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Put a smile in their voices. Research has shown that smiling projects a more positive and enthusiastic tone 
into the speaking voice. The caller will have a much more pleasant experience if your staff seems upbeat and 
helpful on the phone or in person.

Introduce themselves and call the patient by name. Names go a long way in personalizing the conversation. 
An old adage states, “There is no music sweeter to our ears than the sound of our own name.” 

Provide callers with a choice of consultation times. Experienced schedulers offer prospective patients a 
choice when arranging a consultation.  For example, “You could come in at 10:30 a.m. or 2:30 p.m.; which is 
best for you?” This demonstrates your practice’s customer service orientation.

Explain the purpose of the consultation. Assure the caller that the consultation does not obligate the patient 
to schedule a procedure. Explain that the consultation is an opportunity for the patient to determine if he or 
she feels comfortable with the physician and the recommended treatment of their vein disease. 

Be prepared to discuss fees.  The receptionist or patient relations coordinator can rehearse appropriate 
TGURQPUGU�VQ�HGG�KPSWKTKGU�UQ�VJCV�KPUWTCPEG�RNCPU�[QW�CEEGRV��CPF�[QWT�ƒPCPEKCN�RQNKEKGU�CTG�GZRNCKPGF�KP�
an understandable way. If your policy is to provide callers with a range of fees, make sure the receptionist 
has the list. If your policy precludes quoting fees, provide staff with a standard response to fee questions.

Gather key data from each caller.   Every caller should be asked for his/her demographic information and 
about how he/she was referred to the practice. Regardless of whether or not the caller decides to schedule 
the appointment, the information can be entered into your practice database for future mailings, and to 
track how many callers turn into patients, and/or schedule procedures.
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The #1 reason customers stop doing business with a particular company is because of an attitude of 
LQGLIIHUHQFH�E\�HPSOR\HHV��,PDJLQH��WKHQ��KRZ�LQIOXHQWLDO�WKDW�ͤUVW�FRQWDFW�ZLWK�D�SRWHQWLDO�SDWLHQW�FDQ�EH��
$�OHVV�WKDQ�SRVLWLYH�ͤUVW�LPSUHVVLRQ�PLJKW�FDXVH�D�SDWLHQW�QRW�WR�VFKHGXOH�DQ�LQLWLDO�FRQVXOWDWLRQ�ZLWK�\RXU�
practice and instead call your competitor. 

Do the personnel who answer your phones exude a positive attitude? If they don’t, service-oriented patients 
may choose to have their vein treatments elsewhere. That would be a problem, so make sure the staff who 
DQVZHU�SKRQHV�LQ�\RXU�RIͤFH��

As the healthcare experience becomes increasingly digitized, many practices are operating under the 
assumption that the phone will soon be obsolete, this simply is not the case. While online appointment 
scheduling is certainly on the rise (and a vital component of any conversion- optimized website), recent 
surveys suggest that patients still prefer booking appointments via phone. Interestingly, practices may 
actually see an increase in call volume as mobile-optimized ads, websites, social media, and click-to-call 
functionality become baseline medical marketing best practices. 

The key takeaway here is that improving your marketing outcomes involves optimizing a wide variety of 
areas to ensure a seamless, positive experience, and brand association throughout the path to treatment. 
And while this does require some time, energy, and expertise to do correctly, the potential returns on that 
investment make it well worth the effort.



An accurate idea of the medical treatments you provide

The ideal consumer for your services

How your practice stands out from other providers 

Your areas of training and expertise 

*QY�RCVKGPVU�ECP�GZRGEV�VQ�DG�VTGCVGF�KP�[QWT�QHƒEG�
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Your ability to positively impact the lives of your patients has never been greater. Advances in vein care 
means that consumers are now able to achieve favorable results with less downtime, discomfort, cost, 
or inconvenience than ever before. But the reality is, patients cannot experience your expertise if you are 
XQDEOH�WR�REWDLQ�WKHLU�WUXVW�DQG�LQWHUHVW��2QFH�D�SRWHQWLDO�SDWLHQW�LV�LQ�\RXU�RIͤFH��\RX�PXVW�FRQYLQFH�WKHP�
that you are the perfect provider to treat their symptoms. Getting a “yes” from a prospective patient to 
move forward from consultation to treatment requires everyone at your practice to be on the same page, 
with the same message.

The success of a consultation may be decided long before a prospective patient calls for an appointment 
or arrives for their appointment. Consumers begin forming impressions of your abilities, integrity, and 
trustworthiness from the moment they hear or see your name. It’s important to understand the mindset of 
your patient. Patient fear and uncertainly are perhaps your biggest challenges. Many people have heard 
horror stories from friends or colleagues. They worry that a suboptimal result is not only possible, but 
SUREDEOH��<RXU�DELOLW\�WR�HVWDEOLVK�WUXVW�WKURXJK�\RXU�H[SHUWLVH��PDQQHU��RIͤFH�HQYLURQPHQW��DQG�GRFXPHQWHG�
positive outcomes, are paramount. 

Practice Image:
+RZ�\RX�SRVLWLRQ�\RXU�SUDFWLFH�WKURXJK�PDUNHWLQJ�FRQWULEXWHV�WR�VKDSLQJ�\RXU�SDWLHQW̵V�RIͤFH�FRQVXOWDWLRQ��
This positioning, often called branding, establishes patient expectations and creates an image for 
\RXU�RIͤFH��:KHQ�GRQH�ZHOO��EUDQGLQJ�FDQ�EH�D�JUHDW�VHUYLFH� IRU�FRQVXPHUV�EHFDXVH� LW�HQDEOHV�\RX� WR�
FRPPXQLFDWH�NH\�LQIRUPDWLRQ��LQFOXGLQJ��

,Q�WKLV�ZD\��VWURQJ�EUDQGLQJ�VWUDWHJLHV�KHOS�FRQVXPHUV�PDNH�LQIRUPHG�FKRLFHV�WKDW�WKH\�FDQ�IHHO�FRQͤGHQW�
about. Good branding helps to ease patient anxiety about what they might experience when they visit your 
vein practice. 

Branding is an ongoing process. This crucial step covers the way you represent your practice through 
VXFK� DWWULEXWHV� DV� WKH� RIͤFH� ORFDWLRQ�� G«FRU�� QDPH�� WDJ� OLQH�� ORJR�� DQG�ZLWK� GHVLJQ� HOHPHQWV� OLNH� FRORU��
typeface, and more. Branding choices affect how you come across to potential patients. Consistency in 
this presentation is key. 

Patients will get confused if you promote yourself based on price one week and based on your spa-like 
H[SHULHQFH�WKH�QH[W��)URP�RIͤFH�G«FRU�DQG�SDWLHQW�LQWHUDFWLRQV��WR�\RXU�ZHEVLWH��VRFLDO�PHGLD��DQG�RWKHU�
PDUNHWLQJ�LQLWLDWLYHV��\RXU�EUDQGLQJ�VKRXOG�EH�FRQVLVWHQW��2IWHQ��\RXU�ͤUVW�LPSUHVVLRQ�WR�SDWLHQWV�ZLOO�EH�
through your website. It’s important that your website does a good job of representing your practice to 
potential patients and providing information about treatments and experience. If you have any doubt about 
whether your website will leave a positive impression, have it evaluated by a third-party. Another way that 
patients form impressions of your practice is through review sites. These sites are widely read and multiple 
negative reviews can be a kiss of death for your practice. Your marketing team should monitor these sites 
regularly, respond constructively to comments, and establish a campaign to generate good reviews.
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From First Contact to Consultation 
2QFH�D�SDWLHQW�KDV�GHFLGHG�WR�FRQWDFW�\RXU�RIͤFH��HYHU\�LQWHUDFWLRQ�PXVW�IDFLOLWDWH�WKH�MRXUQH\�WR�D�̸\HV�̹�
7KLV�XVXDOO\�EHJLQV�ZLWK�WKH�SURVSHFWLYH�SDWLHQW̵V�ͤUVW�SKRQH�FDOO�WR�\RXU�RIͤFH��2I�FRXUVH��HYHU\�FDOO�PXVW�
be answered promptly by a friendly voice. Scheduling should be straightforward; most patients may be 
ready to set up an appointment right away. Patients may also have questions about your procedures and 
IHHV��$OZD\V�KDQGOH�WKLV�VWHS�ZLWK�JUHDW�FDUH��\RXU�ͤUVW�FRPPXQLFDWLRQ�ZLOO�JR�D�ORQJ�ZD\�WR�VROLGLI\LQJ�WKHLU�
expectations in terms of trustworthiness, outcome, and cost. 

6WDII� PHPEHUV� DUH� DPEDVVDGRUV� IRU� \RXU� SUDFWLFH�� VR� VWDII� WUDLQLQJ� LV� FUXFLDO�� <RX�PD\� HYHQ� ͤQG� WKDW�
anything beyond the most routine questions should be handled by a specially trained staff member or patient 
care coordinator. A care coordinator is, to a large extent, a salesperson. They must not only offer a deep 
understanding of the vein treatments available, but also represent your practice’s patient care philosophy. 

2QFH�D�SDWLHQW�GHFLGHV�WR�JLYH�\RXU�SUDFWLFH�D�FKDQFH��LW̵V�WLPH�WR�IRFXV�RQ�PDNLQJ�D�VWHOODU�ͤUVW�LPSUHVVLRQ��
:KLOH�FULWLFDO�LQWHUDFWLRQV�WDNH�SODFH�EHIRUH�\RXU�SURVSHFWLYH�SDWLHQW�HYHU�UHDFKHV�\RXU�RIͤFH��LW�LV�HTXDOO\�
important to make an impact on the patient from the moment they walk through the door. Your goal is to 
establish your expertise and trustworthiness, using every avenue available to you. Between the prospective 
patient’s arrival and their initial interaction with the treatment provider, small details can make a big difference 
in the patient’s decision.

Patients Form Impressions From Subtle Clues
0D[LPL]H�WKH�ͤUVW�LPSUHVVLRQ�RI�\RXU�RIͤFH��0RVW�SDWLHQWV�GR�QRW�KDYH�WKH�H[SHUWLVH�WR�HYDOXDWH�\RXU�FOLQLFDO�
skills, so they put heavy weight on subtle cues that speak to your abilities and value proposition. Cast a fresh 
H\H�RQ�\RXU�RIͤFH̵V�FXUE�DSSHDO��<RXU�VLJQDJH��H[WHULRU��DQG�HQWU\�VKRXOG�EH�LQYLWLQJ��,W�VKRXOG�FRPPXQLFDWH�
what you do and what your brand stands for. If anything seems dated, cheap, or dingy, that will negatively 
affect the new patient’s assessment, even if they aren’t consciously aware of it. Ensure the overall look of 
\RXU�RIͤFH�LV�UHDVVXULQJ��PHPRUDEOH��DQG�SOHDVDQW��3URIHVVLRQDO�GHVLJQ�FDQ�EH�D�ZRUWKZKLOH�LQYHVWPHQW��$�
GHVLJQHU�ZLOO�PDNH�VXUH�\RXU�VLJQDJH��FRORUV��ͤ QLVKHV��OLJKWLQJ��DQG�IXUQLVKLQJV�FRKHUHQWO\�FRQYH\�D�PHVVDJH�
WKDW�DOLJQV�ZLWK�\RXU�RIͤFH�REMHFWLYHV�

Appointment Scheduling
In an increasingly competitive healthcare environment, patients have no shortage of options when choosing 
a provider. An ever-increasing number of prospective patients use the internet to read about your practice and 
the services provided, before booking an appointment. In other words, most patients are aware of multiple 
SUDFWLFHV�SURYLGLQJ�VLPLODU�VHUYLFHV�DQG�DUH�OLNHO\�FRQWDFWLQJ�PRUH�WKDQ�RQH�EHIRUH�PDNLQJ�D�ͤQDO�GHFLVLRQ��
As such, patients who experience undue friction during the evaluation stage of their path to treatment, 
typically don’t stick around for long. 

For medical practices looking to “win” in this competitive environment, phone optimization is becoming an 
LQFUHDVLQJO\�FULWLFDO�IDFWRU��$V�WKH�ͤUVW�OLYH�LQWHUDFWLRQ�ZLWK�\RXU�EUDQG��D�SDWLHQW̵V�H[SHULHQFH�ZKHQ�WKH\�FDOO�
can often make or break their decision to go with you over a competitor. 

VSA has audited thousands of phone calls for medical practices over the years, which has helped us gain a 
unique perspective on phone reception best practices. We’ve seen conversions on phone “inquiries” ranging 
anywhere between 10% to 80%. This metric is more in your control than you may realize. Prioritize New 
3DWLHQWV�� 7KH�SHRSOH� FDOOLQJ� \RXU�PHGLFDO� SUDFWLFH�ZLOO� JHQHUDOO\� IDOO� LQWR� WKUHH� FDWHJRULHV�� QHZ�SDWLHQWV��
existing patients, and miscellaneous salespeople. Among these groups, it’s essential that you prioritize new 
patients. It’s crucial to make sure your appointment scheduler is adequately prepared to treat incoming 
phone calls as sales opportunities.
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$FFRUGLQJ�WR�UHFHQW�UHVHDUFK��SDWLHQWV�UHPDLQ�IUXVWUDWHG�ZLWK�WKH�GLIͤFXOW\�RI�VFKHGXOLQJ�DSSRLQWPHQWV��
unhelpful telephone staff, and slow response time. Even if you’re investing heavily in digital marketing and 
GULYLQJ�KHDSV�RI�WUDIͤF�WR�\RXU�SUDFWLFH̵V�ZHEVLWH��LI�\RXU�VWDII�GRHVQ̵W�NQRZ�KRZ�WR�SURSHUO\�DQVZHU�WKHLU�
phone calls when it comes time to book an appointment, you’re probably not going to see a very high rate 
of conversion. 

1. Basic Principles to Keep Patients (On the telephone). First and foremost, one of the best ways to 
improve the prospective patient experience is allowing them to avoid the phone call altogether. Make sure 
your website is optimized and up-to-date, with as much information as possible. That means your clinic 
hours, directions, telephone number(s), and basic information about vein disease and treatment options. 
That said, even the most digitally advanced practices will still receive plenty of callers, and your staff 
will need to be ready to welcome their questions with a friendly attitude, and a solid knowledge of your 
practice. 

0RVW� SUDFWLFHV� WHQG� WR� UHFHLYH� D� VLPLODU� VHW� RI� TXHVWLRQV� IURP� ͤUVW�WLPH� FDOOHUV�� ̸'R� \RX� DFFHSW�P\�
LQVXUDQFH"�'R�\RX�RIIHU�VSLGHU�YHLQ�RU�YDULFRVH�YHLQ�WUHDWPHQWV"�:KDW�DUH�\RXU�RIͤFH�KRXUV"̹�<RX�FDQ�
PDNH�\RXU�UHFHSWLRQLVW̵V�MRE�HDVLHU��DQG�LPSURYH�WKH�H[SHULHQFH�RI�ͤUVW�WLPH�FDOOHUV��E\�IXUQLVKLQJ�WKHP�
with a list of ideal answers to frequently asked questions. Your reception script might also include some 
branding information, i.e. a few brief points which differentiate your practice from your competitors. You 
should address accepted insurance plans as quickly as possible, as neither the caller, nor your staff, 
EHQHͤWV�IURP�D�OHQJWK\�FRQYHUVDWLRQ�WKDW�HQGV�ZLWK�̸6RUU\��ZH�GRQ̵W�DFFHSW�\RXU�LQVXUDQFH�SODQ�̹�
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���6WDIͤQJ�/HYHOV�� Make sure that you have an adequate number of staff cross-trained to answer phones 
so that no caller is forced to wait too long on hold. Most important of all is the need for receptionists 
WR� UHPDLQ� IULHQGO\� DQG� FRQͤGHQW� WKURXJKRXW� WKH� GD\�� VLQFH� DQ\� ͤUVW�WLPH� FDOOHU� ZLOO� OLNHO\� EH� MXGJLQJ�
your practice based on their interaction with the person who picks up the phone. If there’s any sense 
of indifference, frustration, or rudeness on the other line, that potential patient will likely be taking their 
business elsewhere.

���'RQ̵W�/HW�3RWHQWLDO�1HZ�%XVLQHVV�+DQJ�8S�WKH�3KRQH�  Many receptionists tell patients they will call 
back when they need to get an answer to a patient’s question, prior to scheduling an appointment. Letting 
the patient get off the line dramatically reduces the overall chance of conversion. Whenever possible, 
receptionists should consult a physician to gather information before hanging up on a potential patient. If 
a patient pushes for an extensive dialogue regarding treatment options, it’s best to schedule an in-person 
consultation rather than leaving them in the dark or telling them to call back another time. 

Remember that reception is an integral part of a practice’s ability to be successful and should be 
approached with the same consideration and effort as any other component of your patient acquisition 
and retention strategy. 

,W̵V�DOZD\V�D�JRRG�LGHD�WR�VHW�FRQFUHWH�JRDOV�DQG�PHDVXUHV�RI�VXFFHVV��KRZ�ORQJ�DUH�\RXU�FDOOV�RQ�DYHUDJH"�
What’s the average hold time for your practice? How many calls turn into new appointments? Try to collect 
feedback and data whenever possible in order to improve outcomes — for example, try recording calls in 
order to assess the patient experience and see what can be improved, or periodically reach out to new and 
existing patients with short surveys in order to gauge the level of satisfaction. 

The Reception Desk  
7KH�SDWLHQW̵V�QH[W�VWRS�RQ�WKHLU�MRXUQH\�LV�FKHFN�LQ��7KLV�ZLOO�PRVW�OLNHO\�EH�WKHLU�ͤUVW�LQ�SHUVRQ�HQFRXQWHU�
with a member of your staff, so it is a critical interaction. It is imperative that the receptionist is friendly, 
greets each person as they arrive, and makes eye contact. This seems obvious, but it is often not the 
case. Each person should be acknowledged within a few seconds of walking in the door. Even if front desk 
staff members are otherwise occupied, this can be as easy as simply looking up, making eye contact, and 
saying, “I’ll be right with you,” when a new patient enters. The sooner you can connect with them and get 
them settled in, the less nervous they will be.

You don’t want new patients to wait more than a minute or two at check-in, and gatherings around 
the reception desk should especially be avoided. If a short delay is unavoidable for some reason, the 
receptionist should ensure that seating is available, and help patients get comfortable while they wait. 
$V�VRRQ�DV�SRVVLEOH��WKH�UHFHSWLRQLVW�VKRXOG�FRPH�RXW�IURP�EHKLQG�WKH�GHVN��ͤQG�WKH�SDWLHQW��DQG�LQYLWH�
them to come check in. Each of these actions speaks to how much your practice values each individual it 
serves. It makes a powerful impression on the prospective patient. 

6RPH�RIͤFHV�KDYH�HYHQ�JRQH�VR�IDU�DV�WR�HOLPLQDWH�UHFHSWLRQ�DQG�ZDLWLQJ�URRPV�HQWLUHO\��,QVWHDG��WKH\�
have an assistant who greets patients at the door and escorts them immediately to an exam or treatment 
room. This frees up space for additional service areas, enhances patient privacy, and promotes a sense of 
individual attention. 

(LWKHU�ZD\��FRQVLGHU�LW�IURP�WKH�SHUVSHFWLYH�RI�WKH�SDWLHQW��:RXOG�\RX�IHHO�PRUH�FDUHG�IRU�LI�\RX�H[SHULHQFHG�
an impersonal process designed for the convenience of the staff, or if you were treated as an individual 
whose time and feelings mattered? Greeting new customers should always be included in staff training 
(and retraining). As busy as staff may be, it only takes a few moments to give patients a warm welcome, 
and it makes a world of difference.
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Once the patient has checked in, they may have a few minutes to wait. Waiting should always be kept to a 
PLQLPXP��1XPHURXV�QDWLRQDO�SDWLHQW�VDWLVIDFWLRQ�UHSRUWV�ͤQG�WKDW�SDWLHQW�FRQͤGHQFH�LQ�WKH�SURYLGHU�DQG�
perceived quality were negatively correlated with wait time. If waiting is inevitable, ensure that your waiting 
room offers a pleasant experience. Comfortable and attractive seating is a must. Varied seating types 
beyond the same stiff set of chairs found in primary care practices offer options for people of different 
ages and body types, and it makes everyone feel more welcome and comfortable. Helping patients to relax 
while they wait will go a long way in reassuring them before a consultation. 

Other essentials include a variety of recent reading material, such as magazines, and reliable free Wi-
Fi. Amenities, such as coffee, tea, bottled drinks, or spa water (water beautifully enhanced with slices 
of fresh lemon, cucumber, or berries) are a nice touch. The waiting area also offers an opportunity to 
communicate your expertise and trustworthiness. Without looking too cluttered, consider displaying any 
degrees, awards, recognitions, and photos of patient success stories. 

'LVSOD\�LQIRUPDWLRQ�RQ�\RXU�WUHDWPHQWV��LQFOXGLQJ�YLGHRV�WKDW�RULHQW�WKH�SDWLHQW�WR�RIͤFH�SURFHGXUHV��ZKDW�
to expect, positive patient testimonials, and details on additional services. By setting the groundwork for 
D�SRVLWLYH�SDWLHQW�H[SHULHQFH�IURP�WKH�PRPHQW�WKDW�D�SDWLHQW�DUULYHV�LQ�\RXU�RIͤFH��\RX�SDYH�WKH�ZD\�IRU�
a successful consult. The process of building trust with a patient during the consult is both delicate and 
critical. It is important to ensure that you and your patient are in alignment on needs and goals.

The Consultation
6LQFH�HYHU\WKLQJ�\RX�GR�DQG�VD\� LQ� WKLV�PHHWLQJ� LV� VLJQLͤFDQW�� LW̵V�QRW� WKH� WLPH� WR� LPSURYLVH��'HYHORS�
D� FOHDUO\� GHͤQHG� SURFHGXUH� IRU� YHQRXV� FRQVXOWDWLRQV�� VKDSHG� E\� \RXU� RIͤFH� SKLORVRSK\� DQG�PRGH� RI�
operation — there is no one “right” way to structure a consultation. What’s important is that you approach 
WKH�FRQVXOWDWLRQ�LQ�D�KLJKO\�LQWHQWLRQDO�ZD\��'HͤQH�KRZ�\RX�ZDQW�WKLV�LQWHUDFWLRQ�WR�IORZ��WKHQ�IROORZ�WKH�
process consistently for each consultation. 
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Physician Introduction
Generally, the best way to start is to shake hands, introduce yourself, highlight your experience and 
TXDOLͤFDWLRQV��RU�WKRVH�RI�WKH�FOLQLF���DQG�H[SODLQ�WKH�RUGHU�RI�HYHQWV�LQ�WKH�FRQVXOWDWLRQ��/HW�WKH�SDWLHQW�
know what will happen during their time with you, the kind of information they can anticipate receiving 
from you, and how it will conclude.

5HYLHZ
Next, review the patient’s intake form with them, getting more detail and elaboration on anything that is 
unclear. This can be a review both of medical history and of any previous procedures.

Assess Concerns
Now, it’s time to listen. The best way to transition to this part of the consult is to ask an open-ended 
question such as, “What brings you here today?” This part of the consultation should account for more 
than half of your time together to ensure you understand and are on the same page as the patient. While 
it may seem self-evident, do not assume you know where the patient’s narrative is going or how they feel.

The patient should be doing most of the talking in this part of the consultation. Patient satisfaction is the 
primary goal of a vein treatment and listening enables you to understand what will best satisfy the patient. 
To do this, you will need to explore the patient’s goals, motivations, and expectations, within a relationship 
of trust. Communication breakdown is common. This can occur when the physician’s focus is on delivering 
WUHDWPHQWV� UDWKHU� WKDQ�RQ� WKH�SDWLHQW̵V�FRQFHUQV��SUHIHUHQFHV��GHVLUHV��DQG�YDOXHV��5HPHPEHU�� ,W̵V�QRW�
about you!

'HYHORSLQJ�DQG�'LVFXVVLQJ�$�7UHDWPHQW�3ODQ
At this point in the consult, you and the patient are ready to begin discussing a treatment plan that will 
DGGUHVV�WKH�SUREOHPV� LGHQWLͤHG�DQG�WKH�XQGHUO\LQJ�FDXVHV��&RQVXPHUV�WRGD\�DUH�ZHOO�LQIRUPHG�DERXW�
YHLQ�SURFHGXUHV�DQG�PD\�FRPH�VHHNLQJ�D�VSHFLͤF�SURFHGXUH�RU�WKHUDS\��'LDJUDPV��GUDZLQJV��DQG�SKRWRV�
can help you explain vein disease and available treatment options. You may want to provide a written 
treatment plan for the patient to take home, summarizing your clinical recommendations, treatment 
timeline, and expected patient cost after insurance. 

As you discuss treatment options, be honest and forthcoming, including any pain and recovery time. Inform 
the patient on a range of potential outcomes. Make sure the patient understands their options and risks. 
Not only is this ethical and necessary for informed consent, but it also reinforces your trustworthiness. 
Undersell and over-deliver is a wise policy. 

Depending on the expense and complexity involved, this point in the consultation may also be an appropriate 
PRPHQW�WR�GLVFXVV�ͤQDQFLQJ�RSWLRQV��RU�DW�OHDVW�WR�PHQWLRQ�WKDW�WKH\�H[LVW��2QFH�\RX�KDYH�FRYHUHG�WKH�
treatment plan, give the patient an opportunity to agree to the plan and commit to a treatment appointment. 
You do not want to apply undue pressure, but it is appropriate to try to schedule the procedure(s). 

Acceptance of Treatment Plan
At this point, you are nearing the end of the consultation appointment. If you have laid the groundwork 
ZHOO�� WKH�SDWLHQW� LV�HQWKXVLDVWLF�DERXW�FRPPLWWLQJ�WR�WKH�QH[W�VWHS��%HIRUH� OHDYLQJ�\RXU�RIͤFH�� WKH\�ZLOO�
book an appointment for their procedure. However, some people might still be hesitant. Do your best to 
understand their reservations and address them. Some physicians feel awkward about this, fearing it 
veers toward the hard sell.
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While some unscrupulous clinics may focus on revenue alone, most practices view this part of the 
consultation as an essential step to providing personalized care, by making sure that patients are offered 
the right services for their individual needs. Patients generally appreciate this approach. As a patient-
centered practice, you owe it to them to understand why they may be hesitant. If this hesitation stems 
from a misunderstanding or inadequate information, you can address it and allay their concerns. 

Addressing Patient Reluctance
Earlier in the consultation, you listened to the prospective patient’s concerns and desired outcomes. 
You ascertained that the treatment plan is appropriate for the patient, and you sought to ensure they 
XQGHUVWRRG�WKH�SURFHGXUH��UHVXOWV��ULVNV��DQG�EHQHͤWV��

Through your efforts to connect and build rapport with the prospective patient as a person, you should 
have a good idea at this stage about why they are considering treatment. Using this insight, explore their 
concerns and help them work through them. Use reflective listening and careful questions to get them to 
discuss their reservations more fully. 



ABOUT VSA

Vein Specialists of America is a phlebology-specific practice management, marketing &  revenue cycle 
management advisory & consulting firm. We focus on implementation management & results-oriented 
consulting, which enables us to help our clients realize the true strategic & operational potential of the 
medical practices they own and operate.

With a team effort offering business intelligence and 100s of years of experience, our clients have 
experienced increased revenues, decreased expenses, & greater profitability without the daily concerns 
of office operations management. We look forward to doing the same for you!

“In any successful consulting relationship, there are three synchronous elements that 
must be delivered: experience, integrity and a commitment to achieving measurable 
results. A noticeable deficit in any one of these elements will compromise the overall 
outcome of an engagement and the prospects for a long – term business relationship.”                                      

            -David P. Schmiege, President & CEO

900 Oakmont Lane, Suite 420
Westmont, IL 60559 (630) 455-4528

info@veinbusiness.com
www.veinbusiness.com

Stay in touch
As the nation’s largest vein-specific physician advisory firm, Vein Specialists of America is distinguished 
by its knowledge, experience and understanding of the evolving landscape of today’s healthcare 
environment. Put our singular focus to work for your practice. Contact us for a Complimentary Practice 
Consultation.


