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Introduction
There have been many headlines about the number of doctors leaving 
private practice, and there’s no doubt that the medical profession has 
seen its share of tumult during the pandemic. But the truth is this: 
prior to the onset of COVID-19, almost half of America’s doctors worked 
in physician-owned practices, and there will always be doctors who 
choose that path.  

Hundreds of thousands of doctors want the 
personal �exibility, �nancial opportunity and 
freedom to practice their brand of quality 
medicine—and this often comes with owning a 
practice. For many, it is also the ful�llment of a 
dream.

However, the problems that come with hiring, 
�nancing, accounting, purchasing, billing and 
other aspects of running a business can quickly 
pour cold water on that dream. Doctors are 
trained to treat patients, not to run a company. 
But, as thousands of successful doctors can 
attest, these are skills that can be learned.  

To help make your practice run smoothly, Nitra 
interviewed dozens of experts and physicians in 
private practice, many with years of experience, 
and compiled their suggestions into this report. 
From �nding a solid o�ce location and creating 
a marketing plan to selecting the right business 
credit card, the advice these experts o�er can 
save you time and help avoid costly mistakes. To 
learn from those who have traveled this road 
before you, read on. 

Doctors are 
trained to treat 

patients, not run a 
company.
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How To Find the Right 
Location

Few decisions will have more 
consequence than where you 
physically locate your medical o�ce.

Location will impact your accessible 
market, your competition, and your 
startup costs. It will have a 
substantial e�ect on both the 
quality of care and the patient 
experience you deliver. Perhaps most 
important, it will shape how you live 
your daily life. Physicians who take 
location seriously will set themselves 
up for long-term success.

This is not the time to do things 
yourself, rely on friendly advice, or 
take the �rst option you encounter. 
Rather, it is a time to seek out 
professional representation, use key 
data sets to guide decisions, and be 
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70%
of patients say a convenient location is critical, or at 
least very important, when they choose a doctor, 
according to a study by Weatherby Healthcare, a 
national locum tenens sta�er.

““If you are thoughtful on the front 
end about what you want your career 
to look like and what you want your 
patient base to look like, you can be 
in a facility for a very, very long time.”

ready to spend several months 
creating a sound foundation for your 
new business.  Anything less can 
expose your practice to risk, costing 
you money and a�ecting your growth 
trajectory.

The good news is, as a physician, you 
can make a smart, long-term 
decision,” said Nathan Crowe, a senior 
vice president who specializes in 
healthcare at Scheer Partners, a 
commercial real estate �rm 
headquartered in Maryland. 



Put Personal Needs First 

Experts say that choosing a location for their practice starts with a 
lifestyle question: where do you want to live? 

While there are probably doctors who can locate anywhere in the country, 
most physicians have existing ties to a speci�c city or state. Perhaps you 
are leaving a practice and have a base of patients, referrals and contacts. 
Or maybe you have a spouse and a family that keeps you rooted. It could 
also be that you simply like where you live and want to stay—or you like a 
di�erent area and want to move.
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Whatever the case, most doctors have 
some sense of where they want to build 
their lives. Your answer will set the �rst 
set of boundaries for determining where 
to locate your medical o�ce. When the 
lifestyle question is answered, medical 
and business concerns take over. 

Use Data to Guide Decisions

The days of picking an area and then 
rushing to see property are largely gone. 
Of course, you will tour facilities as part of 
the selection process. But you are far 
more likely to hold meetings over data 
tables and heat maps before that begins.



You can �gure out where the pockets 
are that have the highest percentage of 
people you're looking for.”

Hospitals, labs, therapeutic facilities and 
referring doctors can all be factored in. 
So can the location of existing patients. 
If you have a noncompete clause that 
prevents you from practicing in a certain 
area, say 2-5 miles from your current 
practice, that too can impact the map. 

What should emerge is an area that is 
optimized for your practice and a list of 
properties for purchase or lease within 
that zone. Of course, real estate experts 
caution that nothing is perfect and that 
a dose of realism helps. But they also 
agree that using data to guide location is 
far better than hunches and patchwork 
advice. 
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Choosing o�ce space today starts with 
data, and not just information about 
lease or purchase costs. Real estate 
experts can overlay a map of your area 
with useful information about the 
population, such as ages, household 
incomes—even the insurance coverage. 
The result is that you can see an 
incredibly detailed pro�le of the patient 
base. That data allows you to narrow the 
choices by leveraging your business 
model and the type of patients you want 
to attract. 

“The health care provider can describe 
who their ideal patient is,” said Colin 
Carr, founder of Carr Healthcare Realty, 
which operates nationwide and has 
completed thousands of transactions 
since 2009. “We can search the market 
and provide a heat map of demographics 
that meet those requirements. 

https://carr.us/


More you Need to Know
Here are some other tips for �nding the right 
location: 

Look at Properties. Based on the data, your agent will identify properties that 
are available and you can tour those in your price range. Avoid touring o�ces 
that are far out of your range.

Consider the ‘Buildout.’ Like most commercial real estate, Medical o�ces are 
priced by the square foot. However, many properties will need work in order 
to suit your needs. Known as the “buildout,” these costs must be factored 
into the lease or purchase price and landlords often share the �nancial 
burden.

Negotiate Your Deal. Between the price and length of the lease (�ve years is common), 
the cost of the buildout and other factors, there is usually much to negotiate when 
obtaining medical o�ce space. For example, your landlord may be willing to provide 
several months of free rent, which can be helpful to a startup.
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Saving money by doing things yourself can be a false 
economy if it leads to unforeseen problems, surprise 
costs and delays. Instead, many experts recommend 
building a team of professionals to ensure you see 
everything coming, comply with regulations, minimize 
costs and stay on schedule.

Accounting, bookkeeping, tax preparation, legal advice, 
website design and real estate are all functions where 
professional services are recommended. The expertise 
and protection you gain are almost always worth the 
expenses incurred.     

Real estate is a good example. When you hire a 
tennant’s agent, or what is referred to in the 
residential real estate market as a buyer’s agent, you 
get a professional who represents you and only you. 
They will earn a commission, often between 2% and 
4%, but that commission is traditionally paid by the 
landlord or seller as part of the transaction. 

When to Use Professional Services



How to Hire Better Sta� 
and Reduce Turnover

Attracting top talent can be a daunting task 
in private practice, where the skill sets you 
are hiring vary from reception, o�ce 
management and billing to nursing and 
medical care.

For physicians looking to �nd the right 
people, hiring must become a real priority. 
The sta� you hire impacts everything from 
costs—personnel is often the single largest 
expense for any business—to patient care, 
and it will certainly a�ect how much time 
and energy you spend managing people. It 
pays to get good at this.

Employment experts say that embracing 
more sophisticated strategies, developing a 
recruiting pipeline and creating a culture that 
employees want to join can transform the 
hiring experience. Practices that are willing to 
do so can make �nding candidates easier, 
eliminate crisis hiring and ensure the best 
chance of �nding high-quality o�ce sta�.  

“So much of what happens in hiring is 
reactive, and not proactive, tactical and 
strategic,” said Thad Price, CEO of Talroo, a 
job advertising platform that powers more 
than a billion job searches each month. “But 
at the end of the day, hiring is strategic.” 08

Build a Unique Culture 

The best place to start, Price and other 
experts say, is with a question: what type of 
culture do you want in your o�ce? 

“You have to think about what culture you're 
looking to achieve, your company’s North 
Star,” Price said, adding that “There are a lot 
of doctors' o�ces, so why would a job seeker 
work in your o�ce?”

https://www.talroo.com/
https://www.talroo.com/


There’s a lot that goes into the culture of a medical practice, from 
values and core beliefs to everyday expectations and work�ow. It can 
be de�ned by big things, like your company’s mission, and small things, 
like what people are allowed to wear. It can be impacted by 
personalities, policies and experiences. The important thing, experts 
say, is that it should be created deliberately.   

“The biggest mistake 
organizations make is 
letting their workplace 
culture form naturally 
without �rst de�ning what 
they want it to be,” wrote 
ERC, an Ohio-based HR 
resources company in 
business for more than 100 
years.

“Make culture as important 
as your business strategy,” 
ERC wrote. “It’s too 
signi�cant to ignore, and 
shaping it is one of your 
most important 
responsibilities.” 

Getting Serious About 
Workplace Culture

Dr. Robyn Siperstein, who heads Siperstein 
Dermatology Group in Florida, is so serious about 
culture that she once eliminated a capable 
employee who did not �t into the culture she 
created, which is patient-focused, 
compassionate and enthusiastic. 

“I literally got sick to my stomach the day I had 
to do it, but it was the best decision I made,” 
she said in a Q&A with Nitra. “It was one of the 
�rst steps toward a truly culture-generated 
practice.” 

After a dozen years, Siperstein’s 11-doctor 
practice now adds as many as 1,000 new 
patients every month, many of whom hear about 
her through word of mouth.  When asked what 
resources helped her scale, she said, “honestly, 
it was getting the culture right.”

72%
of job seekers say details about a 
company’s culture are important to see in 
a job ad, according to a survey by Indeed..
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https://www.yourerc.com/


Stop ‘Crisis Hiring’

One of the best ways to shape culture is to hire people who �t smoothly 
into your vision. Unfortunately, much of the hiring that takes place in 
medical o�ces is reactive, which makes �nding these candidates much 
more di�cult.
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A new practice often has to �ll several 
positions. There may be a receptionist, an 
o�ce manager, a nurse or technician and 
perhaps other specialists. Too often, this 
hiring is done quickly, without a thought to 
o�ce culture and with an incomplete 
picture of what the practice needs are in 
each role. It works for a while—until 
somebody leaves. When a sta�er gives 
notice, it starts the clock on a two-week 
rush to �nd a replacement. A job description 
is created quickly and sent out over digital 
platforms. Resumes come in and interviews 
take place, often 30-minute Zoom calls 
�lled with standard questions. 
Because the opening will place a heavy 
burden on remaining sta� if it goes un�lled, 
pressure builds to get someone in the door 
in time to train them. A “best of the bunch” 
candidate is selected to solve the 
immediate problem.

While there are certainly times when a practice legitimately needs to �ll a job quickly, 
this type of crisis hiring can cause many problems. It can lead you to lower standards, 
hiring candidates without the right skills and the right amount of experience. It can 
also lead you to hire a candidate who does not �t well in the o�ce culture. This can 
sour other sta�ers, create new management headaches and perpetuate the problem, 
increasing turnover that leads to more emergency hiring. To avoid crisis hiring, you need 
to take a more sophisticated approach



Practice ‘Always On’ Recruiting 

The way to prevent emergency hiring is 
to get serious about recruiting, adopting 
an approach that surfaces candidates 
with the right mix of skills, experience 
and personality to become long-term 
members of your team. This is a strategy 
that pays strong dividends—and you can 
begin from the day your practice opens.
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Good recruiting is based on networking, 
meaning your practice is always meeting 
new candidates—even if you don’t have 
immediate openings—and then staying 
in touch with those who have potential. 
The goal is to develop relationships over 
time with a pool of people who look 
promising and could �t well in your 
organization. When openings do arise, 
you will have a ready list to turn to when 
you need to �ll positions. You will have 
an “always on” recruiting program.



While the system will be di�erent at every practice, 
here are steps you can take to do basic recruiting:   

Have a list of the positions you may need to �ll and develop a strong job ad for 
each. This codi�es your needs and desires for each position, allows you to 
advertise and gives your program some structure

With your list in hand, start looking for people who meet your criteria. You might do 
this at conferences, hospital gatherings and charitable events. You can also do this by 
scouring hiring sites and widely promoting job listings when you have openings. The 
idea is to identify people who are worthy of a conversation. When you come across 
people who interest you, reach out and invite them to talk.

To avoid problems, be extremely transparent about your recruiting e�orts. If there is 
no immediate opening available, tell candidates up front and explain that you are 
interested in talking for the future. Tell your current sta� that you are always looking 
for talented people to add to the team, and that your e�orts do not present a threat. 
Complete honesty will eliminate awkward misunderstandings.

Setup informal meetings, whether virtual or in person, with the people who interest 
you. These are not job interviews. Rather, these are meetings to get to know your 
prospects a bit better. You are taking a long-term interest in their career and 
evaluating whether they may someday �t well in your organization. Talk shop, but 
keep it light. 

This is the important part, the part that turns meetings into recruiting. You need to 
stay in touch with the candidates who interest you. This may just be an email once a 
quarter, and a co�ee once or twice a year. But it keeps you connected with top 
prospects and it shows that you are an interested and engaged employer. You will 
also get to know them better over time and get a strong sense of how they will �t 
into your culture.

You don’t have to be the only one looking for talent. You can encourage your sta� to 
surface candidates, and your o�ce manager or partners can play the same role you 
do. A healthy recruiting program will derive candidates from many di�erent sources.  
    

Know Your Needs

Seek Out Candidates

Be Transparent

Start Having Coffee

Stay In Touch

Involve Your Current Staff
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More You Need to Know

  

Become a Destination Company. While salary is still a prime motivator when people 
choose a job, many o�ces are �nding it is useful to provide other incentives in a tight 
labor market. Solid health insurance, a  401(k) plan and other bene�ts can help. 

Increase Flexibility. Because many employees have spent months working remotely, 
�exible scheduling that supports a better work-life balance is becoming a market 
expectation in some cases. “The ability to enjoy �exibility has become really important,” 
Price said. “If you can't provide remote work, companies need to �gure out a way to 
embrace �exibility.”

Present a Career Path. In a world increasingly �lled with transactional work, like driving 
for Uber or delivering for DoorDash, the ability to take on additional responsibility, 
advance to a larger role within a company and make more money is extremely attractive 
to some candidates. “Companies really need to tell stories of people who have moved 
and grown within the company,” Price said. 

O�er Training and Opportunity. Many candidates want to work for organizations that will 
help them develop professionally, whether that means providing additional training or 
helping them earn certi�cations and licenses. “If a person is passionate about the 
company and passionate about helping customers, my job as a business owner should 
be to give them the tools to accelerate their career,” Price said.

Here are some other tips for attracting �rst-class talent across many 
roles:
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Of course, there are many things that can get in the way of always-on 
recruiting. One of the primary barriers is time. Faced with a busy schedule, 
some will argue that spending time on hiring without any openings is 
wasteful. But consider the waste involved in hasty hiring and frequent 
turnover. Building the right culture and �nding the right people is always 
time well spent.

80%
of job seekers are more likely to apply for a job 
when the ad contains salary information, 
according to research by Talroo



Write a Strong Job Ad. Finding candidates that �t your practice starts 
with an extraordinary job description for use on digital platforms. As Price 
put it, “the job ad is all powerful.” The description you use will impact 
both the number of applicants you attract and the quality of those 
applicants. It is worth taking the time to create a document that will 
work hard for your practice. 

Keep Search in Mind. Job seekers are most likely to �nd your ad on a 
digital platform, in response to a search that they type in. That means 
that standard job titles used in the industry are more likely to get hit 
than anything cute or quirky. Words like “ninja,” “guru,” or “rockstar” are 
less likely to resonate, according to research by Indeed.  
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How to Conduct More Sophisticated Interviews

The 30-40 minute job interview, �lled with questions about strengths, weaknesses and �ve-
year goals, is a tired arti�ce. 

It does little to reveal what kind of person you will actually be hiring, how hard they will 
work, how well they will interface with others and whether they will �t into your of�ce 
culture. Thankfully, doctors have found several better ways to evaluate candidates: 
 

Use Scenarios, Not Questions. Asking applicants how they would respond in a certain 
situation can be extremely revealing. For example, ask a candidate for receptionist how 
they would handle a patient who arrives without an appointment and see if the response 
�ts your culture.

Get It in Writing. For roles that require complicated decisions or that interface with 
professionals outside the of�ce, some employers will ask a candidate to answer a 
question in writing. If this takes place in the of�ce, the candidate should be given a quiet 
place to work, a computer and plenty of time. 

Schedule a Half Day. Dr. Johnny Franco, owner of Austin Plastic Surgeon in Texas, invites 
candidates to spend a longer amount of time—sometimes a half day—in the of�ce and to 
shadow existing employees. How they respond can be revealing. “Sometimes people can 
be very good during an interview, but through the course of a day you get a much better 
idea,” he said. 



Build an E�ective 
Marketing Program

Marketing is rarely at the top of any doctor’s 
to-do list at launch. Yet a concrete plan to 
attract patients—and revenue—is vital to 
success. 

“For certain types of practitioners, it 
absolutely should be at the top of the list,” 
said Daniel Weinbach, president and CEO of 
The Weinbach Group, a Miami-based medical 
marketing �rm with more than 30 years of 
experience. “If the services you provide are 
what we call ‘shoppable,’ you need to 
consider marketing as an important part of 
your business.”

Modern practices require a marketing plan 
that goes beyond physician referral, though 
what that plan includes can vary widely. 
While all practices will need a high-quality 
website and a basic digital presence, the plan 
may include digital advertising, webinars and 
video, medical screenings and seminars, 
television and radio ads or a program of 
community involvement.   
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Marketing experts say that most of these 
strategies work, with the right application. 
The question is which will work best for you 
and the practice you are creating. The items 
that belong in your plan will depend on the 
nature of your practice, the type of patients 
you want to see, your marketing budget—and 
even your personality. 

“The analogy that I always use is the 
architect designing a new building,” said Paul 
Fahey, vice president of Smith and Jones, a 
medical marketing �rm. “Tons of attention is 
paid to the �nishes and the signage is always 
an afterthought. I feel like most doctors are 
under-budgeted and under-resourced when it 
comes to actually launching their practice.” 

If the services you 
provide are what we 
call ‘shoppable,’ you 

need to consider 
marketing as an 

important part of 
your business.

https://www.weinbachgroup.com/
https://smithandjones.com/


Your Ideal Patient. Marketing experts say knowing who your ideal patient is, including 
their age, income, insurance pro�le, what treatment they need, and how they may shop 
for healthcare, will guide your marketing. Marketers in other industries often refer to 
this as a “persona,” meaning a pro�le of your ideal customer, and there can be more 
than one. If you know your ideal patient(s) and how they are likely to approach 
healthcare decisions, then you can �nd the right channels to talk to them and—
importantly—the messaging that will resonate.

Di�erentiators. What makes your practice di�erent from these competitors and how 
are you di�erent? Marketing experts say patients assume doctors are quali�ed so it is 
important to go beyond expertise and experience. It may be that you o�er services that 
are not available elsewhere; that you focus on women or another speci�c community; 
that your o�ce is �uent in a language spoken widely in your area, such as Spanish or 
Vietnamese; or that you o�er digital conveniences, such as online scheduling. It could 
also simply be you—your personality or approach.

Competitive Set. Who are your major competitors and what do they o�er? This is vital 
information because it will frame your marketing, including how you de�ne and 
communicate your di�erentiators. Do your research. Understand what is being o�ered 
in your community.

Create a Marketing Plan
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Every practice needs a marketing plan to guide strategy and spending. The 
plan can be a simple document or you can make it more sophisticated. 
There are many ways to do this, and it does not pay to get too hung up on 
the right or wrong methodology. What matters is that the plan makes 
sense to you and helps you launch your marketing program. 

No matter what your approach, every plan should contain some basics:



 
Basic Messaging. You should be able to explain your practice and what 
makes it di�erent in a few simple sentences. Marketers call this an “elevator 
pitch,” the short explanation you would give if you were talking to someone 
on an elevator. This is not a mission statement. Rather, this is your answer 
when someone asks, “what do you do?” 

Financial Targets. How much revenue do you need and how many patients 
do you have to acquire in order to pay the bills and take a salary each 
month? The answers will drive your marketing goals. This will require work, 
but some of it may already be done. If you created a business plan or 
provided projections to obtain �nancing, you can draw from there. If not, do 
some research and be extremely realistic. Aspirational numbers will not 
help. 
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Roles and Responsibilities. What 
marketing activities will you handle 
directly? Which will you hand to your sta� 
and which will require hired experts? Part 
of your plan should delineate how work 
gets done.

 
Budget and Tactics. When you have targets and you know how many patients you need to 
bring in each month, you can decide which marketing tactics to employ. Perhaps you will 
do a series of webinars promoted with digital ads. Or maybe you will meet with 
community organizations and do radio ads. List the tactics you plan to employ, along with 
cost and performance projections. This will require research and some estimation. If it is 
too overwhelming, skip it for now and come back to it after you have basic infrastructure 
in place. Your marketing plan can be a living document. 



Of course, we all know that no plan survives contact with reality—and 
that’s okay. You can adjust, pivot or create an entirely new plan if needed. 
Small businesses do it all the time. The point is to do some basic thinking 
about marketing and codify it. If nothing else, the plan gives you 
something to hand to a consultant should you decide to employ 
professional help. 

Dr. Jonathan Kaplan, who runs Paci�c Heights 
Plastic Surgery in San Francisco, found his 
di�erentiator when he moved to the Bay Area 
and bought his practice almost a decade 
ago. 

Kaplan advertised on a local television station 
with interview-style segments that 
established him as an expert, but he needed 
something to drive people to his website. He 
decided to stand out by making his pricing 
public. 

“Everybody is interested in pricing, yet 
doctors never want to talk about how much 
things cost,” he said. “So it was really the 
perfect call to action.”

Kaplan didn’t just put a price list on the 
website. Instead, he had an online pricing 
estimator built, including a “wishlist” 
function, and then required patients to 
provide contact information to use it. He also 
tracked their use. 

In the �rst year, according to a case study he 
co-authored in the Annals of Plastic Surgery, 
almost 18% of those who created a wishlist 
booked a consultation, and about 62% of 
those booked a procedure.
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A Differentiation Case Study



Develop a Website

Every practice needs a website because a 
high percentage of your patients will visit 
before they book an appointment. This is 
also something concrete you can do to 
get started, even if your marketing plan is 
light on details. 

The site should be a professional 
presentation of who you are and—
perhaps more importantly—what you 
o�er. Beyond that, it should re�ect your 
brand, highlighting the di�erentiators and 
appealing to the ideal patient you outlined 
in your marketing plan. 

Start by listing what you want the site to 
be. How will it look? What content will it 
contain? Do you need a blog or a system 
for patients to book appointments 
electronically? One good exercise is to 
keep a list of websites you like and why. 
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When you talk to a developer, you will 
have solid examples to hand over.

Most doctors will turn to a development 
shop to create the website, and that is 
usually a smart move. Unless you have 
special skills, this is not the place to DIY. 
Your website is the heart of your digital 
presence, every bit as important as your 
o�ce. If you are booking online, you will 
also require a secure environment. Spend 
the money to have it done right.

There are many, many ways to have a 
website built, from custom design and 
engineering to templates and open-
source software. You don’t need to 
become an expert in digital technology. 
What you need is a functional site that 
promotes your practice and says what you 
want to say.    



List everything you need, then think about the type of technology partner 
you want. Maybe you want a medical marketing �rm that can build your 
site now and o�er more advanced services later. Or perhaps you want a 
one-person shop that o�ers personal service and lower fees. Whatever the 
case, choose �rms to interview that regularly work with doctors. View 
samples of their work and make sure you like what they do. Plan to 
interview several di�erent providers and recognize that this is akin to free 
consulting. You can get smarter as you go, and eventually make an 
informed decision. Here are some things to consider:
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You are Choosing Technology. By choosing 
a developer, you will also be choosing the 
technology that creates your website. 
Most shops will push you toward their 
expertise. Steer toward something 
mainstream that will make transition easy 
if you change developers. Custom 
technology solutions are expensive and 
rarely required.

Design and Development are Di�erent. 
Designing a website and building it are 
traditionally two di�erent functions. 
However, these functions are often 
combined at small �rms. This can be �ne, 
if you don’t have ambitious design needs. 
If you do, make sure there’s a professional 
designer in the mix.

Canned Solutions are Okay. The trend in website development is to rely on templates for 
design, which can be customized with your colors, images and design elements. Though 
choosing a template can be hard—technologies like WordPress have thousands of 
options—this approach can make building a site faster and cheaper. Just recognize you 
are trading �exibility for e�ciency. Not everything on a template can be easily changed.  

Service is Important. Websites break. Messaging changes. You will need ongoing service 
for your site. Choose a vendor that is excited to work with you. Remember: they will 
never be more friendly than they are right now, when they are trying to win your 
business. Treat any sour attitude as a red �ag.



Engage Review Sites

Today’s patients are informed consumers, and many will turn to review sites 
before they book an appointment. That means that sites like ZocDoc, WebMD, 
Healthgrades, Realself, Vitals and Yelp can impact your business. You will need a 
solid pro�le on each site that re�ects your expertise and di�erentiators. You will 
also want to encourage positive reviews and mitigate any negative comments. 
This ongoing exercise is known as “reputation management,” and it can be 
important when you are starting out.

Professional help, both consultants and software, is available. But this is also 
something you can address yourself for launch. Get professional photos made 
(another place not to DIY) and create a thoughtful pro�le on each site, providing 
all the information they allow. Many of these sites o�er paid plans that allow 
more visibility or promotion. You can start with free options, at least until you 
know which sites your patients use, and upgrade later if it makes sense.       

With a plan, a website and a basic digital 
footprint on review sites, you are ready to do 
the basic marketing that comes with a 
launch. 

For example, you can send out 
announcements of your opening; update and 
post to your Linkedin account; introduce 
yourself at community organizations and 
meetings; or sponsor an informational 
meeting or grand-opening reception. In each 
case, you can refer everyone you encounter, 
digitally or in person, to your website for 
more information. 
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Here are some ideas to help you conduct basic marketing: 

Email Marketing. Email marketing means building a list of prospects and 
sending out regular communiques, such as a monthly newsletter or reminders 
to schedule an o�ce visit. When a dentist reminds you that it is time for a 
cleaning, that is email marketing in action. Many marketers like email because 
it is e�ective and relatively cheap. It is also something that can often be done 
in-house.

Community Interaction. One strategy that gets broad endorsement from 
marketing experts is community involvement, meaning attending hospital 
events, civic meetings, volunteer opportunities, philanthropic events and other 
gatherings where a physician with a new practice might meet people in the 
community. “If a doctor is known to be involved in a certain community, 
whether it's a church or a school or some kind of sporting community, they are 
more likely to get the �rst call for opportunities,” said Daniel Brian Cobb, owner 
of the Daniel Brian Agency.

If a doctor is known to be involved in a 
certain community, whether it's a church or a 
school or some kind of sporting community, 

they are more likely to get the �rst call for 
opportunities.
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Informational Meetings. Just as doctors might attend a meeting of the Rotary 
Club, Chamber of Commerce or a local women’s organization, they can also 
invite people to attend an event they sponsor, such as a seminar or a webinar 
that provides information. Experts say that free medical screenings can be 
particularly e�ective. “When they go for a screening, they have become 
emotionally and psychologically connected to the provider in some way, and it's 
going to be that much easier to get them to become a patient,” Weinbach said. 

More You Need to Know
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Content Marketing. Content such as 
blog posts, videos, podcasts and 
whitepapers can be a powerful 
marketing tool, attracting inbound 
prospects with material that helps 
them understand medical problems, 
the range of solutions, how 
procedures work, what to expect in 
recovery and other vital issues. “As a 
doctor, you need to be the one driving 
that show, �nding what is of value to 
customers and creating valuable 
content,” said Julia Spence, a 
specialist in digital healthcare 
marketing at Prosperity SEO in Texas. 
“When you are connecting with your 
audience, your personality is going to 
emerge through the content you 
generate.”

Social Media. For some doctors, 
posting on sites like Facebook, 
Instagram or TikTok can be a cost-
e�ective way to reach large numbers 
of people. For example, Dr. Sandra 
Lee, a California dermatologist, has 
more than 7 million subscribers to 
her YouTube channel, where she 
posts as Dr. Pimple Popper. She went 
on to have her own show on TLC. 
However, social media can also be 
extremely time consuming and 
success is not guaranteed. This is one 
area where marketing experts say 
personality comes into play. If you are 
already a strong social media person, 
this may be a good marketing 
channel. If you are not, then it may be 
advisable to leave it for later.
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Digital Advertising. Text, display or video ads can be run on networks 
like Google; on individual sites like WebMD; or on social media 
platforms like Facebook. Venues like Google and Facebook o�er 
enhanced targeting. For example, ads can be run within a certain 
geographic boundary around your o�ce (e.g. 15 miles) or they can 
target a speci�c age group. Buying ads can be expensive and 
complicated, and a medical marketing �rm can help.

Traditional Advertising. Advertising on local radio, television and cable 
is another way to gain broad exposure for a new practice, but it tends 
to be complicated and expensive and it is not a guarantee of success. 
This is another area where a medical marketing �rm can help.  

Dr. Aman Dhaliwal began attending 
community events months before she 
opened her physical therapy practice 
in Tracy, California. 

Dhaliwal would speak at yoga studios, 
CrossFit clinics and local businesses
—even the farmers market. Her 
strategy was to simply answer 
questions and collect email 
addresses. When she opened her 
practice, it paid o�.

“They were waiting for me to open,” 
she said. “I started seeing patients at 
my clinic Day One.” 
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Finance Your Practice 
Expenses

Though many doctors obsess over costs 
at the launch of their practice, one 
important topic that often gets 
overlooked is how you �nance medical 
practice expenses on an ongoing basis. 
The right �nancing can lower costs, 
maximize �exibility and ensure that you 
have money available when you need it. 
How you will meet your capital and cash 
�ow needs is one of the most important 
decisions you will make—and one key 
tool at your disposal is a business card 
built for doctors.

A solid business credit card is a 
necessity for a modern medical practice. 
It allows you to operate with con�dence, 
knowing that your ability to pay practice 
expenses can withstand mistakes in 
billing, dips in revenue or any other 
obstacle that comes your way.
“There are plenty of excellent reasons to 
open a business credit card,” Forbes 
wrote earlier this year. “Doing so will 
help you keep your work and personal 
expenses separate and enable you to 
build a credit history for your business. 

But business credit cards also present 
excellent rewards opportunities … and 
other perks that can save you time and 
money.”

Understanding Business Credit Cards

There are many business credit cards on 
the market and all tout speci�c 
advantages, from cash back to various 
a�nity programs. Business cards target 
small business owners with special 
features designed for companies. You 
apply for these cards in much the same 
way you apply for a personal card, but 
the liability accrues to the business 
rather than you personally.  
Sifting through the options requires more 
than just looking at interest rates and 
annual fees. The additional bene�ts 
attached to each card, speci�cally the 
so-called “cash back” rewards that 
return a percentage when you �nance 
medical practice expenses, are extremely 
important. That’s where you realize the 
cost savings.
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The Benefits of a Business Card

Many �nance writers frown on credit 
cards, but the truth is that business 
cards are extremely useful tools for a 
medical practice. Many doctors would 
struggle without the ability to �nance 
medical practice expenses on a card. 
When used carefully, cards allow you 
to feel con�dent that you can cover 
monthly expenses, lower costs, 
obtain special o�ers from relevant 
vendors—all based on purchases you 
have to make anyway.

Here are some of the primary reasons 
to shop for a business card for 
doctors:

Most credit cards on the market di�erentiate between two key categories 
of spending: basic and rewards-eligible. Regardless of which business card 
a doctor uses, they will have expenses that are not eligible, such as 
malpractice insurance, professional advisors like accountants and 
attorneys, company taxes and payroll.
But do not underestimate the potential advantage of maximizing the 
bene�ts in categories that are eligible. Financing medical practice 
expenses such as o�ce supplies, software, medical supplies and 
specialized equipment can add up to thousands of dollars in your pocket 
every year. At some practices, these costs run to hundreds of thousands of 
dollars annually. You want to make sure you're maximizing rewards.  

Lower costs. Cash back rewards that apply toward statement credits lower costs on 
eligible purchases. Supplies from key vendors like McKesson, Allergan and Cardinal Health, 
for example, are e�ectively discounted several percentage points by these rewards. If your 
practice is already getting a negotiated discount, this is an added bonus.
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Finance expansion. A business card injects �exibility into your 
practice �nances, increasing your buying power and allowing 
strategic purchases that may not otherwise be possible. It gives you 
access to money that can be used to expand your practice, without 
directly draining revenue streams.

Mitigate Risk. Access to ready capital gives your practice the ability to 
withstand an interruption in revenue, whether caused by a billing 
mistake, an insurance ruling, changes in the regulatory environment 
or a general slowdown in business. As long as your card can 
accommodate spending, you will always be able to pay the bills. 
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Use a Card for Doctors. A card designed for 
physicians to �nance medical practice 
expenses is more likely to give you 
bene�ts that apply to your situation. For 
example, a card designed for doctors is 
more likely to be partnered with medical 
vendors and give you additional savings. 

Get Maximum, Unlimited Cash Back. Cost 
savings are a major bene�t of using a 
business card, so it makes sense to 
maximize your returns. Cash back systems 
are often tiered, o�ering di�erent 
percentages for di�erent types of 
expenses. In addition, some have caps on 
the rewards you can earn. It can make 
shopping di�cult. Simplify the process by 
looking �rst for the highest percentage you 
can �nd on medical practice expenses. 
Generally speaking, anything above 2% is 
excellent. Then, make sure the rewards are 
unlimited. Once you have narrowed the 
list, look at how the cards apply the 
reward feature. If getting cash back on 
expenses like dining is important, for 
example, choose a card that o�ers that 
feature.

Avoid Annual Fees. Rarely is there any good 
reason to pay an annual fee. Unlike personal 
cards, where the fees are sometimes low 
enough to be overlooked, fees on physician 
cards can run to hundreds of dollars. Some 
card providers also charge hundreds of 
dollars for an additional card to give to a 
partner or o�ce manager. Expenses like 
these erode your cost savings pretty quickly. 
There are plenty of cards available without 
annual fees and other charges, so choose 
one that suits your needs.

Look for Business-Friendly Features. Like 
rewards and fees, this is another area where 
cards can di�er substantially. Some cards 
come with business-friendly features that 
make it easier—and sometimes cheaper—to 
manage your practice. For example some 
card providers will require you to call in to 
get additional cards, and charge you for it. 
Others give you the ability to issue virtual or 
physical cards through your account 
dashboard, and do so for free. Other items 
to look for are the ability to lock and unlock 
cards; cards that o�er dynamic spending 
limits; integration with bank accounts and 
accounting software; and receipt matching 
with automatic reconciliation, allowing you 
to text or email receipts to your card 
company to validate expenses and keep 
everything in one place.  

Here are some additional tips to shop for the best card:

More You Need to Know
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Apply at www.nitra.com

Focus on your patients, not your finances

We’ve built tailored financial solutions for 

your private practice that you can access 

anywhere, anytime. Trust the only fintech 

company built with doctors in mind. 


