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The right message can be delivered by broadcast, print, signage, public speeches, letters to specific people, 
or advertising specialties such as calendars or pens.  

The office of the newest medical doctor in my local community is literally two blocks from my home.  
The new practice printed flyers and had them distributed in my neighborhood. 

I’ve changed the names of the doctor and his clinic, the address and 
phone number, as well as his photograph. The remaining information in 
the flyer and its layout are identical to Dr. Newcomer’s original, which was 
4.25 inches by 5.5 inches. 

Assuming he printed 200 flyers, 4-up on 50 sheets of paper, and one person  
delivered them all in a single afternoon, it was incredibly inexpensive advertising.   
Dr. Newcomer may be very happy with the results he’s likely to get from this flyer.   
If it resulted in even 1 new patient, his return on investment is good.  

It could & should have been phenomenal.  

First problem?  This flyer looks suspiciously like a Yellow Pages ad.  This particular ad 
isn’t going to work well in the Yellow Pages either, though.

	 •	 Including	 the	 doctor’s	 photo	 was	 a	 good	 thought.	 	 People	 always	 respond	 
  better to other people than they do to faceless, impersonal ads.  

	 •	 Getting	 the	 message	 out	 to	 the	 immediate	 community	 with	 a	 flyer	 is	 an	 
  excellent idea. It provides thorough coverage of a small geographic area at a  
  minimal cost.  

	 •	 And	since	there’s	little	content,	the	smaller	format	(4	to	a	page)	cuts	printing		
  costs by a factor of four.  

However, this flyer makes all three mistakes detailed in the Marketing P.A.I.N. whitepaper.  

The message is much more important than 
the medium.
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Three Critical Mistakes

 1. The message doesn’t catch the attention of prospective new patients by specifically addressing  
  their health care concerns.  

 2. The message doesn’t offer credible solutions to potential patient’s problems.  

 3. The message was delivered only one time.

These mistakes would be equally problematic for a message delivered in any other medium.  

Any	time	the	focus	of	an	ad	message	is	on	the	provider	of	services,	it	will	lead	to	weak	results.		Good	ads	
don’t	focus	on	the	doctor.		Good	ads	are	about	the	patient.		Good	ads	offer	a	resolution	to	your	patient’s	
specific pain.

Flyer
Dr. Newcomer’s 
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What Should Doctor Newcomer Change?  

What do we know about people in Dr. Newcomer’s neighborhood?    

Half a mile east is a major hospital complex.  Half a mile to the west is a major university.  One would ex-
pect a significant number of apartments and rental homes.  Surprisingly, this neighborhood has a  dispro-
portionate number of individual homeowners, many of whom have lived here more than two decades.

About half of the population of this neighborhood is 45 years and older.  Nearly a third are already re-
tired.  It’s a safe bet that problems related to aging are going to be on the radar of most of the residents 
of this neighborhood.  Those who aren’t already suffering from menopause, hypertension, diabetes, 
enlarged prostate, or arthritis, have parents who are.  

Aware of their problems?  Ready to consider alternatives to the treatments they’re presently receiving?  

This message needs to be at Pain Stage 3.
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But Aren’t Older People Less Likely To Change Providers?  

Older people have often settled comfortably into treatment choices that suit their needs.  A great many 
of them are completely satisfied, and won’t respond to any advertising.  

But huge numbers do not have a preferred primary health care provider.  Factor in impersonal HMOs and 
hurried providers and many may not have a “relationship” with the doctor they’ve been seeing.
Dr. Newcomer needs to focus on the pain those patients are already feeling.  

The pain?  It’s inconvenience.  

They have to wait for an appointment, fight traffic as they travel to the Doctor’s office, and wait to see 
the Doctor.  By the time they get home, they’ve already invested a great deal of time and experienced a 
great deal of frustration.  

Might they appreciate a doctor who’s only two or three blocks away from their homes?  

No traffic.  Less frustration experienced.   Much less time invested.  

And we haven’t even taken weather into account. 

So he now has two appeals: 

 1. Dr. Newcomer treats the effects of aging, and  
 2. Dr. Newcomer’s office is only a couple of blocks away.  

Either of these could work, but neither makes a particular dramatic statement.  
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Does Dr. Newcomer Dare To Get Really Gutsy?  

He could offer transportation to the elderly residents who genuinely have problems getting to see any 
doctor.  

Considering that we’re discussing a radius of less than a mile, would an extra $10 charge cover the doc-
tor’s additional cost for a utility vehicle and driver?  He could schedule these patients on a particular day 
of the week, or at a particular time of day, and only have a driver available on those days and times.  

If the patient’s insurance won’t cover the extra $10, perhaps the doctor could consider this an investment 
in positive word-of-mouth.  

So now we have three appeals, and one of them truly is newsworthy:

 1. Dr. Newcomer treats the effects of aging, and  
 2. Dr. Newcomer’s office is only a couple of blocks away, and 
 3. Dr. Newcomer will pick you up for your appointment and deliver you back home again.  

I think we can build some solid messaging from this material.
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What About Their Pain Mindset?  

Good	question.		Should	the	Doctor’s	flyer	target	Stage	3	Relational	patients	or	Stage	3	Transactional?		

Dr. Newcomer shouldn’t have to offer discounts to get people to come the two or three blocks to his  
office.  He should choose to market his practice to the much more profitable Stage 3 Relational patients, 
and never deviate.  

77



But There’s Still That Pesky Frequency Thing  

Since he’s already printing his flyers four up—that is, four to a page—why not make four different flyers, 
and deliver them separately to multiply the message frequency?  With four different designs he can ad-
dress the treatment of multiple problems associated with aging.  

This will add slightly to his distribution cost.  The estimated cost of Dr. Newcomer’s original flyers was:

 50 sheets of printed paper @ $.03 per sheet =   1.50
                                  3 cuts @ $.025 per cut =     .75
             90 minutes labor @ $7.00 per hour = 10.50

                                        Total Investment = $ 12.75

Hiring someone to walk the neighborhood three more times will add about 4 and a half hours of labor.  

The estimated cost of Dr. Newcomer’s new flyers is:

 200 sheets of printed paper @ $.03 per sheet =   6.00
                                  3 cuts @ $.025 per cut =     .75
 90 minutes labor, 4 times @ $7.00 per hour = 42.00

                                        Total Investment = $ 48.75

What’s the initial value of one new patient?  For a family practitioner it could be $528.  That value to a 
dentist could be $561.  A chiropractor might find that value to be $576.  

Even at the new cost, printing and distribution of four flyers for $48.75, the ROI on even a single new 
patient is still greater than 10:1.  

As long as he keeps refreshing the message, this technique may work indefinitely.  Send out a series of 
four new flyers once each quarter, and you’d have a whole year of this technique for under $200.  

The only remaining step is to write the copy and create the flyers, which has been done on the following 
page.  
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ARE THE HOT FLASHES WORST, 
OR IS IT TRYING TO FINISH A 

MAGAZINE ARTICLE?  

Nightsweats, difficulty concentrating, impatience... 
intensity and frequency of symptoms vary from 
woman to woman.  

When you're working full time, taking care of 
family, children and parents, there's little reserve 
left for you to take care of yourself.  

The good news?  Menopause symptoms will reduce 
as your body resets its hormones.  

Dr. Newcomer will help you find relief from the 
symptoms of menopause, and he's right here in the 
neighborhood.  

333-3333
CALL FOR AN APPOINTMENT TODAY.  Dr. Robert Newcomer

AJAX HEALTH

2995 2ND AVENUE

WHEN SHE SAYS YOUR 
ED IS NO BIG DEAL, 
IS SHE JUST TRYING 

NOT TO PRESSURE YOU?
It isn't just a matter for a little blue pill.  
One third of 20 million Americans with diabetes 
aren't diagnosed.  

Without treatment diabetes can lead to nerve 
damage, kidney failure, blindness, stroke, heart 
disease, high blood pressure, and of course, erectile 
dysfunction. 

Do your symptoms include: 
 blurry vision?   dry mouth? 
 itchy skin? yeast infections?
  sores that don't heal?
 

333-3333

CALL DR. NEWCOMER TO BE CHECKED FOR DIABETES.  
HE'S RIGHT HERE IN THE NEIGHBORHOOD.  

Dr. Robert Newcomer
AJAX HEALTH

2995 2ND AVENUE

You've worried about: frequent urination, difficult  
urination, weak stream, not completely emptying the 
bladder, dribbling.  
 
Worry about this – left untreated, sufferers may develop 
bladder stones, bladder muscular damage, and chronic 
kidney disease.  
 
Dr. Newcomer has full function as the goal for your 
treatment.  And he's right here in the neighborhood.   

333-3333
Dr. Robert Newcomer

AJAX HEALTH
2995 2ND AVENUE

MYTH:  ENLARGED PROSTATE 
REQUIRES SURGERY, AND THAT 
LEADS TO INCONTINENCE. 
FACT:  INCONTINENCE IS 
NOT INEVITABLE. THERE IS A 
GROWING NUMBER OF 
SUCCESSFUL TREATMENTS.  

 Dressing yourself frustrating?
 Lack of mobility embarrassing?
 Constant pain exhausting?

333-3333
Dr. Robert Newcomer

AJAX HEALTH
2995 2ND AVENUE

DON'T “JUST SUCK IT UP.”  
Arthritis treatments improve mobility 
and reduce pain. 

Haven't you suffered long enough?  If it hurts 
to button your clothes, or to get up out of a 
chair, call Dr. Newcomer.

On Thursdays we'll come get you, and 
bring you back home!

Stop hurting.  Call for an appointment.  



About the Author:  

I’m Chuck McKay, a business consultant in the practice of health care. For three decades I’ve helped pro-
fessional practices and owner-operated businesses to become more profitable by attracting new patients 
or new customers.

If	you	have	a	well-run	practice	(and	patience),	you’ll	do	well	without	outside	assistance.	But	if	you’re	not	
willing to wait for slow growth to speed up, application of the Marketing P.A.I.N. concepts can help to 
seriously accelerate your practice development.

Will your practice benefit by becoming a client?

The best “fit” tends to be health care practices with annual gross revenues between $500,000 and 
$5,000,000

I have to honestly be able to help. If I can’t help your business grow, I’ll tell you so. If someone else 
might be better suited to your needs, I’ll tell you that, too.
 
You’ve got to be self-motivated. I can provide information, experience, and guidance, but it’s your 
business, and you’re going to be responsible for implementing the changes.

Should we be talking about your marketing issues? The information is free. Conversation is always wel-
come. My help in implementing these concepts requires a modest compensation.

When you’re ready to discuss specific applications of the Marketing P.A.I.N. 
techniques to your practice, please call.

Warm regards,

Chuck McKay
Chuck McKay
2523 Collis Avenue
Huntington, West Virginia, 25703
(304)	523-0163	office
(304)	523-0285	fax
Or  e-me: ChuckMcKay@ChuckMcKayOnLine.com


