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Defining Your Internal Marketing Strategy

Purpose: To help you define an internal marketing strategy for your practice.

Preparation: Refer to the following worksheets if you have completed them: Assessing Your Internal Marketing,
Practice Assessment, Profiling Your Brand, Assessing Your Competition, Defining Your LVC Demographic.
You may also wish to have any Action Plans that you have completed, as well as a current budget for
your practice.

Practice name: Date:

Part one — Background information

Instructions: Complete the background section. Note that Budget

some of the questions in this section duplicate information

collected on the worksheets listed under Preparation above. A, What is your annual budget for your practice’s overall
If you have completed those worksheets, you may choose marketing efforts?

to consolidate the information here, or you may simply refer
to the other worksheets while working on your strategy. If
you have not completed those worksheets, answer each
question as thoroughly as you can.

B. How much of your overall marketing budget will you
dedicate to internal marketing for the year?

Goals
C. Who is responsible for managing this budget
A. What are your Lvc practice objectives for the next year? (i.e., tracking expenditures and ensuring that your
(These objectives should be specific and measurable). budget is current)?

Research

A. Who is your competition?

B. What percentage of your overall business will Lvc
provide?

B. What are the current market conditions for Lvc?
C. What do you want your position in the marketplace
to be?
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Defining Your Internal Marketing Strategy

Part one— Background information (continued)

C. What patient demographic do you intend to serve?

Part two — Developing strategic ideas (continued)

Section one: Envisioning your strategy

Instructions: The background questions in Part one help
identify what you want to achieve. Your task now is to
imagine—or envision—how you can pursue the outcomes
you want through internal marketing.

D. What marketing tactics are you considering?
The following questions are designed to help you with

this envisioning process. As you think about your answers,
always keep your practice goals, competition, and patient
demographics in mind.

TIP: Consider including your staff in working through some
Branding of these questions during a brainstorming session.

A. What is your brand promise? (It is not necessary to go into detail about the specific
internal marketing tactics you’ll implement on this
worksheet—you will do this when you create an

action plan.)

A. Briefly describe the experience you'd like your patients
to have during each step of the patient management

process:
Part two — Developing strategic ideas

Instructions: This part of the worksheet presents two
different approaches to help you identify and refine an
internal marketing strategy.

Section one walks you through a series of questions that
can help you envision how internal marketing can help
you achieve the results you want. This exercise might be
especially helpful if you have a new Lvc practice or are
redefining your internal marketing strategy.

Section two presents an exercise that can help you to

extract strategic ideas from activities your practice is

already doing. These strategic ideas will enable you to
formulate your strategy.
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Defining Your Internal Marketing Strategy

B. How will the physical environment of your practice
support the experience of your brand?

C. How can you be a key source of Lvc information and
education for your patients?

D. How will you market to your current patients?

E. How will you increase or encourage referrals?

F.  What will you try to communicate to your patients and
prospective patients through your internal marketing
activities? (This vision should be realistic, support your
brand, and reflect the rest of your marketing strategy.)
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Section two: Extracting strategic ideas exercise

Simply put, a strategy is a way of doing something. If you
have an established Lvc practice, it can sometimes be
difficult to think strategically, since you are so used to
actually running your practice.

One technique to help you think strategically, is to identify
some activities that your practice is already doing (i.e.,
tactics), and then ask yourself: This is a way of doing what?

Example:

Online scheduling

) TACTIC
of appointments
Ask: This is a way of doing what?
Increasing conversions
by adding ‘convenience’ STRATEGY

to the patient experience

Exercise instructions:

Preparation: You will need a separate piece of paper, a
white board, bulletin board, or other flexible empty space
for this exercise.

1. Identify existing tactics (activities that you are doing)
that support your internal marketing efforts.

2. For each tactic you identify, answer the question:
This is a way of doing what? Record your answers.
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3. Review the strategic ideas that you have extracted. You
may find that you have identified several ideas. The next
step is to group strategies that are similar. Finally, select
the three or four most important strategic ideas that
your practice will focus on. Write these ideas below:

Before you begin, summarize your overall intent for your
internal marketing (what services do you market, who
are your consumers, what is your desired position in

the marketplace, and what distinguishes you from your
competition).

Part three — Defining your strategy

So far, you have listed your objectives, documented
information about your competition and patient
demographics, and developed strategic ideas. The next step
is to summarize your internal marketing approach, and then
write specific strategies to support your objectives.

We often talk about internal marketing strategy as if it were
a single thing. In fact, you may have more than one strategy
to accomplish your objectives (as the example below
demonstrates).

Your strategy should describe how you will accomplish your
objective through internal marketing, not what you will do
to implement the strategy. Here’s an example:

Objective: Increase consultation-to-procedure
conversions from 10% to 20% in twelve months

Strategy 1. Create new internal marketing programs to
promote new technologies to patients

Strategy 2. Improve staff skills to enhance patient
experience

Strategy 3. Develop patient seminar and education
programs to increase awareness

© 2002 VISX, Incorporated PD02-29 12/02

Draft the internal marketing strategy. Start by identifying
an objective, then describe the internal marketing strategy
you will use to accomplish that objective. (If you need more
room, use a separate sheet of paper.)

Obijective:

Strategy:

WHAT NOW?

Share your completed worksheet with your BDM as you work
together to develop an Action Plan. Keep your completed
worksheet for future reference —it will serve as an
instructive benchmark of your practice at this point in time.
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