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Welcome to our third edition of our in-house 

magazine. We’ve had some great feedback 

from the previous issues and have included 

some new sections as suggested – we’ve 

got a round-up of the latest happenings 

in the world of marketing, a book review, 

plus lots of tips and advice throughout.

We’re here to help make your business a 

success and in this issue we feedback in order 

to feedforward. If you didn’t take part in our 

recent client survey but have any comments, 

suggestions or feedback on Blue Horizons 

then please do get in contact on 01242 236600 

or email zoe@bluehorizonsmarketing.co.uk 

– we would be delighted to hear from you.  

We hope you enjoy reading it, please feel free 

to pass this on to any colleagues who may be 

interested in our services. You could get a choice 

of an iPad mini, a case of champagne or £200 of 

John Lewis vouchers if they go on to become a 

Blue Horizons client!

Enjoy

Zoe
Zoe Davitt, 

Managing Director of Blue Horizons
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Editor'sLetter



The concept of 'value' 
in marketing

Having recently conducted our own client feedback survey, 
it really made me question the concept of value and how 
marketing plays such a vital role in the perceived value that 
a company provides to its customers.

When considering whether a company provides 

value, it’s not just a question of monetary cost, 

it’s far more involved than that and the benefits 

derived from such value can be far reaching.

Digging out the old marketing theory text books, 

there are of course a plethora of definitions and 

theories surrounding value propositions.  However, 

the one that struck a chord with me most was by 

Fifield (2009):

Value = Benefits - Efforts - Risks - Price

Interestingly the CIM (Chartered Institute of 

Marketing) are about to change their definition of 

marketing which they’ve had for the past 30 years 

– amid controversy as you can imagine! It is likely to 

change to something similar 

to the current AMA’s version (American 

Marketing Association):

“Marketing is an organisational function and a set 

of processes for creating, communicating and 

delivering value to customers and for managing 

customer relationships in ways that benefit the 

organisation and its stakeholders.”

Regardless of what business you’re in, it will 

be based on some form of exchange between 

the seller and the customer and both parties 

will be exchanging something of relative worth.

“Every sale has five basic obstacles: no need, no money, 
no hurry, no desire, no trust.” - Zig ZiglarQUOTE

Zoe talks about 'value'
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Firstly, let’s look at the notion of ‘value’ 

and what that means.

Value

• A fair return or equivalent in goods, 

services or money for something

• Relative worth, utility or importance: 

precise significance

• Something intrinsically desirable

Perceived value

The biggest problem is that human beings 

are notoriously complicated beings and the 

perception of value can differ from one individual 

to the next. This element of subjectivity is what 

marketing must try to alleviate – we need to be 

certain of who are target audience are, what they 

want and need, and how we can differentiate our 

value proposition from that of our competitors. 

Our aim as marketers is to ensure that we provide 

strategies and tactics that are aligned with a 

business’ overall goals and that help deliver the 

best perceived value to customers.

Benefits

You may be familiar with the term USP – unique 

selling proposition, however, "I always advise 

clients to think more in terms of UCB – unique 

customer benefits".  Ideally, you want to pull your 

customers towards you rather than be a very 

pushy salesperson!

In order to engage with your target audience 

you need to be thinking about your product 

/service from their point of view and answer 

the fundamental question “What’s in it for me?” 

(WIFM) – what benefits are they looking for?

Be cautious of not merely listing product or 

service features but rather the benefits that 

the customer derives from having/using your 

product or service.

As humans, we are emotional and instinctive and 

we all have our own concept of what is of value 

to us.  Don’t try to second guess what it is that 

your target audience values – find out, ask them! 

Do your research and make sure you align your 

business’ value proposition to what your target 

audience want and need.

Added Value

There is no denying that it’s a fiercely competitive 

world out there and, regardless of what 

business you’re in, it’s likely that you’re needing 

to constantly up your game and offer your 

customers ‘more’. So how can you offer your 

customers more without bankrupting yourself?

Start by mapping out your customer’s journey 

with you and include all of the touch points that 

they have with your brand. How can you improve 

their experience? How can you improve the level 

of service you provide?

"The aim is to offer your customers a combined 

product and service that they perceive to be 

superior to that offered by the competition."  

It really is often a case of ‘the little things make 

the biggest difference’ and, if you can make your 

customers feel cared about and truly valued, 

you are likely to engage with them, make a 

connection and form a long-term relationship 

that results in repeat business and referrals.

It helps to refer back to our earlier equation:  

Value = Benefits - Efforts - Risks - Price,  

how can we demonstrate the benefits whilst 

minimising the perceived effort, risk and 

cost to our customers?

Marketing isn’t just about generating 

sales in the short term, it’s about creating 

a strong brand and value proposition that 

ensures customer loyalty, referrals and 

long term success.

If you need help ensuring that your marketing 

is providing and communicating value to your 

customers, then please get in touch – that’s 

our added value!



What are your practice's biggest selling points?

A great team that is engaged in developing the 

business, a team that creates great relationships with 

our patients, and a team that go that extra mile with 

customer service. Secondly, services and results our 

patients experience due to our technical excellence 

(though our patients won’t appreciate this for a least 

10-15 years!).

How do you ensure patients keep coming back?

We establish great patient relationships, 

then reinforce this regularly via a monthly newsletter 

and patient appreciation events. We offer a true 5 year 

guarantee (with no weasel clauses). The only proviso is 

that regular maintenance visits must be followed. This 

can only be sustained with technical excellence and 

a remake rate of something in the order of less than 

0.5% over 10 years. 

How do you increase treatment uptake?

We aim to treat pre-qualified patients, those already 

sold consciously or subconsciously on the practice 

and services available. A dedicated treatment 

coordinator is a necessity these days as is offering free 

introductory visits. We structure the practice 

so as to reinforce the technical excellence that 

our patients have no knowledge or appreciation 

of, e.g. a scripted practice tour for all new patients 

highlighting our facilities, awards and charitable 

donations – all this reinforces the feeling that we are 

the place to be. Comprehensive communication is also 

important e.g. I’ve written a book. The best business 

card you can have!

Where do most of your new patients come from?

Approximately 70% come via the web and the 

remaining via referrals. A small percentage come 

via conventional media like newspapers. It is critical 

for you track your new patient sources, this way you 

can even go negative regarding new patient cost per 

acquisition so long as you can leverage referrals from 

new patients obtained this way.

You regularly produce a patient newsletter; 

what benefits do you derive from this?

It reinforces a sense of community in the practice with 

the personal features and competitions we run. The 

patients hear from us regularly, reinforcing their choice 

of dentist to be the right one. It stimulates referrals via 

prize draws and allows us to introduce new services 

in a low key fashion (no hard sell). We also feature 

patient stories regularly and for a bit of fun we run a 

monthly draw* for a case of wine.

What other communication methods do you use?

As well as day to day practice management 

communication such as email, texts and phone calls, 

we use an automated CRM system to capture new 

patient information. This directs them in to a multi 

stage follow-up campaign over weeks and months.

What kind of reward schemes do you have in place?

We offer a case of wine every month via a prize draw* 

for members of our monthly maintenance plan. We 

also carry out a prize draw* for referees to win an 

iPad, Kindle, Macbook Air, etc, every quarter. They also 

receive a £50 voucher for a local restaurant, a hygiene 

session, or an electric toothbrush. The personal touch 

via a simple hand written thank you card is probably 

most appreciated.

Dr Neil Gerrard is principal of the highly successful Clifton Dental Studio in Bristol. He has 
a particular interest in advanced cosmetic dentistry and has achieved accreditation from 
the BACD. Neil appreciates the value of good marketing and has been working with Blue 
Horizons for many years. He was kind enough to talk to us about the secrets of his success.

Dr Neil Gerrard 
& his top tips for a successful practice

INTERvIEW
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THE TEAM AT cLIfTON DENTAL STUDIO



How do you go about getting patient 

testimonials and how do you use them?

Quite simply, we ask for them. Many patients 

won’t bother, not because they dislike our service, 

just that life is too busy, or 

they just feel embarrassed. But 

ask enough and you will start 

to see more. We also use the 

shameless bribe for the patient 

with a really interesting story 

(stories sell), and for a patient 

that has a great before and 

after. If they are unwilling to consent to photos 

we offer to donate £50 - £100 to our favourite 

charity, or theirs. They rarely say no and both you 

and they feel good about giving something back.

What one piece of advice would you give to a 

dental practice looking to improve their marketing?

Start with the low hanging fruit, in house referrals, 

then the web. Social media is advanced strategy 

and should be last thing on your to do list. Return 

on your investment can be poor, though it is great 

support to all the other things you should be 

doing first.

Please can you tell us about your book ‘There’s 

no perfect dentist’?

The book offers genuine information to the 

prospective patient, though it is not a completely 

selfless act! It also provides me the opportunity 

to be seen as the trusted adviser with no hidden 

agenda and it provides a win win via PR and 

raising money for charity.

How did you find the BACD’s accreditation 

process and how have you benefited from this 

achievement?

The process helps the entire practice to achieve 

predictable excellence for all your patients. It also 

offers the opportunity to differentiate yourself as 

an expert in a competitive market. 

What latest advances in dentistry have excited 

you over recent months?

Some colleagues say I’m a course junky, 

completing 150 hours a year or more on 

both clinical and practice 

management/marketing (you 

can’t do the fancy stuff if no 

one wants to buy it!), so from 

my perspective there is little 

that is new. CAD-CAM is still 

not consistently good enough, 

but will come of age in the next 

5 years (but will our patients really care?). But if 

I was to take a punt, the next big thing in quality 

private practice is periodontal services. There is a 

huge gap in the market for treatment of recession 

defects (and similar) via periodontal plastic 

surgery. Specialist periodontists have followed 

the orthodontist model promoting treatment to 

be too complex for the general dentist and we all 

know what has happened there, I’m confident we 

will see GDP’s referring much fewer cases to the 

specialist in the next few years.

How do you balance your work and personal life?

I have a new baby daughter, so maybe my 

obsession with dentistry will need to be 

tempered, but I have a very supportive wife and 

family that allow me to indulge my hobby and 

career of dentistry.

Finally, what are your top tips for making 

a practice successful?

Never stop learning and continue to invest in both 

your personal development and your team’s, but 

most of all continue evaluating how you can best 

serve both your patients and staff.

* Any such offer or draw should be within GDC guidelines

QUOTE

" Put marketing at the heart of your business – 
 together with innovation it is the key driver of success "

INTERvIEW

"We establish great patient 
relationships, then reinforce 
this regularly via a monthly 

newsletter and patient 
appreciation events."
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Referral offer
At Blue Horizons, we are always delighted to welcome new clients on 
board. If you refer a colleague who goes on to become a Blue Horizons 
client we will show our appreciation by offering you a choice of:

1. An iPad mini
2. A case of champagne
3. £200 John Lewis gift voucher

Plus, your colleague will get a 20% discount off their first order*!

Please pass on details to any colleagues who you feel would benefit 
from our services, or alternatively, pass on their details to us and 
we’ll take care of the rest.

* Minimum spend applies.
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Feedback 
to Feedforward
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But, we’re under no illusion that this is a given 

and that this is easy to achieve. We need to 

work hard to ensure that we keep on top of 

our game and, more importantly, our clients 

consistently receive quality products and 

service and genuinely enjoy working with us.

As part of our working process we always seek 

feedback from clients on an individual/project 

basis but we also regularly carry out a more 

structured, broader-scoped client survey. 

Our most recent survey was conducted at 

the end of 2013.

The whole purpose of ‘feedback’ is to allow us 

to ‘feed forward’ and this should be an integral 

part of a business’ planning framework.

The survey

Completing surveys isn’t one of life’s most fulfilling 

activities, so we were conscious of not making it too 

long or arduous. Before designing the survey, we 

made sure we were clear about our objectives and 

what we wanted to achieve. This is an overview of 

what we needed to find out:

• Whether the brand attributes and values that 

we wish to portray are actually how our clients 

perceive Blue Horizons.

• In order for us to provide the right solutions, we 

need to know what the problems are that our 

clients face.

• What specifically we can do to improve the 

products and service that we provide to our clients.

• Whether our clients are aware of all the services 

and solutions that Blue Horizons offer.

The results

We were so grateful to our clients who took the time to complete our survey. The results which our 

survey provided us with affirmed what we knew – where our strengths lie and what our weaknesses 

are – and also provided us with valuable information that we didn’t know – to ensure we can develop, 

improve and grow moving forward.

Here at Blue Horizons we strive to provide our clients 
with quality, affordable marketing solutions teamed 
with great customer service. 



Excellent Needs improvementOkayGood

Time taken to deal
with a query

Ease of production
process

Efficiency of
response

Quality of end
product

or service

86%

89%

52%

41%
41%

41%

14%
11%

14%

62%
79%

21%

34%

Creativity Value for
money

We asked our clients to measure how we perform
against a series of categories: 

We asked our clients what their biggest business concern are:

0

More sales leads

Retaining clients

Competition

Regulation

10 20 30 40 50 60 70 80

DID YOU KNOW?

Facebook have introduced 56 different terms as an alternative to the basic 
male or female distinction. The list of gender terms include ‘cisgender’ – 
the opposite of ‘transgender’ and ‘intersex’. Perhaps this ethical 
consideration of different audiences will be expanded to other brands soon

Percentage of people surveyed
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What now?

We have used the information obtained from 

our survey and fed this into our overall strategy, 

objectives and action plans for 2014.

We’re determined to practice what we 

preach here at Blue Horizons and put our 

clients at the heart of everything that we do.

So, 2014 will be a busy year for us – and 

we’re excited about putting our plans into 

action and helping our clients achieve their 

goals through effective marketing solutions.

If you didn’t take part in our survey 

but have any comments, suggestions 

or feedback on Blue Horizons then please 

do get in contact on 01242 236600 or 

email info@bluehorizonsmarketing.co.uk – 

we would be delighted to hear from you.

Likewise, if you need some help with getting 

your business planning and marketing strategy 

up to scratch then just let us know.

To do...
✓ Overhaul & update websi

te

✓ Install new CRM system

✓ Lay foundations in order 

to become ISO compliant

✓ Rewards 
for client loyalty

✓ Keep digita
l knowledge & 

skills up-to-date

✓ Add new services 
to 

our offering

We asked our clients, would you recommend us?:

97% said YES
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It suggests that businesses, dental businesses 
included, need to incorporate ‘memorable 
moments’ for customers.

So it would seem you need to take your ‘internal 
marketing’ – the way you care for and deal with 
your existing patients – a step further, if you 
want your practice to thrive through marketing 
which is both low-cost and powerful.

Clear Vision’s newly published Annual Dental 
Business KPI Report for 2013 reveals this is the 
approach the top 25% of UK dental businesses 
adopt to beat the UK average results for new 
patients generated via existing patients.  

So let’s get down to basics. What is a 
Memorable Moment?

A Memorable Moment is created when a patient 
experiences something notable and unexpected 
that makes a positive lasting impression. 
Something the person will continue to associate 
with your dental business.

Memorable Moments connected to your practice 
may not be as life-changing as the personal 
moments we experience. They can be ‘small’ 
by comparison. But they are unusual and that’s 
what makes them so powerful. 

The power comes when you create a moment 
which is unexpected and remarkable. And it 
stands to reason, doesn’t it?.. If you want to be 
remarked on, you need to be remarkable!

So encourage your team to spot opportunities 
to create memorable moments for patients.

And you can work with your team to systemise 
them too. Memorable Moments don’t just have 
to be spontaneous.

Recent research suggests that it is no longer 
enough to provide a great customer experience 
if you want your dental business to be talked 
about and grow through positive word-of-mouth. 

Profitable 
marketing 
conversations



Get your team together to work on two areas:

1. Your Patient journey

Look at the different stages in your patient journey 

and ask your team to consider:

• What do you think the business does well?

• What do you think the business does less well?

• How can we make it even better?

2. Memorable Moments

And then take it to the next step. Ask your team 

to consider:

• What are the 5 unexpected things we could 

do for our patients today?:

Brainstorming these questions with a dental team 

recently, I offered the following thought processes in 

the creation of memorable moments: 

• How can you make the most of our 5 senses?

• How can you use seasonal occasions

• How can you amuse / educate children in a way 

which is remarkable for the child and parent?

• How can you create memorable moments for 

nervous patients?

• How can you create moments patients will 

remember linked to helping your community 

/ the global community?

• How can memorable moments for specific 

patients be created via their individual characters 

and interests?

• How can you have fun as a team, which will 

transfer to patient fun?

• How can you celebrate the everyday for patients?

• How can you help patients take a moment 

and feel special? Sat with you may be the first 

and only chance they get to relax all day!

• How can you use particular team members’ 

non dental interests and skills to create memorable 

moments for patients?

These are just a few ideas you can consider.

So how are you going to encourage your team 

to consider Memorable Moments? 

What do you already do to create Memorable 

Moments for your patients?

Ever wondered how your numbers stack up against 

those of other UK dentists? 

Order Clear Vision’s Dental Business KPI Report 2013 

at www.clearvisiondental.co.uk/freereports. 

Gets your hands on a copy to:

• see how your own results compare to the average 

results across the UK

• benefit from the tips and insights included 

in the report to emulate the success of the 

highest-achieving UK practices

Specialist dental accountants and dental business 

consultants Clear Vision Accountancy help make 

a difference to the lives of dentists across the UK. 

The team has been working with dentists every 

week since 2001 and you can read the insights 

and best advice they have to share in their blog 

for dentists.

Dee Gerrish is a Clear Vision Dental Business 

Consultant. She continues to help dentists adopt 

successful, low-cost marketing strategies and 

create the systems they need to enhance their 

patient experience and increase 

the value of their dental businesses.

Dee Gerrish 

Clear Vision Accountancy Limited 

Phone: 01249 712074 

Email: dee.gerrish@cvag.co.uk 

Web: www.clearvisiondental.co.uk 

Blog: www.clearvisiondentalblog.co.uk

PARTNER ARTIcLE
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1  Create awareness (to new and existing patients) – 
there is no point having a plan if your patients aren’t 
aware one exists

2 Consider appropriate promotional materials 
(including branding for consistency) – what 
methods are you going to use to raise awareness 
with patients? – visual aids always help

3   does your team fully understand the features 
and benefits of your dental/membership plan? - 
staff need to be comfortable and confident when 
discussing your plan with patients

4    do you promote your plan via your practice 
website, Facebook, Twitter, etc?

5 do you encourage families to join the plan by 
offering a family discount? – you may even attract 
new patients to the practice as a result

6 do you promote your ‘corporate’ plan to S.M.e.’s 
in the area - your ‘USP’ is your locality to these 
businesses (staff benefits, less time ‘out of work’ 
visiting the dentist)

7   Create patient desire and value in joining your plan 
(and as a result enhance loyalty to the practice) – 
what does your plan offer differently to ‘pay as you 
go’ e.g discounted treatments and products, family 
membership, priority appointments, worldwide 
dental accident & emergency cover, ability to 
spread the cost?

8  What is the practice strategy for raising awareness 
of your plan? – is every new patient made aware 
at first consultation? – does the practice know 
which patients daily/weekly will be chatted to about 
joining the plan

9 is there a robust ‘follow up’ procedure in place 
(and adhered to)? - not everyone will automatically 
say yes, so agree a follow up call, text, email 
(ideally within 10 days of the patient discussion)

10 Is your plan part of the practice culture? - is it 
considered a key component amongst the products/
services you provide patients, and how often does 
the practice monitor/review membership uptake?

How to get the most from 
your dental care plan

Your dental care plan provider www.ident.co.uk

01463 223399

Top 10 tips

Gary Moore, from our affiliate partners IndepenDent care 
plans, talks about making your plan work harder for you.
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My background

I am primarily a visual creative; with a short 

background in live and studio production 

of electronic music and soundscapes. After 

a few years of working in web design as a 

freelancer I got the chance to work for Future 

Publishing (fulfilling a personal teenage 

dream), then I got married to my lovely wife 

and started at Blue Horizons.

What I do day to day

Most of our clients now rely on digital 

services and I ensure that these are kept up 

and running. As most of our clients provide 

professional services, there are a plethora of 

underlying details that their products and 

services must conform to (legally), which 

makes designing and building their websites 

equally challenging.

How Blue Horizons is different

I take the philosophy of a reciprocal business 

strategy very seriously. Being that our client 

services operate outside of business hours, 

it is important to compliment that with a 

business partner that reflects that level of 

service; a personal interest in how important 

this is, mixed with actual lifestyle that is 

compatible and complete, is what makes us 

different over a typical 5-day week company.

Future

Despite 15 years experience in website design 

and development, I am thankful for just 

how much digital technology has continued 

to bring to the table. It never gets boring 

and because of this, services and products 

we can offer to our clients are limited only 

by client demand.

Is your website 
mobile friendly?
With mobile usage set to 
overtake desktops, is your 
website mobile friendly?

If it’s been a while since your website 

has been updated, ask us for a FREE 

review and find out how we can make 

it more mobile friendly, email 

info@bluehorizonsmarketing.co.uk 

or call 01242 236600.

Meet Steven, our 
in-house digital expert.



What can we 
do for you?

We’re here to help you make your 

business a success and be a true 

marketing partner. Whatever marketing 

needs you may have, Blue Horizons are 

here to help. As a full service agency we 

offer a whole host of services including:

• Marketing strategy

• Branding & logos

• Signage

• Printed literature

• Promotional items

• Websites & ecommerce

• Video

• Digital presentations

• Awards submissions

• SEO & SEM

• E-marketing

• Advertising

• Photography

• PR & copywriting

And, if there is something not on the list 

then just ask us – we’d love to help and 

if we can’t do it, we’re bound to know 

someone who can!

Call us today to discuss your 
marketing requirements
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The ultimate small 
business marketing book

By Dee Blick

A useful, concisely put together book 

designed to help small businesses get to 

grips with their marketing. It’s refreshing 

to have a marketing book with lots of 

common-sense tips that you can put into 

action straight-away. We also applaud 

Dee’s ethos of ensuring that marketing 

should be an everyday, fundamental part 

of any business – not just an afterthought.

Watertight marketing – 
Delivering long-term sales results

By Bryony Thomas 

Another easy, compelling read 

whereby Bryony uses the context 

of profit leaks to help you fix your 

marketing. There is also great online 

resources such as workbooks 

available to those who purchase 

the book.

What we’re reading

The Chimp Paradox
The mind management programme to help you 

achieve success, confidence & happiness

By Professor Steve Peters

Human psychology plays a huge part in marketing, so we’re 

always keen to learn more about what makes people tick!

This book really helps you to understand the way your mind 

is programmed by three parts:

1. Our inner chimp – the emotional part of our brain

2. Our human mind – which is rational, weights up evidence 

and reached conclusions using cognition

3. The computer – a bank of remembered experiences full 

of automatic habits and responses.

We defy anyone not to come away with a better 

understanding of their own mind and hopefully other’s too!
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Marketing round-up

Source: Marketing Week
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Spare time...The time UK consumers spend 
with digital media including laptops, 
tablet and mobile phones is set to overtake the time spent viewing TV in 2014 for the first time ever, according to eMarketer estimates.

Move over youngsters –the oldies are coming! : The digital divide 
is no more, older consumers are nearly 
as digital as their children. In the UK, 
take-up in mobile internet capability 
over the last two years has shown the 
fastest growth among those aged 55+. 
(Source: www.mandmglobal.com)
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