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W
ith pressure on the small busi-
ness owner to do more with
less, many businesses are under-

staffed and forced to place callers on
hold. Think about it: when was the
last time you called a financial institu-
tion, made a doctor’s appointment, or
even ordered a pizza without being
placed on hold? Fact is, you probably
cannot remember. Being placed on
hold is a common occurrence.
According to a recent AT&T study:

• 70 percent of business callers are
put on hold.

• 60 percent of business callers put
on hold hang up.

• 30 percent of these callers do not
call back!

• The average hold time is 45 sec-
onds.

If your practice receives 10 calls
per hour and places three on hold,
that is more than 500 opportunities
per month to communicate with your
target audience, based on your busi-
ness being open eight hours/day, 22
days per month. These calls are most
likely the result of your external mar-
keting efforts. Be sure to capitalize on
this investment and give callers a rea-
son to hold on for a live attendant.

“Hold” Options 
What are your “hold” options? A
number of common methods can
meet “hold” challenges, ranging from
doing nothing (poor choice) to a
practice-targeted message program
(best choice). 

Silence: Obviously, this has the
potential to create a negative image

for your customers. Feeling unimpor-
tant to your business, the caller may
simply hang up and is likely to be lost
forever. 

Radio: Which station do you
choose? What genre of music? Also,
there is potential your callers may not
hear music at all but in fact may hear
advertisements sold by this particular
station. Who are these advertisers? It
could be a competitor!

Music: Music may be nice, but how
do you select the style that appeals to
your entire target audience? Do you
settle for “elevator” music or mellow
rock? Choosing music can be a chal-
lenging dilemma. Also, this option
does not promote your business.

On-Hold Marketing Message: This
is the best advertising for your busi-
ness. Every caller is a potential cus-
tomer for your services; remember,
they called you. It is rare that your
marketing efforts entirely focus on the
correct audience. Use this time wisely
and be sure it benefits your bottom
line.

Message Topics
Many meaningful topics can be high-
lighted in a 15- to 45-second time-
frame. Typically, the on-hold message
begins with a few seconds of music to
set the tone and energy for your pro-
duction. Keep it simple. Common
areas of interest for most of your cus-
tomers include:

Practice Website: Highlighting your
Website gives callers the opportunity
to explore your business on a deeper
level at a time that is convenient for

them. Make sure your Website is in
good shape, with current and accu-
rate information, before directing
callers there.

• Specific areas of expertise: This
message should focus on your core
services and offerings. What do you
offer? What do you want to feature or
highlight? For example: “Our practice
is comprised of four experienced
physicians specializing in the latest
surgical and nonsurgical procedures,
including smart liposuction and
BOTOX Cosmetic.”

• Physician credentials: This mes-
sage should focus on previous experi-
ence, training, and tangible areas of
success to differentiate your physician
team and your practice from com-
petitors. You can talk about the num-
ber of patients you have treated, spe-
cific training and expertise, your
state-of-the-art facility, etc. Your goal
is to sell your physicians and your
practice. 

• Testimonials: Share the story of a
satisfied client through a testimonial.
Often your caller can relate to the
exact situation and may even feel a
connection with the
customer/patient.

• Clinical/Business information:
Address one or more of the most
commonly asked questions about
your industry, business, or procedure
in which you specialize. Here you can
offer many opportunities to put your
caller at ease or even prompt them to
ask related questions of your staff to
gain more detailed information. You
might be able to share new informa-
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tion with them about
services or procedures they had not
considered until now.

• Customer service and personal
attention: How do you treat your cus-
tomers? What kind of service can they
expect from you? What should they do
if they don’t feel they are receiving
optimal commitment from you? For
example, “A recent customer satisfac-
tion survey rated our business #1 for
customer service. We take pride in
treating each client with a personal
touch. If you are not satisfied with an
area of our business, please let our
office manager know so we can correct
the situation immediately. Your opin-
ion counts!” 

• Business statistics: Share the
number of clients or customers you
have successfully serviced. Callers
should know your experience level
within your area of expertise and often
forget to ask: “Our team of experts has
successfully launched numerous new
products in the last 12 years, many of
which are currently household names.” 

• Cost or financial information: Cost
is a key reason clients do not proceed
with a service they are researching.
Share with them your payment plans
and financing options. This can be gen-
eral information that would entice them
to visit your practice, where details

could be addressed in a
more in-depth manner.
• Informational seminars/support

groups/classes: If your practice offers
classes, seminars, or a specific support
group, highlight the times and loca-
tions. Just the mention of such infor-
mational opportunities can spark the
caller to ask more questions or
explore your Web site, which pro-
vides extensive information about
your business. 

• Miscellaneous products or servic-
es: Highlight a product or service
that the caller may not be familiar
with. This may not be your core busi-
ness, but your practice could benefit
from additional exposure with your
target clientele. “Our staff is extreme-
ly knowledgeable about your total
health care needs. This is why we
carry a complete line of skin care
products to meet your requirements.
Ask us about them today.”

Message Frequency and Content
How often you change the content and
message is variable. In a situation where
the business offers a very specific prod-
uct/service, the message would not
require frequent deviation. In this case,
the message might rotate semi-annually
or even quarterly, focusing on two to
four key areas of your business. 

If you have a large variety of client
offerings, you might prefer to change
the message monthly. Consider the

frequency with which the same callers
are reaching out to your business. Are
they hearing the same marketing mes-
sage repeated over and over, or are
they being exposed to new informa-

tion about your business that
could generate additional rev-

enue?
Cost should be a considera-

tion when addressing the fre-
quency of changing your on-

hold message as well. There is
an abundance of on-hold mar-

keting firms specializing in cus-
tomizing this service regardless of the
size of the business. Be sure to ask
about compatibility with your current
phone system. Most systems are
already equipped or easily adaptable.

In preparing content for on-hold
marketing messages, be sure to keep it
clear, concise, and informative to the
caller. Avoid the temptation to over-
sell or over-state the obvious, which
could be misconstrued as a bit pushy
over overbearing. Take the time and
effort necessary to research the com-
pany you select to handle your on-
hold marketing. It is as crucial as any
radio, television, or print ad, maybe
even more so, due to the fact the
overwhelming majority of callers are
truly looking for someone who per-
forms your specific services.

Key Opportunity
Despite necessary efforts to control
expenses and staffing levels in today’s
challenging business climate, on-hold
messaging is frequently an overlooked
or as one of the most focused market-
ing efforts a practice can deploy. Your
message can build a professional
image, educate your target audience,
and spark interest on many aspects of
your business, all in a matter of
moments. Your goal should be to use
this time in a way that can positively
impact not only your customer but
also your business. n
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