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Managing your dental practice better 
With a few rules of marketing: PART - XIII

Rule No. 14 (Continued): Grow 
by leaps and bounds but without 
any consternation from peers in 
your area or your competition:

There are a few golden rules 
which should be followed 
even as a business man or an 
entrepreneur dentist to have a 
positively professional life:

a. Be Truthful Always: Your 
word and reputation are the 
valuable commodities in an 
industry riddled with hype 
and lying wannabes. You need 
to be truthful no matter; the 
consequences and you have 
to stand out as a person of 
integrity. This is one of the 
topmost golden rules to have 
a positive professional life as a 
dentist.

b. Be Polite and Friendly: 
Courteousness is being 
friendly, respectful, polite and 
well-mannered with a gracious 
consideration towards others. 
It gives social interactions in 
the workplace to run smoothly, 
avoid conflicts and earn the 
respect. Respect is defined as 
the positive feeling of esteem 
or deference for a person or 
organization. It is to be built 
over time and can be lost with 
one stupid or inconsiderate 
action. Continued courteous 
interactions are needed to 
maintain or increase the 
original respect gained
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total waste and the associate 
dentist, you have employed 
may become a high-profile 
dentist in the society in future.

d. Always be honorable and act 
with integrity: The honorable 
action is the way of behaving 
that portrays “nobility of soul, 
magnanimity, and a scorn of 
meanness” that is derived from 
virtuous conduct and personal 
integrity. It is the concept of 
“wholeness or completeness” 
of character accordance with 
certain values, beliefs, and 
principles with consistency in 
action and outcome.

e. Always Keep your 
commitments: People have 
to make commitments they 
do not honor for a myriad of 
selfish reasons. You have to 
depend on people as much 
as they need to depend on 
you. You need to keep your 
word unless the object of your 

is hopeless’; learn to modify 
the talks in a more mature 
manner like, ‘There are some 
issues with the filling and 
hopefully I will be able to 
address them better’.

d. Learn from those who 
run a referral practice, for 
example,your on-call oral 
surgeon doesn’t tell your 
patient that you have messed 
up the 3rd molar extraction 
of the patient. He simply does 
the work and leaves. The 
best part is that he bears the 
complications which we might 
have made in our first attempt 
to remove that tooth. We have 
to learn to treat the patients 
from other clinics in a similar 
way.

e. Keep your charges justified 
and do not unnecessarily 
drop down them to fetch more 
patients. Remember, sky 
has no limit, but ground has. 

An old saying goes, 
“Charge what you 
are worth, because 
if you charge your 
worth, you become 
what you charge’. 
Keep your charges 
for every procedure 
in a justified manner. 
Keeping them too 
low cannot kill your 
competitor, but 
you will surely lose 
growth and clinical 
expansion in future.

f. Don’t be 
overawed by those 

who have achieved zenith 
as we some-how feel after 
meeting dentists from metros 
and get influenced by their 
lifestyle of Mercedes’ and 
BMW’s. You never know 
what they went through to 
achieve this; but they have 
the best facilities with them 
to keep them running; so run 
a healthy profitable practice 
and have patience.

g. Meet your colleagues to share 
knowledge, not grudges or 
discussing charges aspect 
only. 

h. Do not out rightly reject fellow 
dentist’s treatment plan if 
somebody comes to you for 
a second opinion because 
everyone has his own way of 
thinking and if that person 
feels, his way would provide 
relief and long term solution, 
respect it. Be a doctor and not 
a judge. Tell the patient, ‘I 
would or I can do it this way, 
please make a decision and 
chose your treating doctor.’

i. Don’t leave your hobbies: 
Cricket, music or movies 
for me or whatever for you, 
relaxes you so much that you, 
by default, stay away from 

unnecessary stuff. Don’t leave 
your hobbies, rather inculcate 
one.

j. Take absolute good care of 
health as we all know dentistry 
is a killer. It can break your 
back and neck. Let it not break 
your heart by going green with 
jealousy. Always, learn to keep 
smiling, even in tough adverse 
times.

k. Love  your neighbouring 
dentist as I can share out a 
few reasons for you to do so, 
the prime being, he is also 
having tough times to deal 
with patients with wrong 
attitude, he is  treating some 
failures done by you, his work 
can teach you a thing or two, 
if any of his patients turns 
up at your place for second 
opinion and most importantly, 
it’s the competition which 
continuously thrives us to be at 
our toes and give our patients 
the best and always try to be 
perfect in whatever we do. 
Lastly, we are governed by the 
Dentists’ Code of Ethics which 
teaches us to give due respect 
to our friends, colleagues & 
neighbours.

15. Rule No. 15: Charge your 
worth or you slowly become 
worth of what you charge

The ‘charges’ or the ‘worth’ issue 
is quite intriguing as some friends 
and colleagues deliberately lower 
their charges in an endeavour of 
one-upmanship. I will give you a 
few reasons for NOT doing so:

a. Protect you brand: Your brand 
is more than a logo and this 
is how your ideal patient feels 

about you. You are an integral 
part of your brand thanks 
to the enthusiasm, personal 
flair and individual attention 
you present to each of your 
patients. From your identity 
to your consistency, your 
niche, your reputation and 
your gush-worthiness, having 
a positive brand goes a long 
way to charging what you are 
worth.

b. Understand Your Numbers: 
There can always be a debate 
about the charge for your 
services (higher or lower), 
but that doesn’t hold any 
value, if you want to charge 
what you are worth. Copying 
your competitors is not 
the right answer. Start by 
understanding the cost of each 
treatment option you have; 
this includes any overheads 
including your electricity, rent, 
assistants’ and associate/s’ 
salary etc. and then you mark 
up your costs based on the laws 
of proportion and aggregation. 
Once you understand these 
laws and numbers, you will 
have your bare minimum cost. 
From there, you can look at 
setting your charges depending 
upon the net profit you want to 
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c. Treat people the way you 
want to be treated: There will 
be having many people in 
your corner as possible when 
you are on the rise. So you 
need to treat everyone from 
the assistant to the associate 
dentist, you have employed 
with respect, kindness and 
honesty. That is, you need 
to be a kind of person people 
want to know and with whom 
they want to work. You need 
to be aware that the ‘trained’ 
assistant to whom you are 
speaking today may leave you 
for another dentist in search of 
greener pastures, leaving all 
your training given to him, go 

promise is illegal, immoral, or 
likely to harm someone other 
than your promise. 

Though, I am myself not any 
expert or fault free, after 18 years 
of private practice (01.01.2000 
– 31.12.2017), I feel mature 
enough to share my thoughts to 
a fresher dentist who is about to 
start or have recently gotten into 
practice.

a. The clinical practice doesn’t 
grow even 1% by bringing 
down someone else’s name and 
also, other practice would not 
go down even 0.5% with these 
fruitless efforts; so it’s better to 
concentrate on your own work.

b. Filter the unnecessary talks 
with your patients as people 
(read patients) love gossip and 
hatefully describe or share 
their past bad experiences 
with their previous dentists. 
Curtail those talks and stick 
to basics of chief complaint, 
followed by diagnosis and 
treatment plan.

c. Use alternate and a neighbour- 
friendly terminology, for 
example, instead of telling the 
patient, ‘You have a bad job 
done in your mouth’ or like 
‘The filling you are having 
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earn. Before you decide upon 
anything, always remember, 
Medicine/Dentistry is a prized 
science. You have slogged 
a lot getting through your 
entrance exam, burnt a lot of 
midnight oil in dental college 
and even struggled thereafter 
as you hopped on from one job 
to another before opening up 
your practice which is also an 
expensive proposition since it 
is more like a business where 
you wait for the patients after 
doing a lot of investment. 

 If the above all has been as 
easy as falling off a log, you 
are free to lower your charges 
and do a nice charity. Nothing 
wrong in it, unless you have 
an ancestral income flowing 
which will take care of your 
routine monthly expenses 
in this ever demanding and 
inflationary world.  The key is 
to do a nice job while earning 
a decent bread and butter at 

the end of the day which will 
keep the river flowing. Don’t 
ever send a wrong message 
by offering freebies like your 
nearby  Kirana store. You are 
a doctor, so better behave like 
one. Choose the right ways 
to attract patients who love 
what you do, never attract 
the wrong price sensitive 
buyers (read patients) with 
discounts only.

c. Make Marketing Decisions 
that thrill: To charge what 
you are worth, you must have 
offerings that are not easy to 
imitate. Marketing starts 
with products and services 
that your patients can’t 
easily get elsewhere. Your 
patients should go gaga over 
you if you want them to pay 
more for you. To do that, you 
need to have offerings that 
are extra special, customized, 
unmatched, interesting or 
even shocking. They need to 

be special enough to make 
someone want to talk about 
them and not just because of 
the price. Instead of searching 
for ways to raise prices, slash 
your costs or become faster 
instead, find the empty 
place for your ideal patient 
where you can add a thrill for 
them. The more customized 
your offerings are, the 
more difficult it will be for 
anyone to copy you and your 
perceived value will continue 
to rise. I have always believed 
myself that you can’t control 
the output, i.e., the number of 
patients and the income from 
those patients, but what you 
can definitely control is the 
input, i.e., the costs. There 
are two ways to earn; either 
externally market yourself 
too high, reap rich dividends, 
pay the costs and what you 
are left with is the profit 
(which may be occasionally 
very high) or the other way, 
where you internally market 
yourself, control the costs and 
though with limited income, 
you can still end up with a 
higher profit. 

 The former is a double edged 
sword where you spend 
too high with a risk of all 
investment being wasted 
sometimes albeit also with 
a chance of yielding very 
high profits, whilst the latter 
poses a lesser risk of your 
investment going down the 
drain while still earning a 
reasonable profit. The choice 
is yours, whichever way you 

choose. I also believe that 
drawing a line of satisfaction 
over your drawings 
sometimes gives you a sound 
sleep in the night rather than 
spending the night dreaming 
and aiming at certain targets, 
well beyond your reach. I am 
in no way telling you to stop 
dreaming or stop chasing 
them either. What I mean by 
the same is that ultimately, 
it is the peace of mind that 
matters at the end of the day. 

d. Promote Differently: 
Promotion is what you do 
to tell people about your 
offerings and it goes beyond 
paid advertising. For the 
most part, dentists should 
steer clear of traditional 
advertising and focus not 
on reaching the masses, 
but instead reaching the 
right people (or the target 
group) who may be drawn 
to what you do. Ideas for 
promotion include giving a 
presentation or educational 
session that highlights your 
expert status, working with 
charities to help elevate their 
cause while attracting new 
patients to your practice and 
developing a promotional 
piece that makes your ideal 
patient gush about you to 
their friends.

e. Sell Better: Dentistry isn’t 
about schmoozing, high 
pressure or manipulation so if 
that’s what you are doing this 
may be where you are going 
wrong. In dentistry, there is 
high engagement between 
you and your patients. You 
need to build a rapport, get 
to know your patients and 
spend time educating them. 
Your first thought should be 
‘What problem do they have?’ 
‘How can I help them?’ The 
process should be relationship 
based and the service and 
experience should continue 
after the transaction. Instead 
of just giving them a smooth 
talk, you should search for 
solutions that will absolutely, 
positively satisfy their needs 
and bring them joy.

It's really important to look 
beyond the walls of your cubicle 
and get a sense of what is going 
on around you as I explained in 
Part VI – June 2017 issue in “Rule 
10: Look at the larger picture 
or as they say; See the Forest 
and the Trees.” It is sometimes 
really easy to get caught up 
in the internal perceptions of 
the market. Look for external 
market influences and how they 
might affect your practice and 

the competition. Consider the 
political, economic, social and 
technical issues surrounding 
your patients including 
regulatory requirements. 

Are political conditions and 
economic factors like inflation a 
major concern to your patients? 

What started out as a flop 
initially may turn into a huge 
success eventually? 

These are the moments when it 
is more important than ever to 
take a look around and see the 
forest and the trees.

I will continue the Rule 15 and 
divulge on various ways and 
means to price your services and 
decide your charges in the next 
issue.
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