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Secret Shopper Call Audits Pl ol s el

Auditing new patient call handling, building action plans to

Revisit of 'non converter' actions sets and nurture workflows. As behavior

shifts, we need to make sure that we are aware and aligning with this
tighten up identifying emotional buying behaviours

change.

CRM Usage Audits

Identify opportunity areas for members and recommend

where to spend energy for maximum benefit.

Share Eco-Insights With Team

What does it mean to them in their roles and what impact will

they see or feel and how do they need to adapt to counter it.
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TC Conversion Infrastructure

Review current TC trackers, conversion rates vs averages and

build action plans to sharpen closing at the consult.

CRM Source Reviews

Cleansing sources in PRM to ensure accurate

reporting ahead of drive-in referrals for phase 2.

mary@theinvisibleortho.com



PATIENT MAPPING JOURNEY
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PATIENT MAPPING JOURNEY - GUIDANCE SHEET
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PATIENT MAPPING JOURNEY - IN TREATMENT
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PATIENT MAPPING JOURNEY - IN TREATMENT
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