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Continued from IDA Times 
May 2018 Issue

Managing your Dental Practice better 
with a few Rules of Marketing - PART – XVIII

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

after our Union Budget, Service 
Tax / VAT / GST increases 
along with cost of most of the 
utilities. Very rarely, we see 
prices of commodities going 
down. It is only one way traffic, 
i.e., upwards. From where do we 
have to fulfill that lag between 
our current expenditure and 
future expenditure (both home 
and clinic) related to inflation?

With the advent of Digital Media 
and unconditional support by 
‘Google Uncle’ at palm’s reach, 
they are immediately going 
to verify what you say. There 
lies the catch. With the use 
of outdated technology and 
lesser than positive experience, 
they seek out a newer dentist. 
A reasonable increase every 
now and then and always 
keeping the focus on delivering 
exceptional care, patients really 
don’t mind about paying a little 
more for the services since all of 
us have gotten habitual to rising 
prices in the current times. The 
extra earning coming from 
increased prices does go a long 
way in enabling us to invest in 
updating ourselves, in newer 
gadgets in clinic along with 
upgradation in practice.

i.  Dentists wish to spread 
the word that they are the 
cheapest in their area: One 
of the biggest mistakes which 
most dentists make when 
there are around 6-7 dentists 
in the same area, that they 
have the lowest charges, as 
if healthcare was all about 
targets and pricing only. 
You are badly mistaken, 
if you seriously think so. 
Keeping yourself cheapest 
makes your clinic a target 
for window shoppers who 
are more concerned about 
finding a good deal rather 
than a good dentist. Your 
low charge sometimes sends 
a wrong message about your 
clinic and that might attract 
some first timer patients 
who will find that low price 
also too high and you will 
have to struggle hard to 
find high quality patients 
having long treatment plans 
with multiple sittings and 
further referring to you after 
a successful outing. I might 
sound racist here, but it is 
a hard core ground reality 
as by doing this, you limit 
your target group as a high 
society patient rarely likes 
to sit on the chair being used 
by a poor and a shabbily 
dressed patient (attracted to 
your clinic because of price 
unless you have a multi chair 
set up and you use separate 
chairs) especially in the 
above scenario when you 
are dealing with all class of 
patients. It is a great idea to 
have an inkling of the area’s 
demographics and income 
level after some thorough 
research. This should 
probably play one of the 
biggest roles in increasing 
or keeping your charges 
constant, for  example, if 
more of salaried class is in 
your target group, who are 
under pay commission and 
enhanced D.A. (Dearness 

Allowance) effect every year, 
there is a good case for an 
annual increase. The charges 
should be increased annually, 
may be starting at 2-3% in 
the first year and similar in 
the next two years and then 
going up to 5% and further 
gradually taking the same to 
around 10% per year to even 
20% depending upon your 
target group. The main point 
to be remembered in all this 
exercise is that if you provide 
great patient care coupled 
with value additions to the 
patient every now and then, 
a few price raise here and 
there doesn’t make them run 
away; rather they appreciate 
that you are in sync with 
today’s times but the same 
should reflect in your services 
as well. These days many 
local IDA branches of many 
states have started keeping 
minimum treatment charges 
and some of these ‘minimum’ 
charges are much higher 
than what many dentists are 
routinely charging in their 
OPDs. If you update yourself 
and upgrade your clinic 
regularly, then an annual 
increase is so very desirable 
for your own growth. 

bit of consistency, otherwise 
it confuses the patients. 
Identification of goals of 
‘where we are and where we 
want to be’ in years to come 
should be the primary factor 
in deciding charges. If your 
financial targets are falling 
short, it is an impending sign 
of raising your charges. If you 
don’t have any goals, create 
and mark them today as 
dentists have a comparatively 
shorter shelf life of practice. 
Your goals of where you 
want to be and how you will 
reach there go a long way in 
chartering your future course 
of action. Finance plays an 
important role in deciding 
your future expansion plans 
and earning finance requires 
keeping charges at more 
than a basic level. My strong 
advice to all budding dentists 
is that they should find ways 
to differentiate themselves or 
their products or services so 
as to create additional value 
for specific market segments 
and be ambitious enough to 
grow and carve a niche for 
them.

k. Dentists tend to earn same 
profit margin across different 
product lines: Some financial 
strategies support a drive for 
uniformity and following that, 
some dentists try to achieve 
identical profit margins for 
disparate product lines, e.g., 
a pre-conceived profit margin 
of 10% for all crowns like 
Metal Crown, PFM Crown 
and Metal Free or Zirconia 
Crowns.
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Dear Friends, in the May 2018 
issue, I, with my co-author for 
the last issue, Dr. Vandana 
Dhameja, had discussed a few 
of the most common pricing 
mistakes with live examples 
about which path to tread and 
which not to, whilst pricing 
our services. However, the 
discussion of commonly made 
pricing mistakes is far from 
over and I am putting up the 
remaining pricing mistakes 
below to have an idea where 
we all usually falter and fail in 
our practices. Continuing Point 
(h), “Dentists keep on working 
for same prices for too long”, 
I would like to point out that 
a constant fear (insecurity) 
of losing the patient always 
makes us cling on to same 
prices. I myself wrote a quote 
on this a few years back.

"Insecurity stems from the 
infertile mind !!!"

~ Dr. Bhavdeep Singh Ahuja

Dr. Bhavdeep Singh Ahuja

The above quote is self 
explanatory without intending 
any kind of disrespect to 
anyone. Where will the next 
buck (patient) come from in my 
clinic is the biggest dilemma or 
say insecurity of any clinician 
and, whenever they get a new 
patient, fearfully, they quote 
the same old rates, lest the 
patient should run away. I 
vehemently feel that in these 
inflationary times, patients 
would rather appreciate that 
if we have increased prices 
(of course, not exorbitantly), 
because that emphatically 
means to the patient that we 
have updated ourselves. How 
many of us actually think 
strongly to raise our treatment 
charges annually? Very few, 
I must say!!! We usually don’t 
dwell on the fact that every year 
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It is no rocket science, that 
unless we have any other source 
of income, other than our clinic, 
we have to fulfill this lag from 
there (clinic) only. We live in a 
false paradise that our patients 
are happy with our current 
charges and, if we raise them, 
we are giving them a chance 
to look out for a new clinic for 
their treatment. To me, there 
lies the loophole which we 
have to plug, ruthlessly. We 
have to realize strongly that 
our patient comes to us for our 
treatment and behaviour (read 
patient dealing) and not ONLY 
because of our CHARGES. If 
you are content to keep your 
charges exactly where they are, 
on the face of it, it just might 
seem a good ploy to encourage 
patient footfall and loyalty, but 
prolonging them for too long 
might actually have the adverse 
effect. You have to really think 
hard about it. Apart from the lag 
in routine expenditure, which I 
mentioned above, can we even 
afford to invest in the latest 
technology or upgradation 
in the clinic? Working at old 
charges regresses the growth 
and development of clinic and 
ultimately hurts the overall 
patient experience. Do not 
underestimate the patient 
awareness these days as to 
whatever we say they are 
gonna believe that as true, gone 
are those days!! 
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j.  Dentists base their prices 
on the “neighbourhood 
competition”: By resorting 
to the “neighbourhood 
competition” or the 
commonly called marketplace 
pricing, dentists accept 
the commoditization of 
their products or services 
(lack of differentiation). 
Neighbourhood competition 
pricing is a resting place for 
clinics that have given up 
to fight in the competition 
and where profits end up 
being razor thin or simply 
saying hand to mouth. Before 
setting the prices based on 
your neighbours, focus on 
your own goals – primary 
or secondary. If you want 
your practice to become a 
niche practice which will 
house latest gadgets in 
years to come along with 
offering exceptional patient 
care services, your charges 
should be higher than your 
neighbours. There are many 
dentists who charge too 
low for few services and 
too high for a few other 
services based on what your 
neighbour charges. These 
things ought to have a little 
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The iron law of pricing followed 
in business regimens and to be 
followed in dental clinics for 
us is that different patients 
will assign different values to 
identical products. One should 
try to understand that for high 
value or special products like 
Tooth Whitening, Veneers, 
Metal Free Crowns, keeping 
profit margins just @ 10% 
reflects poorly on your services 
much similar to a fact that a 
Mercedes showroom is selling a 
car priced at Tata Nano rates. 
Just try to understand one 
point that if you are selling elite 
things for the elite market, your 
charging should not be for the 
hoi-polloi but for the elite class, 
at least for the elite products 
like tooth whitening, zirconias, 
precious metal alloys, cast 
partial dentures; specialized 
services which differentiate (Image Courtesy: Google)
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you from the ‘mango’ dentist 
(common dentist). The choice 
is for you to make, whether you 
want to be known as everyone’s 
dentist or a niche dentist. 
Before you make a choice, I 
would like to tell you the stark 
difference between the two. 
Everyone’s dentist deals with 
a big OPD, mixed variety of 
patients with long working 
hours, charges less (because 
deals with families and clans) 
and at the end of day is too tired 
to even talk to his own family, 
but has a reasonable amount 
in his pocket. The niche dentist 
works selectively for a few 
hours for a particular class of 
patients, charges good amount 
and leaves early for home 
and spends time with family 
and has much more in his 
pocket. For any single product, 
profit is optimized when the 
price reflects each patient’s 
willingness to pay. This 
willingness to pay is a reflection 
of his or her perception of value 
of that product and the profit 
margin in another product 
line is completely irrelevant. 
So the choice is yours. Again, 
as I mentioned in the above 
point, the extra money earned 
from elite products comes in 
handy for expansion or other 
futuristic plans.

followed by guidelines on how 
to correctly price your services 
under the heading Rule No. 15 
(charge your worth) in the next 
issue. 

Miss at your own peril…….!!!!
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l. Dentists’ lack of ability to 
assert confidence: Many 
failures of dentists today 
result from lack of their 
ability to assert confidence 
in what they do. They are 
extremely under-confident 
of many procedures done 
in clinics; I will quote an  
example here. A batchmate of 
mine (passed out with me 19 
years ago) called me up last 
month (he is practising in 
Delhi) and asked me whether 
I did bleaching (tooth 
whitening) in my practice. 
I replied in the affirmative 
and asked back whether he 
didn’t do it. He replied in the 
negative and asked me for 
literature and data on the 
same so that he could start 
the same in his practice. On 
further probing by me as to 
why he didn’t do one of the 
most upscale and profitable 
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Dear Peers and Friends, I 
would be continuing this point 
along with a few more ‘most 
common pricing mistakes’ 
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