When patients ask the same questions again and again, it is tempting to treat each one as a one-off customer-
service query. But a repeated question is often a sign that an important part of the patient journey is hard to find,
unclear or missing altogether. The answer may be buried on the clinic website, absent from the online booking

process, or explained only after a patient has already paid.

Turning those questions into better onboarding information can help patients feel more prepared and make it
easier for clinic teams to give consistent answers. It can also support commercial performance: patients who
understand what they are booking, what it costs and what happens next are better placed to make an informed

decision about whether to proceed.

That does not mean promising outcomes before an assessment or putting every clinical detail on the homepage. It
means identifying what patients need to know at each stage, explaining it in plain English and making the next
step obvious. A useful starting question is: what happens after the first appointment? If the answer is not clear,

patients may be left guessing about treatment options, follow-up, costs and who to contact.

Why repeated questions matter

Patients ask questions because they are weighing up a decision that may feel unfamiliar, personal or financially
significant. A question about appointment length may really mean, “Can | fit this around work?” A question about
price may mean, “Will | face extra costs later?” And a question about assessment may mean, “Will someone listen

to me before recommending treatment?”

These questions offer a practical way to spot gaps in onboarding. They can reveal where information is too vague,
arrives too late or assumes that patients already understand clinical terms. They can also show where different

staff members are giving slightly different explanations.

For a clinic, trust is more than a reassuring feeling. It is a commercial asset because it helps patients make
decisions with a clearer understanding of what they are agreeing to. Trust is strengthened by accurate, consistent
information—not by confident marketing claims. It can be damaged by unclear fees, unexplained clinical decisions

or a booking journey that leaves patients unsure what to do next.



Start with a simple question log

Before rewriting materials, collect the questions the team already hears. Include enquiries from phone calls, emails,
reception, consultation notes and the online booking process. Ask clinical and administrative staff to record the

wording patients use, rather than translating it into internal terminology.

Then group the questions by journey stage. This helps distinguish what a patient needs before booking from what

they need to prepare for an assessment or understand afterwards.

Patient question What they may need to know Where to explain it “What will happen at my first appointment?”
Appointment purpose, likely format, preparation and what the clinician may discuss Clinic website, booking
confirmation and pre-appointment information “Will | get treatment straight away?” That assessment informs
clinical judgement and does not guarantee a particular treatment Service page and booking process “How much
will the whole process cost?” Initial appointment fee, possible follow-ups, treatment costs and what is included
Pricing page and booking checkout “Who do | contact if | have a question?” A clear contact route and expected

response arrangements Confirmation message and patient materials

Review the log regularly. A sudden increase in a particular question may indicate a change in the service, a broken
link, unclear wording or an issue in the booking journey. The aim is not to eliminate every question; patients
should still be able to ask for clarification. The aim is to stop making them ask for basic information the clinic could

have provided clearly in advance.

Explain the assessment before describing treatment

Many clinics lead with a list of treatments or services. Patients, however, often want to know how the clinic will
decide what is appropriate for them. Explaining the assessment process helps set realistic expectations and shows

that treatment recommendations depend on clinical judgement.
Describe, in straightforward terms:

* What the first appointment is for.

® What information the clinician may ask about, such as symptoms, history or previous treatment.
* Whether an examination or further information may be needed.

* How the clinician will discuss possible next steps.

* What may happen if more assessment is required before a recommendation can be made.

Avoid implying that every patient will receive a specific treatment, prescription or outcome at the first
appointment. Instead, explain that the clinician will consider the information available, discuss relevant options and
use their professional judgement. For example: “Your clinician will assess your situation and explain which options

may be suitable. They may recommend further assessment, a different approach or no treatment at this stage.”

This kind of wording is more useful than a broad promise of “personalised care”. If a clinic uses that phrase, it
should explain what changes for the patient: perhaps the clinician reviews their history before the appointment,

discusses their priorities, or agrees a follow-up plan based on the assessment. Specifics make the claim meaningful.

Clinics should also take care to distinguish general information from individual clinical advice. The General Medical
Council (GMC) sets professional standards for doctors, including the importance of clear communication and
supporting patients to make informed decisions. Patient-facing materials should help people understand the

process without suggesting that website content can replace an individual consultation.



Explain treatment options without overwhelming people

More information is not always better information. A long list of clinical options, abbreviations and caveats can
leave patients less certain than before. The goal is to provide enough information to orient
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and prepare them for a discussion with a clinician—not to ask them to diagnose themselves.
Use a layered approach:

1. Start with the essentials. Explain what the service assesses, who it may be relevant for and what the first

appointment covers.

2. Describe options in plain language. Where appropriate, briefly explain the broad approaches a clinician

might discuss, without presenting them as suitable for everyone.

3. Explain what influences the decision. Tell patients that their history, preferences, clinical findings and other

relevant factors may affect the recommendation.

4. Offer detail for those who want it. Use clearly labelled links, FAQs or downloadable information for more in-

depth explanations.

For every option you choose to describe, consider answering three questions: What is it? What might a patient
need to consider? What will the clinician discuss before recommending it? This keeps the information grounded in

the decision patients actually face.

Keep the tone neutral. Do not make one option sound like the obvious choice before the clinician has assessed the
patient. If a treatment has limitations, eligibility considerations or potential additional costs, explain where and
when these will be discussed. Clear information can build confidence even when it does not guarantee a particular

answer.

Make pricing transparent across the full care journey

A first-appointment price is not the same as a clear picture of the possible costs of care. Patients need to know
what the quoted fee includes and what could cost extra. If the total journey depends on clinical findings, say so—

and explain how the clinic will communicate costs before a patient commits to further paid care.

Review pricing across the clinic website, online booking process, confirmation messages and follow-up information.
Check that figures match, inclusions are described consistently, and patients do not have to search across several
pages to find possible additional charges. Hidden or scattered fees can undermine trust at exactly the point when

a patient is deciding whether to book.

Pricing information What patients should be able to find First appointment Price, appointment length and what is
included Potential follow-up Whether follow-up may be recommended, how it is charged and how the patient will
know the cost Treatment or tests Whether these are included, priced separately or dependent on assessment

Changes or cancellations Relevant fees and the steps for changing or cancelling an appointment

Where a full cost cannot be known in advance, do not present an estimate as a guaranteed total. Explain what
determines the cost and when the patient will receive a clear price before deciding. For example: “The first
appointment costs £X. If the clinician recommends further appointments or treatment, they will explain the

options and associated fees before you decide whether to proceed.”

Funding Guru and Releaf may be familiar names to some readers considering healthcare costs or services, but a

clinic should not assume patients understand what any external organisation or provider does. If a clinic refers to a
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third party, explain its role, what it can or cannot provide, and whether using it affects the patient’s costs or care.

Keep those details factual and relevant to the patient journey.

Put information where patients need it

Good onboarding is not a single information sheet. It is a sequence of useful explanations at the points where

patients are likely to need them.

On the clinic website

Use service pages to explain who the service is for, what the assessment involves, what patients should expect and
where to find pricing. Put important information near the booking call to action, not only in a separate policy page

or a long FAQ. Use descriptive headings so visitors can scan the page quickly.

In the online booking process

At the point of booking, confirm the appointment type, length, price, cancellation arrangements and any
preparation required. If the appointment is an assessment rather than a guaranteed treatment session, say so
before the patient pays. Keep the process focused: provide essential information at checkout and link to fuller

explanations where needed.

In the confirmation and pre-appointment messages

Tell the patient what happens next, when they should expect any further instructions and how to contact the clinic
with a question. Include practical preparation details, such as what information to bring, only where relevant. Make
it easy to find the appointment date, location or joining instructions, and avoid asking patients to hunt for the

right contact channel after they have paid.

Test whether the information is working

Updating patient materials is not a one-off copywriting exercise. Check whether the changes reduce confusion and

improve first appointment prep. Useful measures may include:

® The frequency of repeated questions before and after the update.

* |Incomplete bookings or patients abandoning the online booking process.

e (alls asking what to bring, what the appointment includes or how much it costs.
® Patients arriving without key information they were asked to provide.

® Feedback about clarity, confidence and knowing what to do next.

Use these measures as signals, not proof that a single wording change caused a particular result. Ask a small
number of patients to describe what they understood from the booking page and confirmation message. Staff can

also flag where patients still seem uncertain.

Keep a named owner for the materials and agree how often they will be reviewed. Any change to services, fees,
booking rules or clinical processes should trigger a check of related pages and messages. This helps prevent a

familiar problem: one page being updated while older information remains elsewhere.



Turn answers into a clearer patient journey

The best patient onboarding answers the questions people are already asking, in the places where they need the
answers. Start with the repeated queries, explain the assessment and the role of clinical judgement, introduce

treatment options in manageable layers, and make pricing understandable across the full care journey.

Above all, make the next step clear. Patients should know what they have booked, what happens after the first
appointment, what may influence the plan, what costs could follow and how to contact the clinic. That is how a
clinic can update patient materials in a way that does more than reduce enquiries: it can support informed

decisions, improve first appointment prep and build trust through clear, dependable information.



