating this to 
everyone within the organisation for measuring the 
effectiveness of actual value delivered.

Marketing is finding out exactly what the customers want and 
delivering it well. 



Who is responsible for marketing in your 
practice? 
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0% 1. Me (GP)
2. Another GP
3. Me (PM)
4. None of the above
5. No one
6. Everyone











Tesco Express by day



York House Surgery by day



Tesco Express by night



York House Surgery by night



Marketing theory



Marketing your practice



Get a grip of your external environment

• Kerb appeal
• What do citizens know / think?
• What’s the PCO opinion?
• Watch your site on NHS Choices
• External validation
• FDA questionnaire



Get a grip of your internal environment

• Your practice team
• Clinical
• Managerial
• Administrative

• Are you a team?
• Do you share practice objectives?
• Do you have a mission statement?



Customer services

• Access
• Treated as a person/individual
• Touch points
• Staff matrix
• Mystery patient



Which of the following do you have at the 
practice?
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0% 1. Updated listing on NHS Choices 
2. Practice website
3. Practice newsletter
4. Patient Participation Group
5. A named contact at the PCO
6. None of the above



Which of these do you have in your practice?

0%

0%

0%

0% 1. A mission statement
2. Stated business objectives
3. Stated marketing objectives
4. Current action plans



Mission statement

• Keep it short
• Make it durable
• Make it credible
• Make it exciting
• Make it understandable
• Make it measurable
• Make it important



The Practice’s Marketing Mix



The Planning Hierarchy



The Marketing Plan

(Long term)

(Short term)

Monitoring 
method

ResourcesTimescalesActions 
needed

Allocation of 
responsibility

Objective



The Marketing Plan - obstacles

• The vision is not shared and or clear.

• The practice team do not communicate well about the plan 
and or do not share enthusiasm for its implementation. 

• Too many / few objectives.

• The plan is too long.

• Failure to agree and to allocate the appropriate resources.

• Failure to monitor and to give feedback.



The Final Checklist

• Who is leading, who has over all charge, who is the engine of the 
project?

• Are the resources of money, time and intellect in place?
• Are there any residual doubts about the vision being shared by all 

stake holders?
• Are the plans too ambitious?
• Are the timescales adequate?
• Are most or all of the marketing mix boxes ticked?
• Are all of those leading on a project objective, committed, and up to 

speed?
• Are the interim checks agreed to ensure effective monitoring?
• Have you already scheduled the review meetings to discuss 

obstacles and progress?



The Marketing Plan

Evaluation questionnaire£400September 2009Quarterly MeetingNR/MBTSceptical Friends 
Group

Satisfaction Questionnaire90% PC TJune 20092 hrs Thurs EveGT/MBTExtended hours

None above salaryOctober 2009Appt JAIRGT/MBTSome morning 
appointments

To be determinedBy end JulyTo present a plan. 
Leaflet

GT/JMWEnhanced Children’s 
Services

Questionnaire
Mystery Shopper

£1500 paBy end JuneTo appointNR/MBT/JMWCustomer Service

Register questionnaire£1000 paBy end JuneTo appointHEO/MBTCarers’
Coordinator

Number receivedBy end July: text & Health 
Matter

PublicisePA/MBTEmail

Counts of tel nos and tests 
sent hits

Committed (PCT)Done but monitoring 
needed

Register of mobile 
phone 

JMW/PATexting

Access SurveyLargely committed 
(£5000)

Done but improvement still 
needed

Digital SystemJMW/MBTImproved tel system

Monitoring 
Method

ResourcesTimescalesActions
Needed

Allocation of 
Responsibility

Objective



The Marketing Plan

Evaluation questionnaire£600October 2009 Bi-monthly 
evening 
meeting

JAC/ST/MBTMini Focus Groups

£13700Total costs

£1500By end of JulyRe-upholsterJMWSeating

£1500By end of JulyPatients’
corridor

JMWCarpeting

£1000By end of AugustPatient areaJMWDecorating

? hits (MBT)
New pts

Time onlyBy July 2009Changing 
details

JMW/MBTNHS Choices

New patients£400By October 2009Additional 
pages

MBT/JMWWebsite

Increase in pt numbersCommitted 
(£800)

DoneSignageMBT/JMWIncrease kerb appeal

Monitoring 
Method

ResourcesTimescalesActions
Needed

Allocation of 
Responsibility

Objective



Quarterly Increase in Practice Population
York House Surgery 
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Who will be responsible for marketing in your 
practice? 
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0% 1. Me (GP)
2. Another GP
3. Me (PM)
4. None of the above
5. No one
6. Everyone


