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“Success is a science. If you have
the conditions, you get the
result,” the Irish writer Oscar

Wilde once said. For medical practices
doing business in today’s challenging
and uncertain times, practice success
rests on three “conditions”:

1. Invest in your staff and manage
staff resources.

2. Create customer-focused processes.
3. Measure patient and employee sat-

isfaction levels.
Clearly, all three of these conditions

are people-focused, targeting the very
heart of your practice: your staff and
patients.  If you desire to create a blue-
print for success in your practice, then
each of these people-focused conditions
requires equal attention and effort.

Condition 1: Invest in Staff
and Manage Staff Resources
Even if you are a skilled and successful
dermatologist—impeccably trained,
loved by your patients, and respected by
your peers—your practice will never
reach its full potential if you don’t have a
well-managed, talented, motivated office
staff. In addition, since staff salaries rep-
resent one of the biggest expenses for a
medical practice, allocating resources
toward managing and educating your
staff means you are protecting your most
important and expensive investment.

Creating and retaining a high-func-
tioning, capable team requires incorpo-
rating five key components into your
hiring and management plans:

• Understand the positions required

to meet the goals of the practice. Make
sure the positions and the number of
full-time equivalent employees that
comprise your staff match the objectives
of the practice. 

• Detailed Job Descriptions. A job
is much more than a title. An effective
job description should contain a detailed
summary of the job, essential skills
needed to perform
the job, title of the
supervisor, mini-
mum job require-
ments necessary to
hold the position,
and primary and
secondary duties,
with appropriate
percentage of time
and importance
delineated. 

• Produce
Helpful Hiring
Tools. It’s important
to develop the tools
for hiring the “right
person for the right position” before the
position is vacant. Creating detailed job
descriptions for each position is the first
step, but it is also necessary to prepare
telephone screening questions, interview
questions, employment applications, and
a candidate evaluation form. While
many human resources experts believe
recommendations from staff members
and/or colleagues are the best way to
quickly uncover a valuable employee,
you likely will need to advertise vacant
positions. Give thought to advertise-

ments ahead of time by creating a basic
“Help Wanted” template and by deter-
mining publications/Internet sites that
will reach intended audiences.

• Effective Management. No matter
the size of your staff, it’s imperative to
devote resources to hiring an effective
manager as your point person. Conflict
and chaos can ensue when a group lacks

a designated, com-
petent supervisor.
One of the main
responsibilities of
the office manager
should be to create a
comprehensive poli-
cy and procedures
manual and to make
sure these policies
and procedures are
implemented as out-
lined. The manager
also needs to define
two-way communi-
cation vehicles for
the dissemination of

consistent feedback. 
• Proper Training. A practice with

an effective manager who embraces the
responsibilities outlined above will run
smoothly, but it will only reach the next
level if it is willing to invest resources on
external and internal staff training that
facilitates professional growth. The best
way to retain employees is to institute an
ongoing professional training program.
An employee who feels he/she is advanc-
ing professionally is much more likely to
stay and to have a good attitude.

A People-Focused 
Approach to Practice Success
Your dedication to investing in your staff and patients can make the
difference between a mediocre practice and a successful practice.

[ B u s i n e s s  A d v i s o r ]
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A customer-focused
approach for your
practice will yield

short- and long-term
benefits. The goal is
to provide a pleasant
and efficient experi-

ence for each patient
on a continual basis.
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Training ideas include “lunch-and-
learns” led by physicians or pharmaceu-
tical company representatives, skill set
training at staff meetings, and utilization
of outside resources such as workshops,
seminars, community colleges, medical
societies, and/or technical schools. 

Condition 2: Create Customer-
Focused Processes 
Patients are not just
important to a med-
ical practice. They
are the reason for its
existence. Creating a
service environment
focused on the com-
fort and conven-
ience of patients
helps to ensure a
greater level of satis-
faction. An excellent
example of a cus-
tomer-focused
approach is today’s
hotel industry.
Hotels provide an
extensive grouping
of amenities and
services (i.e., warm
cookies and fresh
fruit upon check-in,
high-speed Internet
connection, “heav-
enly beds,” Jacuzzi
tubs, concierge
lounges, in-room coffee makers, mini-
bars, workout rooms, etc.) to enhance
customer satisfaction and promote loyal-
ty. Well-managed hotels train all of their
employees, from housekeeping to recep-
tion, to be gracious and customer
friendly. This customer-focused strategy
promotes patron loyalty and translates
into future stays in other hotels through-
out the chain, despite the ready avail-
ability of convenient, less-expensive
options. 

A customer-focused approach for
your practice will yield short- and long-
term benefits. The goal is to provide a

pleasant and efficient experience for each
patient on a continual basis. The key to
reaching this goal is developing a
patient-friendly staff that is rewarded for
its ongoing contribution in creating a
positive experience for patients. Review
your key patient touch points to analyze
your success in this area. Your phone
system is the first touch point for
patients making appointments, seeking

information, or
needing assistance
with billing issues.
Staff training on
effective telephone
skills is imperative.
Another critical
touch point is the
reception area. Are
patients greeted
promptly with a
smile? Are they effi-
ciently checked in?
How long do they
wait before they are
seen? As with hotels,
make sure your
patient’s first impres-
sion is positive by
creating a waiting
room that is com-
fortable and pleas-
ant; consider provid-
ing refreshments and
make sure there is
adequate reading

material, including brochures about the
practice and cosmetic offerings.

In addition, consider offering pay-
ment plans or financing for cosmetic
procedures and/or accepting credit card
payments. Make sure the patient is
involved in the billing procedure in
order to set expectations and explain all
available options. 

Condition 3: Measure Patient
and Employee Satisfaction 
Routine monitoring of patient and
employee satisfaction and subsequent
use of the information gleaned can sepa-

rate mediocre practices from practices
that excel. Consistent monitoring of
both patient and employee satisfaction
levels can provide valuable insights on
ways to improve infrastructure and day-
to-day operations.

The goal of your employee satisfac-
tion program is to stimulate honest,
accurate feedback that can be used to
improve the work environment for all
employees. Never dismiss out of hand
comments critical to the practice.
Rather, give thoughtful review to all
staff thoughts and comments with an
eye on improvement, never on retribu-
tion or punishment. A dynamic, func-
tional, and meaningful work environ-
ment helps to retain high quality per-
formers, decrease staff turnover, and
recruit new employees. 

A patient satisfaction survey also pro-
vides valuable feedback about your prac-
tice, but from a customer’s perspective.
You cannot be everywhere at once, and
patients are frequently hesitant to “com-
plain” or make suggestions to their doc-
tor. With a well-written satisfaction sur-
vey, patients will have an anonymous
vehicle to provide valuable feedback on
strengths of the practice, areas of weak-
ness, and potential growth areas.

The data you attain from both of
these surveys is the most relevant, inex-
pensive market research and consultancy
information you could ever acquire.
Once you have this valuable data, it is
imperative that you evaluate the results,
identify areas for improvement, and cre-
ate an action plan. In most cases,
changes to address survey-identified con-
cerns are obvious and inexpensive.

It’s Not Work
By paying adequate attention to the two
most important people groups in your
practice—employees and patients—your
practice can achieve financial success
and be a pleasant place to spend your
day. As the saying goes, if you love your
work–you’ll never have to work another
day in your life. 
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No matter the size 
of your staff, it’s

imperative to devote
resources to hiring an
effective manager as
your point person.

         


