
S eems as though there is nothing but gloom 

and doom regarding the state of the economy. 

Everyday we hear news of impending bankruptcies, 

home foreclosures, failing businesses and growing 

unemployment.  We are all left to wonder when will it 

start to turn around for the better?  Many financial  

experts are forecasting a recovery could be just 

months away or by the end of 2009.  In reality, it could 

be a while, so you need to be proactive and take  

advantage of what could possibly be a bad situa-

tion...patients losing insurance benefits. 

Procrastination is human nature, we all 

do it, but putting off until  tomorrow could 

prove costly for both you and your pa-

tients.  Now more than ever, you should  

remind and persuade your patients to 

take full advantage of their dental bene-

fits before they run out or simply lose 

them. Patients who have unused insurance dollars 

should be encouraged to schedule an appointment to 

get as much  treatment completed  prior to the possi-

ble loss of their dental benefits.  

 

Solutions For a 
New Economy 

 

 

 

With the report that union retirees of the bankrupt 

Chrysler LLC would lose their dental coverage July 1, 

2009, it should serve as a reminder, keep on top of all 

patients who have insurance benefits. There are sev-

eral programs within DENTECH that can be utilized to  

generate lists or databases according  to  your specific 

data criteria.  You might want to target particular  pa-

tients, employers, or renewal dates while narrowing 

your criteria to the previous three years. 

Key programs to generate: 

¶ Patient Extract by subscribers (GM, Chrysler) 

¶ Lost & Found Report 

¶ Incomplete Work Report 

Once you have created your database you can gener-

ate postcards, letters or call lists emphasizing the im-

portance not to wait to schedule their appointment for 

the reason they might lose out on remaining insurance 

benefits. 

Keep in mind, this is a distressing time in anyoneôs life, 

and going to the dentist is probably the farthest thing 

on their mind. Being sensitive to their situation while 

having a practical, hands-on approach you show your 

concern for both their dental and financial health.   
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Making the Best of a Bad Situation.... 

          Use Them Before They Lose Them! 



You asked...  

      We Answer! 

What You Can Do. 

 

ow do you guide your marketing campaigns 
in order to produce the greatest Return On 
Investment (ROI)?  There are a number of 

avenues and what is successful for one practice 
might not be successful for another.  Let us focus on 
two types of marketing; external and internal market-
ing. 
 

External Marketing  
 
External marketing includes; radio, magazines, TV, 
direct mail, e-mail, yellow pages and newspa-
pers.  External marketing is difficult to conquer espe-
cially when marketing to a large and diverse audi-
ence.  Every patient has different needs and you 
must define those needs in your marketing cam-
paign.  To narrow this effort down, consider market-
ing to just an area/neighborhood/city(s) closest to 
your office since it is easier for potential patients to 
get to.  Consider local businesses where patients can 
come in for an appointment during lunch or after 
work.  Consider special pricing for those businesses 
and their employees.  Send out postcards or flyers 
promoting yourself as the neighborhood dentist. 

Now consider the frequency of your marketing.  It 
takes seeing a piece of marketing material 7 times for 
it to finally have an impact on the viewer. Focus your 
marketing on a small geographical area and market 
to them on a continual basis.  This method is more 
effective then marketing one time to a larger audi-
ence.   

 
How do you collect all of those addresses for the 
businesses and residents in your area?  I like using 
InfoUSA for gathering prospect addresses which can 
be stored on a database and then mail merged into 
your document.  InfoUSA will even provide you with 
preprinted mailing labels which will save you some 
time. You can also outsource your marketing cam-
paigns to companies that design and distribute your 
direct mail efforts for you.  Just do an Internet search 
for dental marketing companies and a number of 
venues will come up that offer an abundance of den-
tal related marketing campaigns. 
 

 
 
Internal Marketing  
 
Internal marketing is less expensive and often pro-
duces a better outcome then external market-
ing.  Internal marketing is based on patient satisfac-
tion, reward and referral programs, appearance of 
your office and staff and how well your staff treats 
your patients.  Out of the methods just listed, referral 
marketing counts for "over 80% of new patients" (ref-
erence).  Keeping patients happy and comfortable 
with your treatment and staff is what drives patient 
referrals.  It is not uncommon for family, friends, and 
co-workers to recommend a dentist when asked.  
Happy patients means more business for you.   
 
Consider a special referral program for your patients 
which can include discounts on procedures, gift cards 
to restaurants and free movie tickets for every patient 
that is referred.  Always thank your patients for the 
referral.  Provide your patients with special referral 
cards that they can hand out to potential patients to 
simplify the referral process.  Create relationships 
with other health care providers so that they can act 
as a referral source as well.  Don't forget to thank 
them by taking them out to lunch or sending a gener-
ous gift basket.   
 
DENTECH Referral Program  
 
How do you manage all of your referrals?  Dentech 
has several methods for tracking and acknowledging 
your referrals.  The Marketing Referral Analysis pro-
gram produces reports that shows a complete count 
of new patients per month and per referral source.  It 
also displays per month/referral source production 
totals along with year-at-a-glance totals.  The Referral 
Acknowledgement Report lists the referral source, 
date, who was referred, acknowledgment and date 
sent.  Dentech also generates a thank you letter to 
send along with your gift. 
 
For any marketing campaign to be effective you need 
to make sure that your staff is aware of the necessary 
goals, why they are in place and the systems that are 
necessary to achieve your marketing, patient, and 
financial goals.  This will result in improved cash flow 
and a more organized and satisfied staff. 

Get more return on investment 

(ROI) by marketing your practice! 

 

 

Principles for a 
Paperless Practice 

 

When computers were originally 

introduced, many believed that 

the amount of paper used on a 

daily basis would decrease. This 

is quite the contrary.  With the 

more information we acquire so 

does the amount of paper used 

to print it. 

With the advancement of both 

hardware and software technolo-

gies, it is a priority now more 

than ever before to reduce the 

use of paper by converting all 

forms of documentation to digital 

format. 

However, there are key princi-

ples that must be embraced to 

achieve a paperless practice.  

First, the implementation of 

current technologies consisting 

of both hardware and software 

must be utilized.  Using scan-

ners, sending faxes, storing and 

sharing information on CDs or 

through internet attachments are 

just a sampling of ways to con-

vert to a paperless practice.  

We realize itôs a progression and 

businesses  won't go from all-

paper one day to paperless the 

next. Change can be difficult, 

nevertheless, with improved 

ease to information comes im-

proved confidence in alternative 

technologies, like electronic 

paper1.  

 

 

1. Electron ic paper, also ca lled  

e-paper, is a  d isp lay technology de-

signed to  mimic the appearance of 

ord inary ink on paper. 

http://rs6.net/tn.jsp?et=1102597534220&s=343&e=0012RFqNvnTEiuRk8wzO0S94xTFoT5LD22sNhRUReVOHPBPgAq1CqWmrJeECmuFK1unv1esVL3qbpSIUykuiIFNaYdkk3-wP4nB6jO4vfWy-n8=
http://rs6.net/tn.jsp?et=1102597534220&s=343&e=0012RFqNvnTEivJhs-1f_jx0Ck2KVSOqiQJOyCAE3MBbejqiDbZcjG7MOX6Ql7t-aR9RCvS8oMNl7P_c9XMha_SJP8aqf3wWg2qx9aYc1UVsqhLXJmCWo7hu_WWflu_iXDwmD9j4sL0GZs_yqxvvFVv5RpGV4HKesMnIipikYdzxPmazzaW6L-8QslCb7EuQGOq-6L21MVzfCUTeSJsw
http://rs6.net/tn.jsp?et=1102597534220&s=343&e=0012RFqNvnTEit20au8EossJiHjxm38Rxz1RVzy0KMyxtEAEsB6ayktMdqr_EZDun-TdHkp_OnQ0-MkGBoAEP-A6li5RV5ClTQv66XzXYYkIyeNCtXJMJj9u8twYQxMjJtOUNGdWxcju1FevUCVjOpwDltrVHqdzxA4vmLN0urehvFcLBYxHb0DKU8vDoMYJJZnFqUn1fbybndedb2ZW
http://rs6.net/tn.jsp?et=1102597534220&s=343&e=0012RFqNvnTEit20au8EossJiHjxm38Rxz1RVzy0KMyxtEAEsB6ayktMdqr_EZDun-TdHkp_OnQ0-MkGBoAEP-A6li5RV5ClTQv66XzXYYkIyeNCtXJMJj9u8twYQxMjJtOUNGdWxcju1FevUCVjOpwDltrVHqdzxA4vmLN0urehvFcLBYxHb0DKU8vDoMYJJZnFqUn1fbybndedb2ZW

