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Exercise 1 (Page 15)

A 70th Birthday

Family

Work

Community

Friends

Exercise 2 (Page 17)

 “2020 VISION”

On this date:

I want this to be true

	Career

· 
	Community



	Education

· 
	Environment



	Experience

· 
	Finance



	Health

· 
	Relationships



	Legacy

· 
	


Exercise 3 (Page 19 PAGEREF Exercise3 )

Values Exercise

Possible Business or Personal Values:

	Accomplish
	Enhance
	Ingenuity
	Reliable

	Acquire
	Enjoy
	Innovate
	Respected

	Assemble
	Enlighten
	Instruct
	Responsive

	Attractive
	Ethical
	Integrated
	Risk

	Automated
	Excellence
	Invent
	Serve

	Best
	Exclusive
	In touch with
	Speculation

	Budget
	Expensive
	Joyful
	Spiritual

	Care
	Experiment
	Knowledge
	Stimulate

	Catalyse
	Explain
	Learn
	Sufficient

	Change
	Facilitate
	Linked
	Support

	Collaborative
	First
	Local
	Teach

	Community
	Foster
	Modern
	Technological

	Contribute
	Fun
	Nurture
	Thrill

	Control
	Gamble
	Open
	Timely

	Cost-effective
	Gentle
	Originality
	Traditional

	Create
	Grace
	Partnership
	Treat

	Cutting Edge
	Grant
	Passion
	Trustworthy

	Danger
	Greatest
	Personal
	Unconventional

	Design
	Global
	Plan
	Unique

	Develop
	Historic
	Play
	Value

	Discover
	Honest
	Practical
	Yearn

	Dominate
	Impact
	Produce
	Youthful

	Empathise
	Improve
	Professional
	Zany

	Endeavour
	Independence
	Quality
	Zealous


	
	
	

	
	
	


Exercise 4 (Page 24)


Practice Purpose

In the space below, write out the purpose of your clinic – why does it exist, and what does it aim to do?  The intention of giving you limited space is to help you be brief!

	


Exercise 5 (Page 26)

Objectives (Part 1)
	Question
	Your answer
	Target Date

	How would you describe the nature of your clinic (eg small, multi-disciplinary, at home, in a gym)?


	
	

	How many practitioners do you expect to have?  How many staff to support you?


	
	

	How many treatments will the clinic provide in a week, month or year?


	
	

	How many new patients will you want in a week, month and year?


	
	

	How much do you want to earn (profit) from the clinic?


	
	

	What sort of reputation do you want in the community?


	
	

	How many premises will you have – just one, or a chain?


	
	

	What sort of patient outcomes do you want – what % of patients should expect to get better?


	
	

	What other objectives do you have?


	
	


Note:  You may wish to set a series of targets – building up to a five year plan.  For example patient numbers may be 10/wk in Year 1, 25/wk in Year 2 and 40/wk in Year 3.

Exercise 5 (Page 66)

Objectives (Part 2)


(To be completed after you have worked through the Profit Pillar)

	Question
	Your answer
	Target Date

	What percentage of new patients do you want to come from referrals?


	
	

	What percentage of patients in your database do you want to be actively receiving treatment (acute, chronic or maintenance)?


	
	

	What percentage of your room availability do you want to be utilised?


	
	

	What percentage of your total revenue do you want as earnings (profit)?


	
	

	What Patient Visit Average (PVA) do you want across the practice?


	
	

	What PVA do you want as a minimum for anyone working in the practice?


	
	

	What percentage of patients will you expect to return for their second appointment?


	
	

	What percentage of Did-Not-Shows (DNSs) will you accept?


	
	

	What other objectives do you have?


	
	


Note:  You may wish to set a series of targets – building up to a five year plan.  For example room occupancy may be 20% in Year 1, 40% in Year and 70% in Year 3.
Exercise 6 (Page 30)

Understand Your Territory
Answer the following questions about your location, to determine the suitability for the sort of practice you are planning:

Describe the nature of the community where you will be based:

· Is it rural, urban or semi-urban?

· What is the resident population of the community?

· What is the resident population within reasonable driving time?

· What level of seasonal or daily increase/decrease in population is there (because of tourists, commuters etc)?

· What is the income distribution of the community – is it low income, middle or affluent?

· What is the age profile of the population – are there significantly more young families, or older people, for example?

· What trends are likely to affect population and age or income distribution?  Are large developments planned, is the population aging or are young people moving in?

· Who are the key employers in the area – any large factories or offices?

· What sectors are most local people employed in?

· What awareness and demand already exists for the service you plan to provide?

· What other providers are in the area – of your therapy and of other therapies that patients might choose before visiting you?

· What locally may give rise to particular demand – eg sports clubs or retirement homes?

· Given local income levels, and the prices charged by other providers, what is likely to be the price point for your service?
Exercise 7 (Page 32)

Location, Location, Location

Write out the key characteristics of your ideal location – both in terms of neighbourhood and specific site.  If you are still looking for a site, you could use this to sketch on a local map where potentials sites will be, and use this to guide discussions with property agents.  If you already have a site, evaluate whether it meets your needs.  If you cannot move, consider what things you could do to your current location to make it more like your ideal location.

Transfer the outcome of this thought process to the relevant section of your Plan (page 112).

Exercise 8 (Page 33)

Deciding your USP

Complete the following sentence (ideally in the space provided to keep it succinct!):

	Patients will come to                                               <insert clinic name> because                 




Exercise 9 (Page 35)

Your Brand

Write out the words you would want your market to use to describe their reaction to your brand.  You may find that your values from Exercise 3 are a place to start, but you will probably have other words.  Come up with a clear idea of what brand you want to establish – so when we get to talking about the design and style of your marketing, you have a clear idea of what you want to establish.  Once you have the essence of your brand, you can complete that section in the Plan (page  REF Plan_Brand \h 
113).

Exercise 10 (Page 37)

Your Key Patient Sources

Read through the table on page 36 and decide which of the patient sources are likely to be most relevant to your market; and of most interest to you.  We will start you with those in the top left box – which others will you add?

My Patient Sources:

· Word of Mouth 

· Returning Patients 

· Friends/Family 

· Leisure Contacts 
Exercise 11 (Page 38)

My Perfect Patient

Find a quiet place where you will be free from disturbance, and focus yourself on the exercise at hand.  If you already have a practice, think through the patients that are what you would call perfect – the ones you enjoy treating, the ones who are good for the clinic, and so on.  If you have yet to start, try to imagine what they would be.

My Perfect Patients will:

To attract those perfect patients I will need to:

Exercise 12 (Page 43)

Patient Sources

Refer back to the Objectives you started to set out in Exercise 5 (page 26) and have already entered in your Plan (page 111 PAGEREF Plan_Objectives \h 
).  Use the pipeline worksheet below to estimate your own conversion ratios, and thus what average level of enquiries you will need to generate.

	[image: image1.jpg]



	Conversion Ratio
	Number required to generate 1 person at end of pipe



	
	
%


	

	
	
%


	

	
	
%


	

	
	n/a
	


I expect to generate that level of enquiries from the following sources:

Once you are happy with the numbers, you can transfer them to the relevant part of your Plan (page 114).

Alternative Pipeline

If your own pipeline has more or different stages, you can use this blank template below:

	[image: image2.jpg]



	Conversion Ratio
	Number required to generate 1 person at end of pipe



	
	
%


	

	
	
%


	

	
	
%


	

	
	n/a
	


I expect to generate that level of enquiries from the following sources:

Exercise 13 (Page 54)

My Strategies and Tactics to Generate Enquiries

Bringing together your own work on Patient Sources and the numbers you expect from them to meet your Objectives (Exercises 10 and 12), and the Perfect Patient you want to attract (Exercise 11), complete the Worksheet on page 98 to determine what strategies and tactics you will focus on in your own practice.

My Marketing Funnel needs to look like this:

	Sources

(Fill this in second) 

We suggest 5 or 6 sources.


	Strategies

(Fill this in third)

Consider which broad strategies will those sources, and you.


	Tactics

(Fill this in last)

Which tactics will attract your perfect patient, from the sources you have identified.


	Objectives

(Fill this in first)

You may have more than one ‘Enquiries Objective’ (eg for you and your associates/different therapies separately).



	1)


	
	
	___ Enquiries/week

	2)


	
	
	

	3)


	
	
	

	4)


	
	
	___ Enquiries/week

	5)


	
	
	

	6)


	
	
	


Enter this information into your Plan (page 101).

Exercise 14 (Page 62)

The Patient Journey

Sketch out the steps involved in your patient’s visit to your practice – from them being at home, through all the steps in the practice, back to being at home again.


[image: image3]
Exercise 15 (Page 63)

Standards and Wow Factors

Looking at the specific Patient Journey for your practice, what are the minimum standards you would want your patients to experience in your practice?  If you really wanted to wow them, what more would you need to do?  

Your Practice Standards and Wow Factors

	Moment of Truth
	Standard
	Wow Factor

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	

	
	
	


Exercise 16 (Page 68)

Patient Outcomes

· What is the standard for measuring patient outcomes within your profession?

· How could you implement that standard in your practice?

· What system is available, or is required, for you to measure outcomes in a professional, standardised manner?

· Once you are measuring outcomes, what standards do you want to attain in the practice?

· How will your report your performance – within the practice and externally?

We recommend you answer the questions above in the following format, and then translate the results to your Plan on page 118 PAGEREF Plan_Outcomes \h 
.

Patient Outcomes

We will measure the following:

By following this procedure:

We will attain the following standards for these outcomes

Exercise 17 (Page 70)

Practice Systems

What simple systems or procedures do you need in place to help you or your team provide a consistent service to patients?  Use the Patient Journey as a guide, and sketch out the processes that need to be delivered routinely to ensure that consistency.

	Step in Journey


	System Required
	Documents Required
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Exercise 18a (Page 78)

Entrepreneur, Manager or Technician?

Answer the questions below:

I spend my working week in the following proportions:

	Entrepreneur
	Thinking strategically about the future of the practice – developing new relationships, improving systems and planning.


	%

	Manager
	Administrating the life of the practice – banking cash, paying bills, undertaking marketing, talking to staff and making sure there is work to do and it gets done.


	%

	Technician


	Treating Patients
	%


Exercise 18b (Page 79)

How You Want it to Look

	Entrepreneur


	%

	Manager


	%

	Technician


	%


Exercise 19 (Page 80)

Roles in my Practice

Using this template, write out all the different roles that need to be done in the practice, as well as the key areas of responsibility those roles will have. 


[image: image12]
What roles would you put in each box?  
Do you need more?
What areas of responsibility will each of the roles cover?

Exercise 20 (Page 82)

People and Roles

	Responsibility


	Person
	Responsibility
	Person

	The Boss
	
	Legal
	

	
Strategy
	
	
Associate Contracts
	

	
Management
	
	
Health & Safety
	

	
Networking
	
	
Leases
	

	
	
	
Company Law
	

	
	
	
	

	HR
	
	Practice Management
	

	
Recruitment
	
	
Reception
	

	
Retention
	
	
Administration
	

	
Reward
	
	
Patient Records
	

	
Appraisal
	
	
Keeping in touch
	

	
Staff Welfare
	
	
Manual/Systems
	

	
	
	
	

	Treatment
	
	Finance
	

	
Clinical Standards
	
	
Billing
	

	
Clinical Training
	
	
Book Keeping
	

	
Clinical Audit
	
	
Accounts
	

	
Patient Care
	
	
Bills Payable
	

	
Actual Treatments
	
	
Bills Receivable
	

	
	
	
	

	Marketing
	
	Facilities Management
	

	
Planning
	
	
Supplies
	

	
Sales
	
	
Cleaning
	

	
Graphic Design
	
	
Maintenance
	

	
Copywriting
	
	
Repairs
	

	
Web Design
	
	
	

	
Promotional Events
	
	
	

	
Networking
	
	
	


Exercise 21 (Page 91)

How much do I want/need?

Re-visit the work you did way back in Personal Pillar and look what you want to achieve in the short-to-medium term.  What are the financial implications of those goals?  Review your current and planned household expenditure to determine what you want/need (do both – need will be your baseline, want will be normally be higher) on a monthly or annual basis.

	
	Need
	Want

	My expectations of what I can take from the practice 

Per month:

Per year:
	£

£
	£

£


Exercise 22 (Page 94)
Create Your Own Bottom-Up Budget

	Treatment Revenue (Treatment cost of £_____)
	

	Revenue from Associates
	

	Other Revenue 
	

	Total Revenue 
 (A)
	

	
	

	
	

	Rent
	

	Business rates
	

	Administration (Office Admin/Receptionists)
	

	Bad Debts and Bank Charges
	

	Clothing/laundry
	

	Donations to Registered Charities
	

	Equipment (bench etc)
	

	Insurance - Professional Indemnity and Business
	

	Marketing (Advertising, promotional materials, websites etc)
	

	Networking
	

	Office Equipment
	

	Postage
	

	Professional Association Fees/Statutory Register Fees
	

	Professional Fees (Accountancy, Bookkeeping, Solicitor)
	

	Reference Books/Periodicals
	

	Staff Entertainment
	

	Stationery
	

	Sundries
	

	Training
	

	Travel
	

	Utilities – Water, Gas, Electric and Telephone (Fixed, Mobiles and Broadband)
	

	Total Costs
 (B)
	

	
	

	Profit Before Tax
(A-B)
	

	Profit after Tax (Tax at 20%)
	


Exercise 23 (Page 97)

12 Month Forecast

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	Total

	Treatment Revenue (Treatment cost of £_____)
	
	
	
	
	
	
	
	
	
	
	
	
	

	Revenue from Associates (Excluding % paid to Assoc.)
	
	
	
	
	
	
	
	
	
	
	
	
	

	Other Revenue 
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Revenue (A)
 (A)
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Rent
	
	
	
	
	
	
	
	
	
	
	
	
	

	Business rates
	
	
	
	
	
	
	
	
	
	
	
	
	

	Administration (Office Admin/Receptionists)
	
	
	
	
	
	
	
	
	
	
	
	
	

	Bad Debts and Bank Charges
	
	
	
	
	
	
	
	
	
	
	
	
	

	Clothing/laundry
	
	
	
	
	
	
	
	
	
	
	
	
	

	Donations to Registered Charities
	
	
	
	
	
	
	
	
	
	
	
	
	

	Equipment (bench etc)
	
	
	
	
	
	
	
	
	
	
	
	
	

	Insurance - Professional Indemnity and Business
	
	
	
	
	
	
	
	
	
	
	
	
	

	Marketing 
	
	
	
	
	
	
	
	
	
	
	
	
	

	Networking
	
	
	
	
	
	
	
	
	
	
	
	
	

	Office Equipment
	
	
	
	
	
	
	
	
	
	
	
	
	

	Postage
	
	
	
	
	
	
	
	
	
	
	
	
	

	Professional Association Fees/Statutory Register Fees
	
	
	
	
	
	
	
	
	
	
	
	
	

	Professional Fees 
	
	
	
	
	
	
	
	
	
	
	
	
	

	Reference Books/Periodicals
	
	
	
	
	
	
	
	
	
	
	
	
	

	Staff Entertainment
	
	
	
	
	
	
	
	
	
	
	
	
	

	Stationery
	
	
	
	
	
	
	
	
	
	
	
	
	

	Sundries
	
	
	
	
	
	
	
	
	
	
	
	
	

	Training
	
	
	
	
	
	
	
	
	
	
	
	
	

	Travel
	
	
	
	
	
	
	
	
	
	
	
	
	

	Utilities – Water, Gas, Electric and Telephone
	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Costs (B)
 (B)
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Profit Before Tax (A-B)
(A-B)
	
	
	
	
	
	
	
	
	
	
	
	
	

	Profit after Tax (Tax at 20%)
	
	
	
	
	
	
	
	
	
	
	
	
	


Exercise 24 (Page 102)

Completing Treatments

· What proportion of your patients fails to return after the first or second treatment?  

· What is your average number of treatments per patient, and does it differ from your colleagues?

Write out a form of words that you can use to explain why patients should complete a treatment cycle, and consider where in the patient journey you will discuss it.  Practice doing it (on people other than patients initially, if you feel awkward) and then implement it for a month or two.

Exercise 25 (Page 104)


Active Patients/PVA

· What percentage of your patient list are currently active?  

· What percentage would you like it to be?

· What is the PVA for your clinic?  

· Or each of your practitioners?
· How will you improve these figures?
Exercise 26 (Page 106)


Raving Fan Game

	Contact
	Organisation

	Suspect

(tick)
	Prospect

(tick)
	Customer

(tick)
	Member

(tick)
	Advocate

(tick)
	Raving Fan

(tick)
	Date of last Contact



	1.
	
	
	
	
	
	
	
	

	2.
	
	
	
	
	
	
	
	

	3.
	
	
	
	
	
	
	
	

	4.
	
	
	
	
	
	
	
	

	5.
	
	
	
	
	
	
	
	

	6.
	
	
	
	
	
	
	
	

	7.
	
	
	
	
	
	
	
	

	8.
	
	
	
	
	
	
	
	

	9.
	
	
	
	
	
	
	
	

	10.
	
	
	
	
	
	
	
	

	11.
	
	
	
	
	
	
	
	

	12.
	
	
	
	
	
	
	
	

	13.
	
	
	
	
	
	
	
	

	14.
	
	
	
	
	
	
	
	

	15.
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