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To grow your practice, you need patients who will stay, pay,
and refer. Getting new dental patients on the basis of price
or specials gets you price-shoppers and one-and-dones. You
can probably convert some of those to regular patients, but
when you figure the per-patient cost against your average
case value, the numbers frequently don’t add up.

That’s particularly true if you're up against corporate
dentistry or large group dental practices in your market.
Both of those types of competitors have deeper pockets
and greater economies of scale than the typical solo dental
practice can muster. You can drive your practice into the
ground trying to compete on price.

There’s another aspect of advertising on price and discounts
that can harm your practice. If you're doing what all

the other dentists in your area are doing, you become a
commodity. Dental prospects assume that dentists are
competent, and if you don’t give them good reasons to
choose you to solve their dental problems, your prospects
will be siphoned off by your competitors.

Another marketing trick to track your new patients is
through your website. You can set up a “new patient”
number with a dedicated line in your office. When that
phone line rings, it’s because they saw the number on
your site. The trap side of this method is that it relies on
your phone answerers to accurately record how many new
patients were appointed through that line.

Of course, your website should also offer your prospects a
way to book an appointment online, and those patients
should be easy to tally. In today’s internet world, all of your
marketing should point your prospects to your website. It’s
the single largest part of your marketing that can do the
most thorough job of answering new patients’ questions.
And, it’s the best way to give prospects reasons to choose
you instead of your competition.

AN INTEGRATED APPROACH

Instead of a patchwork approach to gathering data
on your marketing’s effectiveness, you can institute a
complete solution: phone tracking.

An automated phone tracking system assigns unique phone
numbers to every piece of your marketing — newspaper ads,
local magazine ads, radio and TV spots, direct mail pieces,
blog posts, outdoor boards, your website, online videos, your
patients and prospect emails, and your e-newsletter.

Those unique phone numbers automatically forward to your
practice phones. The instant the phone begins ringing, the
source and the call are recorded in a database. This gives
you ironclad proof of which parts of your marketing are
attracting the most new patients.

But the benefits don’t stop there. From the database,

you can determine which calls during office hours went
unanswered or rolled to voicemail. And in case you think
that your practice answers every call while the office is
open, our data shows that a large number of calls never get
answered.

Every unanswered call is a potential new patient you're
unlikely to get. The final benefit of phone tracking is that
the call recordings allow you to determine the percentage of
new patient callers that are appointed and to discover gaps
in your staff’s phone etiquette and appointing skills.

Phone tracking gives you data that you can rely on and use.
[t’s the exact opposite of hunches, guesses, and intuition.
That data will allow you to precisely target your marketing
dollars for maximum new patients.

Now, the downside of phone tracking: Hopefully, you’re
already busy and so are your staff. Reviewing every phone
call, every month, requires a tremendous time commitment.
Phone call reviewing isn’t the best use of your time, it may
not be the best use of a staff person’s time, and it could cost
a considerable amount to contract out, but there are other
tracking systems available. If you’d like more information,
please contact us. What's important is that you know what's
working, what’s not, and when there’s a problem converting
callers to appointed patients.

Analyze the data and succeed!

Colin Receveur is the creator of the revolutionary Patient Attraction SystemTM and the CEO
and founder of SmartBox Web Marketing. SmartBox, a dental marketing frm, works with
over 550 dentists on three continents to help them get more patients, more profits, and more
freedom. You may contact him at 888-741-1413 or at www.smartboxwebmarketing.com.

12 Avticles reprinted with permission from Excellence In Dentistry, LLC (1-800-337-8467), publisher of The Profitable Dentist® Newsletter (www.theprofitabledentist.com).

. GOOD
~ PROFITS

by Dr. Kevin Coughlin?

Is there really such a thing as bad profits? With business getting
larger and more powerful and investors feeling and expecting
ever greater ROI (returns on investment) wouldn't all profits be
good...

It is an important question to ask yourself. Those of you in
leadership positions running companies and managing people,
the culture you present to your team may lay the foundation
for success not just in the short term but hopefully in the long
term. The Leaders who have exceptional core values and focus
on good profits and eliminate bad profits will not only create
companies with long term success but will provide products and
services that your customers will crave, want and need.

Bad profits are those profits that are earned at the expense
of customer or patient relationships. Whenever a customer
or patient feels misled, mistreated, ignored or coerced then
the profits from that customer are bad.... Bad profits arise
when a company saves money by delivering a lousy customer
experience. What is really happening is leadership or companies
extract value from their customers or patients instead of adding
value.

When companies don’t understand the difference between
good and bad profits the bad profits allow growth to sufferin the
long term, reputations are hurt, customers or patients become
alienated and employees become demoralized. You and your
business become vulnerable to competition. Your business may
achieve short term success but will always fail in the long term.

Bad profits create detractors - these are people or products
that hurt your company and team members. They hurt your
company's reputation; they strangle growth and demoralize
an organization. These detractors can be leaders, managers,
employees, customers and or patients. The first step in avoiding
bad profits is to recognize they exist and the second step is
to recognized who are what the detractors are. The third step
is to decide, can you convert the detractors that are people
or products to promoters. That is done with not just good
communication within your organization, but with outstanding
communication and over the top service and customer and
patient relations. The goal is to create in every transaction the
BLT. You want people patients customers employees and or
products that people Believe in, Like and Trust.

The goal is to focus on good profits from good products and/or
services. Good profits are earned with customer'’s enthusiastic
cooperation. They occur when their customers or patients come
back time and time again for your products and or services. They
want to tell their friends family and acquaintances about their
exceptional experience. When this occurs they become your
companies and or products promoters.
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Promoters are individuals or products that provide positive
marketing for your company; they are loyal and provide the most
cost effective growth for you and your company.

It has been estimated that most companies have about 42-82%
of promoters receiving products and/or services. Your focus
should be to improve that percentage as much as possible to
promote the most good profits. This is done by training and
more training that is backed up by outstanding leadership that
has outstanding communication. This is not only smart business
but good business, so let’s all get going.

Before you start re-evaluating your company, consider
evaluating yourself or the leadership of your company. That may
be the board, partnership or an individual. Look at those who
are influencers and find out about their core values. This may
be easier than you think. Spending time with people can tell you
quit a bit about that person. If it is a dinner meeting, observe
how they treat the wait staff, if it's a golf match, see how they
handle a bad shot, if it's at a dinner party see if they include
other people in their conversation or does the conversation
always revolve around them. Are they good listeners? In the
end, would you believe, like and trust this individual and if so,
then you most likely have defined a good set of core values.
You should be honest and straight forward. You shouldn’t put
people before profits. You should do what's right and not just
easy. You should put your customer and employees first and
if that seems impossible then make sure your team members
know your always trying to do what is right.

Once you have the correct core values, the next step is simply
putting the correct processes and procedures in place to make
your products and or service succeed. A team that does not look
up to leadership is a failure not only to your team but to your
customers and products.

When making decisions and you feel bad in your gut, in most
cases, you know you made the wrong decision. Everyone
makes bad decisions but companies that want to excel long
term, sense this immediately and move to make corrections.

Making good profits simply means you constantly re-evaluate
your products and services and constantly try to make
improvement. These improvements do not necessarily have to
be major changes they can be minor tweaks that provide major
improvements.

In order for business to succeed longer, a companies leadership
must have a laser focus on good profits and create the correct
processes and procedures that eliminate bad profits.

Dr. Kevin Coughlin practices full time and owns 14 dental practices in MA. Baystate
Dental PC. He is also Clinical Adjunct Assistant Professor in the Department of
Comprehensive Care at Tufts School of Dental Medicine.

Dr. Coughlin can be reached at Ascent-Dental-Solutions which has a focus on
Development, Knowledge, Training and Education for the business community.
info@ascent-dentalsolutions. com for information his website is
www.ascent-dentalsolutions. com by phone 1-800-983-4126
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Dear Colleagues,

It is with great excitement that we announce the merger of Drs. George Lee, Jason Lilly, and John Gunn to
form a new oral and maxillofacial surgery practice in Clarksville opening on June 1%, 2018. We believe that
this is in the best interest of our patients, referring healthcare providers, and is the next step for the future of oral and
maxillofacial surgery in our community. Our goal is to continue to provide high quality surgical care with the
exceptional customer service as both you and your patients have come to expect.

As the healthcare climate changes rapidly we must respond accordingly to ensure our community receives the
highest quality oral and maxillofacial surgical care. As you have noticed, our patients have more complex medical
conditions and increasing expectations for their care. We want to continue to be able to offer a personal approach to
our patients as well as be able to respond to more urgent surgical needs. We believe that the best way to do this is by
bringing together the three practices so that we can share our pool of knowledge, resources, and skills. Being a
larger practice, we will be in a better position to provide services to meet the demand of our community. We also
will be able to provide greater coverage for emergency care and support of our local hospital.

It is important to us that our practice be committed to and serve our community. Each of us not only resides in
Clarksville with our families, but are active in our community. We are invested in the care and support of our
professional colleagues and patients.

We will operate under the name Cumberland Surgical Arts and Associates, PLLC. We do not anticipate any
interruption in patient care or your ability to refer patients to us with ease during the transition period.

A representative from our practice will be visiting your office over the next few months with more information
about the transition as well as updated referral pads and practice information. We value our relationship with all of
our referring offices and know that questions may arise about how patient care will transition over to the new group.
Should you want to reach out to us with any specific concerns, please contact our Practice Administrator, Christina
Yancey, at cyancey@cumberlandsurgicalarts.com or you may contact one of us directly.

We are very excited about this partnership and hope that you will celebrate this milestone with us.

Yours truly,

George S. Lee, MD, DDS Jason S. Lilly, DMD John C. Gunn, DMD

o

by Colin Receveur!

To some extent, dentistry is a data-driven profession.
Clinical practice is informed by the data from studies of the
durability and functionality of various dental appliances;
from cohort studies about specific interventions; and from
prevention research results.

But there’s another way in which your dental practice
should be data-driven. Your marketing should be driven by
data. Here’s why.

Dentistry is a business. Hunches, guesses, and intuition
are lousy ways to run your business. But that’s exactly how
too many dentists manage their efforts to attract more
and better patients. Say you have a new ad campaign and
you have more patients showing up at the door and they
happen at about the same time - you might well believe
that what you’re doing with your marketing is working.

As the saying goes, “it ain’t necessarily so.” You're inferring
a connection between your marketing and your new patient
numbers that may not be there. Studies have found

that new dental patients are wildly inaccurate when it
comes to remembering how they found your practice. Let’s
say, giving your practice the benefit of the doubt, that fully
half of your new patients are accurate reporters.
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The question is, which half?

The right answer will inform your marketing efforts and tell
you where to invest your hard-earned dollars. The wrong
answer will have you throwing money away. If you're like
the vast majority of dentists, you can’t afford to throw
money away. You need hard, accurate data about what’s
working and how well it’s working.

DENTAL MARKETING TRICKS AND TRAPS
There are several ways you can accurately track how parts
of your marketing are working. One of those ways is by
putting unique identifiers on direct mail postcards and/or
offering a coupon in newspaper ads. That identifier method
works best when you’re offering a discounted or free service;
think dollars off a cleaning, or maybe a free initial exam.
When the new patients show up at your office, postcard or
ad coupon in hand, you’ll know exactly how they found
you.

[t’s a marketing trick that can also be a trap. Why? Because
the basic premise is flawed. You’re discounting your services
and demeaning your dental prospects’ perception of the
value of what you offer. You're “just another discount
dentist.” Dental marketing based on specials and price is a
race to the bottom.
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