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by Colin Recevenr !

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

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

Dentistry is a business. Hunches, guesses, and intuition

are lousy ways to run your business, Bur 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 whar you're doing with your marketing is working.

As the saying goes, “it ain’t necessarily s0.” 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, thar fully
half of your new patients are accurate reporters.

Data-Driven
Dentists Succeed

The question is, which half!

The right answer will inform your marketing effores and rell
vou where to invest your hard-eamed dollars. The wrong
answer will have you throwing money away. If you're like
the vast majority of dentists, you can't afford ro throw
money away. Tou need hard, accurare dara abour whar's
working and how well it's working.

DENTAL MARKETING TRICKS AND TRAPS
There are several WIHYS YOL O m‘cutarcl*gr track how Parts
of your marketing are working. One of those ways is by
putting unique identifiers on direct mail postcards andfor
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, posteard or
ad coupon in hand, you'll know exactly how they found
you.

It's a markerting trick that can also be a trap. Why? Because
the basic premise is flawed. You're discounring 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 isa
race to the botrom.
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To grow your practice, vou 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.

Thar'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
thar 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 siphunf.-.d off h1_.r YOUr COMPeritons.

Another marketing trick to track your new patients is
through your website. You can set up a “new patient”
number with a dedicared 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 websire should also offer your prospects a
way to book an appointment online, and those parients
should be easy to tally. In today’s internet world, all of your
marketing should point your prospects to your websire. [t's
the single largest part of your markering 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 eftectiveness, you can institure a
complete solurion: 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-newslerrer.

These unigue 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 pm-n'[: of which parts of your marketing are
attracting the most new patients.

Bur the benefits don't stop there. From the darabase,

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 othce is
open, our data shows that a large number of calls never ger
answered.

Every unanswered call is a potenrtial new parient you're
unlikely to get. The final benefit of phone tracking is thar
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 appoinring skills.

P'hone reacking gives you data that you can rely on and use.
It’s the exact opposite of hunches, gnesses, and intuition.
Thar dara 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 rremendous time commitment.
Phone call reviewing isn't the besr use of your time, it may
niot be the besr 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 imporrant is thar you know what's
working, what's not, and when there's a problem converting
callers to appointed patients.

Analyze the data and succeed!

Cinlin Recovea is the oroator of the revidissueey Patiens Acraction SystemTM and the UEC
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4, GOOD
'~ PROFITS

by D, Kewin Coughiin?

I3 there really such a thing as bad prefits? With business getting
larger and maore powerful and investors feeling and expecting
ever greater RO (returns on investrment) wouldn't all profits be
good...

It is an important guestion 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 anly create
companies with long term success but will provide products and
services that yvour customers will crave, want and need.

Bad profits are those profits that are earned at the axpense
of customsr or patient relationships. Whenever a custormer
or patient feels misled, mistreated, ignored or coarced then
the profits from that customer are bad... Bad profits arise
when a company saves money by delivering a lousy cusiomasar
experience. What is really happening is l[gadership or companias
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
glienated and employees become demoralized. You and your
business become vulnerable to competition. Your business may
achieve short tarm success but will always fail in the long term.

Bad profits create detractors - thase are people or products
that hurt your company and tearmn members. They hurt your
company’s reputation; they strangle growth and demoralize
an organization. These detractors can be leaders, managers,
employees, custormers and or patients. The first step in avoiding
bad profits is to recognize they exist and the sscond stap 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 cutstanding
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 customears employess and or
products that people Believe in, Like and Trust,

The goal is to focus on good profits from good products andfor
services, Good profits are earned with customer's anthusiastic
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 acguaintances about their
exceptional exparience, When this cocurs they becoms your
companies and or products promoters,
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Promoters are individuzls or products that provide positive
marketing for your company; they are loyal and provida the most
cost effective growth for you and your company.

It has baen astimated that most companies have about 42-82%
of promoters receiving products andfor servicas. Your focous
should be to improve that percentage as much as possible to
promate the most good profits. This is dong 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 wyou start re-evaluating your company, consider
evaluating yourself or the leadership of your carmpany. 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 easiar than you think. Spending time with people can tall you
quit a bit about that person. If it is a dinner maeting, observe
how they treat the wait staff, if it's a golf match, sea how they
handle a bad shot, if it's at a dinner party see if they includa
ather people in their conversation or does 1he 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
peaple before profits. You should do what's right and not just
2asy. You should put vour 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 procassas 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
custormers and products,

When making decisions and you fesl bad in your gut, in most
cases, you know you made the wrong decision. Everyone
mzakes bad decisions but companies that want 1o excel long
term, sense this immaediately and move 10 make corrections.

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

In arder 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.

O kewin Coughlin proctices full ime and owns 14 dental practices in MA Baystate
Dental FC. He s also Clvucad Adiunct Assiztant Profazzar in the Department of
Comorehansie Care at Tefts Schoal of Dental Medicing

(% Coughiin can be reached at Ascent-Denmtal-Soiutions wiveh fas a focus an
Development, Knowledge, Training and Educaton for the busingss community
infofascent-dentaizolubons. com foranformaran his wahsite is
ww ascentdentalsoiuiions corm by phome T-800-983-4125
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Dealing with Anaphylaxis in the Dental Office — Part |

Anaphylaxis is an acute life threatening allergic reaction that is characterized by respiratory (breathing),
circulatory (blood pressure and heart) and cutaneous (skin) conditions.

It is most often caused by; insect stings or bites, medications (especially penicillin), peanuts, tree nuts
(walnuts, almonds or pistachios), shellfish, milk, eggs and wheat. Contact with the causative allergen is
usually through ingestion, skin contact or injection and occasionally through inhalation.

Early signs of anaphylaxis are cutaneous (skin) flushing, pruritis (itching), voice change and sense of
impending doom. Approximately 1% of severe allergic reactions are fatal and the primary causes of
death are respiratory and cardiovascular related. Anaphylactic shock is the result of systemic vasodilation

and results in circulatory collapse.

Hives and angioedema (swelling of the lips, eyelids, throat, and/or tongue) often occur. Angioedema
may be severe enough to block the airway.

CLINICAL INDICATORS AND DIAGNOSIS
1. Skin

- Profuse sweating, flushing, itching, “gooseflesh”- hairs standing on end, hives, swelling or welts under skin.
2. Head and Neck

- Eye inflammation, nasal congestion, metallic taste, hoarseness.
3. Pulmonary

- Abnormal fast breathing, difficulty breathing, cough, wheezing.
4. Cardiovascular

- Rapid heart rate, abnormal heart rhythm, low blood pressure.
5. Gastrointestinal

- Abdominal cramps, nausea, vomiting, diarrhea.
6. Neurological

Altered mental state, dizziness, seizure.

When all the cardinal features are not present, anaphylaxis may mimic other diagnoses, such as:
pulmonary embolism, acute myocardial infarction, aspiration or vasovagal reaction.



