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FOREWORD

There is no substitute for good medicine and for demonstrating caring and compassion for
your patients. Today, those basics will not be enough to guarantee you a successful and
enjoyable practice. It takes good, ethical marketing, and it will take exceeding patients’
expectations about their health care to have a thriving, successful practice.

Our clinic has attracted patients from all over the world, and we believe this is a result
of fulfilling a need of helping patients stay healthy, providing useful and current educational
materials, and offering outstanding, state-of-the-art services for our patients. In addition,
our clinic uses the very same marketing techniques described by Dr. Baum in this book to
make others aware of our services and our expertise and to promote wellness and health
habits to our patients.

Although our clinic already applies many of the marketing ideas suggested by Dr. Baum
in this book, there are new concepts that we plan to implement in the near future. Regard-
less of your current commitment to marketing and practice promotion, I believe you will
find additional ideas that you can easily, effectively, economically, and ethically implement
into your practice.

Kenneth Cooper, MD, MPH
Cooper Clinic

Dallas, Texas
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This book was first written in 1992. At that time, the latest advances in clinical medicine
were oral medication for treating diabetes mellitus, shock wave lithotripsy, laparoscopy, and
the use of minimally invasive surgery. It was at this time that medical marketing was often
confused with advertising and had a very negative connotation among physicians. 

Since our First Edition of Marketing Your Clinical Practice, there have been astounding
advances in medicine, including the mapping of the human genome, stereotactic brain sur-
gery, and intrauterine fetal surgery for spina bifida and diaphragmatic hernia. At the same
time, we have seen acceptance of ethical medical marketing that has become common-
place in even the most conservative of medical practices.

Today, physicians understand the importance of using marketing techniques to make
existing patients knowledgeable about the services the practices offer (as described in Pil-
lar I) and to educate potential new patients about the areas of interest and expertise of the
physicians in the practice (Pillar II). We have also learned that you don’t have to be a mem-
ber of a large multispeciality medical group in order to market your practice. Marketing
techniques are available to nearly every physician, and most marketing methods can be
done with minimal and even no additional expenses or time required on the part of the
physicians and his/her staff (Pillar IV). And, there’s no doubt that motivating your staff—
and keeping them motivated—is the key to any practice’s ongoing success (Pillar III). The
final section of our book (Pillar V) has lots of extras, from ideas for increasing income
streams to working effectively with professional consultants.

The first few editions of this book were focused on seeing that every patient had a pos-
itive experience with the practice and that they would create a positive word-of-mouth
buzz about the practice. Today we live an electronic world and we have seen the explosion

INTRODUCTION
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Introductionxxvi

of electronics into the office practice of nearly every physician. This edition explores the
use of Web sites in the marketing and promotion of a medical practice. Most patients have
access to the Internet and are expecting their physicians to have a presence on the Inter-
net. So, we’ve included a chapter on Web sites, by Catherine Maley, who is a national mar-
keting expert with extensive experience in Web site development. Her chapter walks you
through the steps for creating a compelling site that will generate new patients for your
practice and allow your existing patients to interact with your practice online. It’s a great
way to improve the productivity of your practice. Updates to the chapter on interactive
Web sites, by Jeff Dolan of MedFusion, allowing your patients to obtain more services from
your practice via the Internet, also guarantee that your patients’ satisfaction will extend
beyond the four walls of your practice.

We have seen the erosion of physicians’ incomes, and third-party payers are continu-
ing to cut reimbursements to physicians. As a result, physicians are looking to find ancil-
lary income to replace the lost income from decreasing reimbursements. Dr. William
Monnig has organized several revenue streams for his urology group, including CT scan-
ning, their own outpatient surgery center, and an incontinence center. Those practices that
plan to implement ancillary income-producing revenue streams into their practices will
learn the methods and techniques of adding ancillary services to enhance their bottom line.

Only 50 years ago, doctors routinely prescribed medications from their offices and even
owned pharmacies within the buildings and sent patients to these pharmacies to have
their prescriptions filled. Then the American Medical Association issued guidelines that
precluded in-office dispensing and doctor ownership of pharmacies where patients were
sent for their medications. This has all changed in the past 10 years. Now it is permissible
to dispense medications for patients within the practice. Dr. Patricia Farris, a dermatolo-
gist and a sought-after expert on the subject of in-office dispensing, provides advice on how
to effectively and efficiently offer this service to your patients. If in-office dispensing is a
consideration for you and your practice, then Chapter 8 will be “indispensable.” It thor-
oughly covers both the advantages and risks of this potentially lucrative service to offer
your patients.

Many practices were planned and constructed several decades ago, long before com-
puters and technology were so commonplace in the medical office. Today most offices
have added new technology such as computers, servers, fax machines, printers, and elec-
tronic medical records that require a new configuration of your older space in order to
make it more user-friendly for your patients and also for your staff. Mr. John Pangrazzio,
an architect who specializes in office and hospital renovations, will show you by example,
how to reconfigure your space to accommodate new technology, and adhere to current
codes and regulations. As a result, you will be able to remake your old antiquated office
into an efficient office that will not only impress your patients but will facilitate the effi-
ciency and productivity of your staff.

The chapter on electronic medical records has been revised by Ron Sterling, one of the
nation’s leading experts on EMR implementation; it provides several suggestions on the
implementation process as well as techniques for improving the efficiency of having an
EMR in your practice. I will share with you the technique of using a scribe, which can
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reduce the time spent by the doctor using the computer. It is even possible that with a good
scribe and a good system, the doctor may not have to touch the computer at all and be
able to spend more in-person time with the patient and still enhance the efficiency of the
patient visit. 

Concierge medicine is a new concept in the delivery of health care. Several doctors who
have transitioned from traditional third-party payer to a concierge practice provide their
experience with this novel approach to practicing medicine. Vasilios J. Kalogredis, Esq.,
who knows the legal issues associated with concierge medicine, provides advice for those
physicians interested in developing this unique type of practice.

Since I experienced the wrath of Hurricane Katrina, I have extensive experience in dis-
aster planning and management. I have written a chapter on preparation for a disaster,
which includes not only natural disasters but also the more common technological disas-
ters such as computer crashes and data loss. The chapter also offers suggestions on how to
market and promote your disaster plan to your colleagues.

Finally, I have included a chapter on balance and how to bring your personal and pro-
fessional lives into proper alignment. Many doctors are experiencing increased stress due
to the time constraints of contemporary medical practices. The most successful practices
and the most successful doctors have learned to put equal emphasis on both the personal
as well as the professional aspects of their lives. As a result, doctors who have learned such
balancing techniques have avoided burnout, have truly enjoyed their medical practices,
and have an exemplary personal life that is also the envy of their colleagues.

I think you will find this Fourth Edition a refreshing addition to its predecessors.
Although medicine has changed tremendously since the First Edition, the practice of med-
icine is still an admirable profession that offers tremendous opportunities and a lifetime of
enjoyment and satisfaction. These opportunities are available to all of us. Ms. Henkel and
I hope that, by using some of the ideas in this book, you will be successful in marketing
and promoting your practice using ethical techniques. And we hope that you can find
techniques you’ll feel comfortable about employing but will also be able to sculpt a prac-
tice that meets all of your expectations and provides you with a lifetime of enjoyment and
gratification.

Introduction xxvii
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