
Should doctors market their 

services or practices? 
 

 

Most doctors are loathe to market themselves. Mention it, and they immediately picture 

crass advertising or their colleagues’ reactions to their adverts. True, advertising is a form of 

marketing, but it’s not the marketing that we believe works for doctors. Appropriately 

executed, marketing is not tantamount to deception or price-wars, instead, it is the art of 

influencing choice by being top-of-mind and by signifying the real value of a product or 

service – in this case, healthcare or the patient’s choice of physician or medical centre. 

 

Maybe doctors can’t afford marketing. According to the Medscape Physician Compensation 

Report 2015, this is not the case. (The Medscape report, in presentation format, mentioned 

above, is very interesting if you haven’t read it yet). Or maybe there’s no point in marketing 

because you just don’t have time to handle any more patients. Or, worst of all, maybe you’re 

inundated by bureaucracy and regulations from insurance or medical aid companies. Maybe 

you have a business challenge that needs to be resolved first.  

 

If you are in the fortunate position that you feel that you are busy enough and couldn’t cope 

with more patients, bear in mind that this may change in the future, and then you will be glad 

that you have read this article. For example, you could move towns and therefore lose your 

patient base and the benefit of the good reputation that you have built up over the years. 

Your biggest referral party could move or change and you could suddenly lose the constant 

stream of patients that you are accustomed to. The procedure or skill that you are relying on 

could become futile, leaving you with no defining expertise and the status of a has-been . . . 

and the list goes on.  Whatever the reason that most doctors or medical practices are not 

marketing themselves, for the sake of sustainability, they should be. 

 

Here’s a real-life practical example of what marketing can do: I have a group of twelve 

girlfriends who get together once a month for ladies night. We are all in our thirties and most 

of the ladies have just had babies, are currently pregnant or are trying to fall pregnant. What 

struck me about my group of girlfriends was that of the nine who were in the baby stage, six 

of them had the same gynaecologist.  We will call him Dr. X.  All these ladies live in 

Johannesburg, South Africa within 20 miles of each other and there are hundreds of 

excellent Gynaes within this radius. Why are so many of my friends going to the same 

gynaecologist, who also happens to have the longest waiting list in Johannesburg? Well, 

firstly, they all sold him to each other, and secondly when they did eventually get in with him, 

he was kind and attentive, reinforcing his reputation of being the best. I have it under strict 

authority from other gynaes in Johannesburg, that Dr. X is a very good doctor, but not by any 

means the most experienced, most technically advanced and medically the best 

gynaecologist in Johannesburg. However, to Dr. X’s credit, his marketing skills are superior 

to theirs.  

 

All doctors should be marketing their services. The same way that one restaurant is empty 

and the one next door has a queue out the door, so too some doctors are busy, even too 

busy and others are not busy enough. Whether the doctor, hospital or practice is busy or not, 

marketing should form an integral part of their current and future existence. The only way to 
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ensure sustainable growth, is by constantly remaining relevant and ensuring that your 

colleagues and patients are aware of your relevance. Marketing does not have to cost a lot, 

take too much time or be the “in your face” type of marketing. To begin, simply treat your 

patients as you would want your loved ones to be treated by their doctors. See the “7 

Bedside manner tips for doctors that will improve your brand” YouTube video, created by 

CPD lab, below.  

 

I will give your more information on how to market your services or practice, what you should 

be doing as a bare minimum and simple steps you can follow to start your marketing mission 

in another article. The aim of this article is to ensure that you are as convinced of the 

importance of marketing your services as I am.  

 

With the decline of reimbursements and increased competition, cost is now more important 

than ever in the healthcare industry. Non-marketers are now able to market themselves at a 

minimal cost due to technological advancement and in particular the addition of Social Media 

into our everyday lives. Social media has changed the way we look at marketing, but how 

has it changed the way we do marketing in the healthcare industry? Most importantly, Social 

Media has changed how patients elect their medical centres, doctors and even brands of 

medicine. If you are not marketing via social media, you are missing out on a cheap form of 

marketing, with a very wide and impactful reach. You are losing out on developing your 

brand with future patients and/or referrers.  People are using social media to discuss 

everything including healthcare and their personal experiences. 

 

Let us look at some statistics to further emphasize the point:  

 

 More than 80% of individuals aged between 18 and 24 said they were likely to 

share health information through social media channels and nearly 90% said 

they would trust the information they found there. (Source: 

http://thesparkreport.com/infographic-social-mobile-healthcare/) 

 

 41% of people said social media would affect their choice of a specific doctor, 

hospital, or medical facility. (Source: http://thesparkreport.com/infographic-social-

mobile-healthcare/) 

 

 88% of all physicians use the internet to access pharma, biotech and medical info 

(Source: http://www.healthcarecommunication.com/Main/Articles/5540.aspx)  

 

 31% of health care professionals use social media for professional networking. 

(Source: MedTechMedia). 

 

What the stats above show us is that patients and fellow physicians are accessing 

healthcare information online. These statistics are bound to increase as social media usage 

increases.  If you do not have an online presence, you are missing out on referrals, brand 

building and patients.  

 

Doctors offer a service just like a consultant or accountant and therefore they should market 

their services too. Since the service that doctors offer is sensitive and personal, the way that 

their services are marketed is different to your standard product marketing, every detail is 

important. Although marketing could boost your practice, it could also damage your brand 

and therefore whether you are using Social Media, Radio, Television, Paper-based 

Marketing or any other form of marketing, it should be precisely planned and implemented.  
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I have put together a basic “fool-proof” marketing plan for doctors specifically. This plan 

includes the bare minimum that you should be doing to market yourself, with links and 

detailed steps of how to do it. The plan explains why you should do certain things and which 

things you should avoid doing. The plan is available for $7 and can be purchased here: How 

to market your practice 101 

 

With the right marketing you can take your practice to the next level and ensure that you are 

relevant for years to come. While your career should be successful as a doctor, regardless 

of whether you market your services or not, it is becoming tough out there and even doctors 

need to compete nowadays. With all Dr X’s below-the-line marketing, his colleagues still only 

had good things to say about him as a doctor and they didn’t mention his “promoting” of his 

practice. That’s the beauty of below-the-line marketing, once you get the process 100% 

right, you are guaranteed success.  
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