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Finding the Sweet Spot in
Your Medical Practice
Make sure your team understands what makes
your practice special.
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Finding the sweet spot begins
with identifying your strategy.1 Practices that lack a simple and clear
strategy are likely to fall into the categories of those which: (1) failed to
execute their strategy; or (2) worse,
never even had one. In an astonishing number of practices, doctors and
practice administrators face overwhelming obstacles because no clear
strategy exists to guide decision and
behaviors of those people who “make
or break” the practice. Complaints
and questions abound in such practices, such as the following:
• We are so busy with patient
care that we don’t have the time to
develop a strategy.
• Should we expand our operation and take on a new associate
or create a satellite office in the
suburbs?
• Should we offer early morning hours, which will certainly increase the cost of our overhead/
personnel?
A successful practice can increase
power and focus with a strategic
statement that all team members can
internalize and use as a compass to
point the direction for every decision
and action.
Think of a large medical practice
as consisting of 100 discrete iron
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filings, each one representing an individual and valued employee. By
scooping up the filings and dropping them onto one piece of paper,
you will create an artistic mess, with
each filing pointing in a random direction. In other words, if you take
100 smart hard-working people and
plop them into a practice, each individual will make what they think are
right decisions for the practice—but

With everyone in the practice moving in the same direction, the practice will more likely benefit from improved patient outcomes, decreased
costs, and reduced overhead—the
“triple win.”2
Unfortunately, physicians and office managers commonly lack awareness of the fundamental elements of
a strategy statement, making development of a strategy nearly impossible.

Unfortunately, physicians and office managers
commonly lack awareness of the fundamental elements
of a strategy statement, making development of a
strategy nearly impossible.
the result will be a lot of good decisions leading in a variety of directions and resulting in confusion and
frustration.
Rather than trying to scoop up
all 100 metal filings, if you pass a
magnet under the piece of paper
those filings and consider your Physics 101 knowledge, the filings will
line up in one unified direction. Similar to the magnet pulling the filings,
a well-articulated and internalized
statement of strategy aligns individuals’ decisions and behavior within
a practice. A clear, concise, meaningful strategy enables everyone in
one practice to make decisions that
reinforce one another and move the
practice in one strategic direction.

With the knowledge of the elements,
articulation of the strategy, and clear
consistent communication of the strategic direction, the leadership team
can create a roadmap for everyone on
the team to follow and instill a competitive advantage that becomes a part
of the practice’s DNA.
Three Elements of a Strategy
Statement
The three components of a good
strategy statement are (1) objective,
(2) scope, and (3) advantage. “These
elements are a simple yet sufficient
list for any strategy that addresses
competitive interaction over unbounded terrain.”1
Continued on page 58
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complex combination of activities allowing the practice to
deliver the enhanced value that was promised to the patient. If you have a concierge practice, your promise offers
house calls that few other physicians in your community
offer or provide. With increased interest in telemedicine,
your sweet spot may be offering scheduled virtual visits
on the same day the patient requests a virtual visit; thus,
your strategic advantage would create value within your
area of expertise and propel the success of your strategic
objectives.
Increased Strategic Power with Branding
Branding allows practices to find that sweet spot and
turn tap water into Evian. Let us explain. Most of the
population drinks water from the tap that is free and safe.
Yet millions of people will buy bottled water (e.g., Evian,
Fiji, SmartWater) at $1.50 or more for 16 ounces. That
cost is 20% more than an equivalent amount of Budweiser beer and 40% more than the same volume of nutritious milk! That is an example of the power of branding.
Everyone believes their practice is special, unique,
and offers the very best healthcare. When you hit the
sweet spot, you clearly demonstrate your uniqueness
and your superiority to other practices in the community. When you consistently hit the sweet spot, you can
“sculpt” your practice and create an ideal medical practice where the patient is the focus, the staff enjoys caring
for the patient, and the doctor does what he or she does
best—that is, take care of patients in a uniquely distinct
and valued manner and not be just a data collector for
the electronic medical record.
It was just a few decades ago that doctors attracted
patients by having an in-column ad in the Yellow Pages
or placing an announcement of the intention to open
an office in the newspaper. Doctors often had to wait
several years for word of mouth to create a busy practice. Today, most doctors will not want to wait for years
in order to have a busy practice. Now it is possible,
even in the current healthcare crisis, to find the sweet
spot in your practice and become very busy and successful very quickly.
An excellent approach to strategic planning for medical practices is to create a strategic worksheet (Figure
2). This worksheet would first list what has to be done
within 24 to 48 hours, then start another column for what
to do in the next five to seven days, and finally add a column for strategic action steps to be taken in the next 30
to 60 days. This is an excellent way to create and prioritize working strategy.
Strategic Implementation: Preparation and Focus
Any tennis player worth his salt will tell you that
hitting the sweet spot requires preparation and focus.
Preparation means getting ready even before walking on
to the court, including stretching, applying a new grip
on the handle of the racquet, adding new strings to the
racquet, and even making sure the player’s tennis shoes
Continued on page 60
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behind schedule before the first patient is seen. This leads
to stress on the part of the staff, and they cannot perform
at the highest level when there is stress in the office setting. For the morning huddle to be effective, the doctor has
to be part of the process and must be on time. We know
that there are urgencies and emergencies that sometimes
make it difficult or impossible for the doctor to be on time.
But this should be the exception and not the rule for most
practices. We can do a far better job to be on time for our
patients.
The morning huddle gets the entire staff on the same
page and creates a sense of camaraderie and team spirit.
The huddle can identify potential problems before they
have a chance to wreak havoc with the schedule or create
a negative experience for the patient.
The morning huddle takes only a few minutes. It just
might be the best two minutes you spend with your staff
each day to ensure that every patient has a positive experience with the practice.
The take-home message on the morning huddle: the
morning huddle may help you consistently hit the sweet
spot in your practice.
Bottom Line: Behind every successful practice lies a
powerful strategy that includes the sweet spot. Any strategy statement that cannot explain why patients should
avail themselves of your expertise is doomed to failure.
Take the time to identify the sweet spot of your practice
and make every effort to strike the ball at the sweet spot
and you will have a very sweet practice. PM
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