
There are many places to go and get advice on how to grow your health care practice, but we have been 
helping health care practitioners with their direct mail marketing for over 8 years now and we have seen it all.

We know what works, what doesn’t work and we have great inside knowledge about how health care 
practices work and can be marketed.

You want to grow your practice but you’ve hit a few road blocks.  Maybe you have a great base of regular 
patients, but you just can’t seem to drive in new business.  Maybe you have plenty of new business but can’t 
seem to get second and third visits.  Whatever the problem is that you are trying to fix, direct mail can help.

Here are what we have found to be the top 11 ways that you can grow your practice using direct mail – in 
no particular order.  Each one handles different aspects of your marketing, so it would be impossible to 
say that just one is the most important.  You may not find that every one applies to your practice, but I 
guarantee you will find something useful in the tips that follow.

1.  EducatE your patiEnts and prospEctivE patiEnts about your sErvicEs
The majority of people don’t really know all of what their health care practitioner does.  Most have a 
limited knowledge of what your professional license actually enables you to do for them.  If you educate 
your public on all of the ways you can help them, you will definitely start to see more people coming in 
your door for your (at this time) lesser-known services.  There are ways to let your patients and prospective 
patients know what you do – newsletters are a great way to tout your services.  You can mail them out 
to your database as well as put them in your reception room.  A great way to educate your prospective 
patients on what you do is to write a column for a local paper on healthcare issues pertaining to your 
profession.  You may find many people coming in for more advice based on those published articles.  You 
should also send out mailings to existing patients as well as your prospective patient list educating them 
on health risks or procedures you offer to help them.  Bottom line is that if people don’t know why they 
should use your services, they never will use them, and direct mail is a great way to educate the public.
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Use direct mail to invite people to a FREE informative seminar and host the seminar at your office.  For 
some health care professionals, like Physical Therapists, it is best to have someone outside of your 
organization as the guest speaker, because it will be more credible in the eyes of the public and will 
feel less like you are only trying to sell them something.  That is not always the case.  If you are the 
doctor, it lends credibility to you and your practice if you present the seminar yourself.  Keep the topics 
of your seminars current and you will get more people in the door.  The nice part is that you can get in 
new business with these, but you can also use them to reactivate old patients.  Get them in the door, let 
them see your office and mingle, promoting yourself the whole time.

2. EMpHasizE your spEcialtiEs and proMotE your products

In addition to educating patients on your services, promote your specialties and/or products.  You have 
to let people know what you have to offer and how you can help them.  

Are you the “Golf Injury Specialist”?  Maybe you have the most experience in your area working with 
seniors.  You can use any strength that you have and emphasize it to a specific list of people that are 
going to require those services, such as a list of people within a 5-mile radius, over the age of 55, or the 
subscriber list of a golf magazine in your area.  The more you target your list to your services, the more 
you will get back in return.

If you’re an optometrist, do you have frames that other optometrists in your area don’t carry?  Do 
you specialize in hi-tech lenses for small-framed presbyopes?  What about the newest type of contact 
lens?  Or how about if you’re a dentist?  Do you have cosmetic dentistry services like ZOOM!® or other 
whitening services?  How about Invisalign®?  Some health care professionals can appeal to the style 
in people.  By letting them know that you can help them with their appearance, you can get them in 
the door.  At that point you can educate them on how regular check-ups can prevent many types of 
maladies, and you will be able to land patients who would otherwise never have come in. 

3. rEMindEr notEs to past patiEnts

It’s pretty safe to say that someone who needed your services at one point is a good candidate to need 
them again in the future.  At the very least, you know that they are open-minded to the prospect of your 
services.  That is why you always need to keep in touch with your past patients and direct mail is a good 
way to do it.  Send them something asking how they are doing and remind them to give you a call if 
there is anything you can do to help.



Sending birthday cards is another great reminder to stay in touch with your patients.  You can offer 
a discount on their next service or a product purchased within a specific period of time as birthday 
present from you to them.  

In fact, this Birthday Program is a great way to reach new patients, too.  Even if they are not yet your 
patient, you can purchase a mailing list of people with specific demographics similar to your current 
patient database along with their birthdates.  By mailing to these prospective patients, you will be 
targeting similar people to those that already patronize your practice, and you will be celebrating their 
birthday by offering them something they might not normally ask for – like a percentage off a teeth 
whitening product or a free consultation.  This New Patient Birthday Program is wildly successful.

4. rEfErral proGraM

You already know that some of your best patients have come from referrals.   Start a referral program to 
give some premium to past patients when they refer a friend or family member. Telling patients about 
the program at the end of every visit will work well, but using direct mail to remind them will work even 
better.  Send them a postcard at their house where they actually interact with their friends and family 
and they will be more likely to remember.

5. brand your practicE

You make people feel better.  Your promo should also make people feel better.  Try to stay away from 
the “Doctor” feeling when you are putting your name out there (especially when promoting relaxation 
services like massage).  When people think of the doctor they normally think of being poked, prodded 
and tested.  You want them to see your promo and think soothing and healing.  Little things, like using 
softer terminology and remembering to use positive images of people being active can help to solidify 
that image.  Sometimes images of people in pain will grab attention and help prospects to relate, 
but you need to make sure that once you grab their attention you really emphasize that you have the 
solution to their problem.



6. usE an offEr to incrEasE rEsponsE

Giving something away or giving a discount will always get people’s attention, but you have to 
give away the right things.  Offering a FREE Injury Screening or discounts on massage are good 
ways to get people in the door.  Make sure that the discount you are offering is related to your 
treatment.  Giveaways like FREE Movie Tickets and FREE T-Shirts are a waste of money because they do 
not motivate anyone enough to come through the door.  Most people who collect on those offers would 
have come in anyway.

7. HiGHliGHt tHE convEniEncE of your officE

Maybe you are located in an easily accessible area.  Maybe you are open for a half-day on Saturday or 
later into the evening a few nights a week.  Most people don’t like to miss work to come in for services. 
You can use the convenience of your office as a response multiplier.  Don’t make the hours you are 
open the main point of your direct mail promotion, but mentioning it will definitely help put you over 
the top compared to less convenient offices in the area.

8. MakE surE your profEssionalisM sHoWs

Make sure that the quality of the promotion you send out is the same quality as the services you 
provide. You could be the most skilled and caring therapist in the industry, but if your direct mail 
pieces are of subpar quality or not professionally designed, the people receiving them will assume 
the same thing about your practice.  Don’t fall into the trap of finding the cheapest one-color flyer that 
you can.  Color pictures of happy people that are healthy and active will help you show the care and 
professionalism that you are trying to portray.

9. nEW MovEr advErtisinG

Lists are available of people who’ve recently moved into your area.  These are going to be people who are 
looking to set up their new life... they’ll be in the market for lawn maintenance, a new doctor, a new optometrist 
or even a new dentist.  Make their search as easy as possible and start growing your patient list with direct 
mail.  You will definitely want to have a “Welcome to the Neighborhood” offer that has a specific expiration date.



10. tarGEt sErvicEs to spEcific MarkEts

Get a targeted list for each of your specific services.  If you’re an orthodontist, you may want to target 
it to families with a minimum annual income and children in the home.  If you’re a dentist and make 
dentures, you can target that service to people of a certain age.  Not everyone is going to be interested 
in every service that you offer.  Take a look at your past patients.  See what the people using a specific 
service have in common and target your promotion for that service to other people that fit that 
description.  All of these lists are available for you to use.

11. pusH your insurancE EasE

Many people have health insurance and are looking for a practitioner that makes it easy to use.  If you 
accept all major types of insurance or handle Medicare issues for your patients, make sure you say so 
on your direct mail pieces.  The easier it is for someone to use their insurance, the more likely they will 
be to come in.  Most patients are only concerned with the “out-of-pocket” expense, so if you can make 
them feel more confident about their insurance, you will definitely get more business.  There are also 
some circumstances where people have insurance plans that are “use it or lose it” style, so you can get 
a response from them toward the end of the year if you remind them to use the benefits that will be 
gone come January 1st.

Hopefully you have found something in this report that will help you in your future marketing efforts.  If 
you didn’t find anything new you are probably already doing a great job with your marketing.  If you have 
questions, would like more information or simply want to get started with a direct mail campaign of your 
own, give us a call at PostcardMania and we will be glad to help.  We were the first company in the direct 
mail postcard industry to set up a quality control department to help you get the response you need.

Also, mention to your representative that you have already read this report and they will give you  
1000 FREE postcards with your first order.  In any event, we hope this report has helped you in your  
future marketing endeavors.



About Joy Gendusa:
Using a powerful, simple, extremely cost effective way of communicating with customers has earned 
Joy Gendusa Inc Magazine’s recognition as the nation’s fastest growing direct mail postcard-marketing 
firm with year 2007 revenues close to $19,000,000.  Gendusa began in 1998 with zero investment 
capital. Today, her Clearwater, FL firm called PostcardMania, employs over 150 people and prints 4 
million and mails 2 million postcards representing 31000-plus customers in over 350 industries 
each week.  PostcardMania has won many awards for their creativity, marketing farsightedness and 
business expansion – all of which the underlying theme contributing to their accomplishments is 
helping companies all over the nation expand.  As an expert marketer, Joy is continuously sought out 
for her sound marketing advice, appearing in rivers of print media annually.  Visit her website at  www.
postcardmania.com

About Joe Niewierski:
Joe Niewierski, the VP of Marketing & Promotion at PostcardMania, became a published writer after 
graduating with a BA in Advertising from the University of South Florida.  Before his 6 year tenure 
at PostcardMania, Joe worked as a graphic designer for two national advertising agencies, Bernard 
Hodes Group and Chenoweth & Faulkner, branding campaigns for several of their corporate clients. 
Upon discovering his exceptional talent, Joy Gendusa hired Joe to run her marketing division. Gendusa 
attributes her explosive growth to her innate marketing savvy and her ability to choose incredible 
staff.  About 70% of her staff are young creative minds under the age of 35, like Joe.  Visit Joe at 
PostcardMania’s website at www.postcardmania.com

© 2008 PostcardMania. Not to be excerpted or reprinted without express written consent. 

Addendum
In this addendum are direct mail postcard marketing case studies of health care practitioners and 
companies that service the health care industry to help you see the different ways postcard marketing 
is used and expand your horizon of how postcard marketing can help you.

Business-to-Consumer (B2C) Case Studies
Case Study, Global Podiatry
Case Study, Advanced Health Care Center
Case Study, Adventure Smiles
Case Study, Northwoods Dental 

Business-to-Business (B2B) Case Studies
Case Study, ChiroCover
Case Study, Measurable Solutions

Successful Postcard Designs
Chiropractic
Physical Therapist
Orthodontist
Dentist



Global Podiatry

INDUSTRY:
Podiartry

LIST:
Provided by customer

MAILINGS:
Mailed to 10,000 records - 1x

RESPONSE:
“The mailing was a huge success.  We had 30-40 new patient visits, and they’re still 
calling 1 month later.  Those patients referred others as well.  All in all this has been the 
most successful mailing we’ve ever done, and has outperformed all mass media venues 
(TV, Radio, Newspaper) we’ve tried about 10:1!”

Dr. Simon Donets
Podiatrist
Global Podiatry



Foot and Ankle Trauma 
Sports Injuries 
Reconstructive Surgery 
Heel Pain Specialists 
Children Foot and Ankle Care 
Diabetic Foot Care 

(773)761-5381 

24 Hour Emergency Care 

Chicago 
6431 N California Avenue 
 
Wheeling 
309 E Dundee Road 

On-Site X-ray and Diagnostic Ultrasound! 

El Doctor 
Habla Español 

Trust Your Feet in Our Hands 
GlobalGlobalGlobalPodiatryPodiatryPodiatry   ^ 

1000+ children 
visits in 2007!  

 Citas:  (847)480-0500 

Trabajaremos con su compañía de seguros para proveer 
asistencia médica de calidad económica 

 
Visitenos a www.GlobalPodiatry.com 

Para más informacíon 

Dr. Simón Donets 
Médico y Cirujano 

¿Tiene comeson en los pies o estan muy secos? 

¿Tiene  uñas gruesas o descoloridas? 

Usted puede tener infección de hongos! 
Los hongos son muy communes pero pueden ser 

resueltos permanentemente. 
Tenga sus pies limpios y sanos para el verano! 

Traiga este anuncio durante su visita, y reciba un 50%  de 
descuento para su consulta inicial.Tambien tenemos 
  otras ofertas disponibles para pacientes asegurados. 

Chicago 
(773)761-5381 
6431 N California Ave 

Wheeling 
(847)392-8080 
309 E Dundee Rd 

 AskDoctor@GlobalPodiatry.com 

El Doctor Habla Español 
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Advanced Health Center

INDUSTRY:
Chiropractic

LIST:
Ailments List of  “back pain” to households with income of  $75k+

RESPONSE:
“We’ve tried everything, and we’re finally getting a great response.”  

ROI (Return On Investment):
We received 4 calls from the 1280 on the list, all of  which scheduled and showed. We 
ended up with 1 of  those 4 doing a program for spinal decompression.  That gave us a  
3 to 1 return for our total investment.
We expect to get more results as we do repeat mailings.  I think having the “back pain” 
option greatly improves our direct mailing results.

Alan Coyle
Marketing Director
Advanced Health Center
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Back Pain? Sciatica?
Herniated or Bulging Disc?
Degenerated Disc?
Failed Back Treatments?

VAX-D® Therapy
may be your answer!

Dr. Coyle, D.C., F.A.S.B.E. 
Certified VAX-D Provider
1711 Branham Lane A-10
San Jose, CA 95118

ADDRESS SERVICE REQUESTED

Call Now for an Appointment

LIMITED TIME OFFER
FREE Consultation & Evaluation*

($150 Value)

408-264-6644Affordable and safe

75% proven success rate 

Backed by 9 published medical studies

Invented by Dr. Allan Dyer, M.D.
   (Developer of the Heart De�brillator)

•

•

•

•

For FREE Report and DVD

CALL 1-888-473-7678
(Toll Free 24hr. Recorded Message) 

or go online to: 

www.8884REPORT.com

* Due to Federal guidelines, Medicare recipients receive a FREE health screening



Northwoods Dental
Dr. Scott Scharf

Industry: Dental

Length of time mailing mail postcards:  Dr. Scharf has been mailing postcards since 1989.  When he 
started marketing he mailed to new people that had recently moved into his area.  In 2003, he started using 
PostcardMania’s services.

Problem trying to solve:  Scott was merely trying to expand his business and wanted a way to easily drive 
more patients into his practice.

Design idea:  Scott’s design came partly from Sterling Management, his consulting firm.  Sterling had 
researched the color that he currently uses for his postcard.  They found a particular color pink that pulled the 
best.  Over the years, Scott tried fluorescent yellow and fluorescent orange, but he found what Sterling had 
initially discovered – that that special color pink worked the best.  He speculates that it could be because the 
first people that come into his office are women.

What worked and what didn’t:  Dr. Scharf does track his responses.  His reception uses a health history 
form that every new patient fills out.  On that form, there is a question on it asking how they found out about 
Northwoods Dental.  If the patient does not fill it out, the receptionist is trained to ask them.  When 
something is not pulling well, they change the zip code they are mailing to and monitor the responses.

ROI:  Northwoods Dental does other forms of advertising – Yellow Pages and cinema advertising, but 
postcards are one of their best marketing mediums.  Out of the other forms of advertising, their postcards 
bring in as high a percentage as 34% of their total new patients per month.

Scott mainly looks at the number of new patients that he gets into his practice as his tracking method.  He 
spends a minimum of 5% of his income toward marketing and sometimes as much as 10%.

Statement:  “Since we started with you [PostcardMania], out gross income has gone up from $150,000 to 
$275,000 per month!”   



             

             



Measurable Solutions
Kathy Wach, President

Industry:  Business Consulting

Length of time mailing postcards:  January 2000 to the present.

Problem trying to solve:  One of Measurable’s owners is a Physical Therapist and he knew that PT’s as a 
whole generally have difficulty getting new patients into their practices.  Measurable needed a marketing 
medium that would allow them immediately get across their message that something could be done about that 
problem.

Design idea:  They use very simple designs with colors that they know work in ads (yellow, blue and red).  

ROI:  They spend 14% of their gross income on marketing which equates to about $15,000 a week on 
marketing.  In fact, they measure their growth by graphing certain functions.  If you place their weekly 
‘Promotion Out’ graph [number of promotion pieces mailed out] next to their weekly ‘Gross Income’ graph, 
they are nearly identical.  

Measurable Solutions tracks the leads coming in, but Kathy didn’t have the exact response rate for each 
postcard.

Interesting Note:  Measurable Solutions made Entrepreneur’s 11th Annual Hot List in 2005 as on of the 
fastest-growing new companies in the USA.  

Statement:   Measurable Solutions’ statement to Entrepreneur Magazine of their success secret was: 
“Promote broadly to all potential public, and internally make sure everyone's purposes align with the goals of 
the group.”

[Attached are some of the successful designs that they have done.]



                            

                            



                            

                            



A chiropractic practice using this postcard design has mailed out 76,000 postcards over a 2 year period, 
to a mailing list of  $200K+ home value with income $60k+.



A physical therapy practice successfully rotates these designs.  They mail out 6,000 postcards  
p/month to a mailing list of  household income $40k+ that complains of  the following: back pain, 

osteoporosis, arthritis or frequent headaches.



An orthodontist repetitively mails this postcard design to a mailing list of   
female children ages 7-18.



This is one of  the many successful designs that a dentist uses who has been  
mailing postcards repetitively since 2004.




