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The success of a patient’s medical journey is often dependent upon their compliance towards their visits 
and unique treatment plan. Overall, adults averaged 3.2 visits to their office-based usual sources of care 
during 2016.1 As all medical professionals know, consistent visits are important to the profitability of a 
practice, as well as patient timeliness for their scheduled appointment. The simple action of ‘showing up’ can 
be referred to as patient retention, but it must be paired with treatment plan adherence in order to equate 
patient and practice success. Without one, you simply cannot have the other.

In this whitepaper, you’ll learn the answers to the following questions, helping to lead your patients toward 
compliance, and your practice toward profitability:

1.  How can you encourage patient treatment plan adherence?
2.  What strategies can you use to bolster patient retention?
3.  What are some KPIs to measure patient retention?

1. Are you encouraging patient treatment plan adherence?

The best doctors are those who educate their patients even when they are not physically present. About 
30% of physicians spend 17-24 minutes with each patient during one visit.2 On average, that’s less than an 
hour a year for patients that visited three times. The small amount of time doctors have with patients makes 
it difficult to rely solely on appointments to help patients adhere to their treatment plan.

Luckily, there are ways to educate your patients outside of their office visits. Email marketing allows you to 
personalize a message that targets a group of patients without compromising their medical information. For 
example, your practice management software may allow your staff to pull a list of patients who suffer from 
neck pain and need to perform at-home stretches in order to maintain the work done at your practice. You 
can import this list into your email marketing platform and create a segment of patients labeled, ‘At-home 
stretching - Neck.’ Then, come up with four emails to send this segment once a quarter. The emails can be a 
mix of simple reminders, 2-3 stretches, and reasons why it’s important to adhere to their at-home treatment plan.  

This type of communication will set your practice apart from the large, hospital-owned practices that are 
surely not taking the time to send out segmented communications. It will build trust with your patients, help 
them stick to their treatment plan when they are outside of their visits, and support your patient retention goals.
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2. What communication strategies effectively bolster patient retention?

The first question focuses on putting the treatment plan at the forefront of your strategy in order  to 
prevent premature patient attrition from a loss of commitment to their plan. Globally, the average cost of a 
lost patient is nearly $243. With that cost in mind, it’s also important to note that every five years physicians 
lose about 50% of their patient base.3 This proves the concept that patient success with their treatment plan 
and practice profitability go hand-in-hand.

As you educate your patients with email marketing, you can further strengthen your patient retention 
strategy by sending appointment reminders at strategic times. Top practices tailor their reminder settings 
to trigger from patient preferred channels before an appointment, the day of an appointment, and - if the 
patient is a no-show - as a recall method. 

You can increase retention by thinking beyond traditional reminder settings and creating an appointment 
reminder plan based on the day the appointment was set for. You may consider sending more reminders 
for patients who scheduled an appointment on Monday, for example. Based on a study that reviewed 10 
random weeks in a year, the no-show rate on Mondays was  the highest, and then it dropped on Tuesdays 
followed by a smooth increase until Fridays.4

3. What KPIs are you using to measure patient retention?

As we learn that retention covers many areas in the relationship between the patient and the practice, for 
analytical purposes let’s refer to it as patient re-commitment. Each time a patient makes another 
appointment, shows up, and does work towards their treatment plan, they have re-committed to your 
practice.5 With that, there are three KPIs we suggest to measure that put numbers towards how patient re-
commitment affects your practice.

• Patient Visit Average (PVA): this KPI represents how many visits on average your patients 
have in your practice. It’s important to start with new patients so you begin measuring at 
the start of their relationship with your practice.

 PVA = total visits / # of new patient commitments
 
 Your goal PVA will depend on the service your practice offers.

• Case Average (CA): this KPI will show you how much each new patient is worth over a 
lifetime.

 CA = amount of collections / # of new patient commitments
 

Collections are what you bring into the practice as income whether it’s in cash, check, credit 
card, or other means.

• Cost Per Visit (CPV): this KPI will help you measure the cost it is for a patient to walk into 
your practice.

 CPV = total practice overhead / total office visits

 This is a powerful number as you know how much it will cost you when you offer care, and 
when you compare it to your collections per visit.6
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5https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4714455/
6https://www.circleofdocs.com/howtomeasureyourpractice/

Now we’ve created strategies to help your patients adhere to their treatment plan, proactively encourage 
your patient’s appointment retention, and measure the true cost and importance of re-commitment to your 
practice. Though hospital-owned practices may have the resources to measure these KPIs, they fall behind 
in the personalized strategies your independent practice can implement that keep your patients committed.



About Demandforce
Demandforce helps medical practices grow their patient base, while keeping current patients 
engaged. As the leading, all-in-one marketing communications platform, Demandforce brings 
efficiency to practices with automated appointment reminders, two-way texting, targeted email 
campaigns, online reputation management, and more. 

For more information on Demandforce, or to set up a quick demo, visit https://www.demandforce.com
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