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How to Avoid the #1 
MISTAKE Dentists Make 
When They Try to Attract 
New Implant Patients
> by Dan Mount President of The Practice Marketers Inc.

Every dentist’s dream is to 
break away from the “daily 
grind” by working less, and 

making the same (or more) money.

When it comes to “escaping the 
grind,” a lot of dentists actually have 
the right idea: they know that they 
need to attract, and close acceptance 
on, more big cases. 

Many even know that attracting 
(and converting) more dental 
implant patients is the answer, 
because the prime targets for 
dental implant procedures are 
baby boomers; and they’re virtually 
everywhere.

There are 80 million boomers 
in America right now, and the 
population is only going to continue 
to explode for the next 18 years. 

Boomers are at an age when they 
have started to lose their teeth – and 
they control 70% of the nation’s 
disposable income – so they have 
the money to spend on cosmetic 

restorative dentistry to replace those 
missing teeth.

Thus, the possibility of working less, 
and making more, by reeling in more 
dental implant cases each month is 
within the reach of every dentist.

A lot of dentists are aware of these 
stats. They’re scrambling to market 
the heck out of themselves as the 
“go-to” dentist for dental implants 
and restorative services – because 
they know that the opportunity for 
attracting more lucrative cases from 
their practice’s area could be like 
shooting fish in a barrel!

However, many dentists are making 
a BIG mistake when they market 
themselves as “the” implant specialist 
in town. They can put up as many 
posters, send out as much direct 
mail, or target as many people as 
they like with social media ads... 

But it won’t make a big difference. 

Even though dentists may have 
“the right idea,” they still won’t get 

...continued on next page
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Dan Mount is the founder of The Practice Marketers: 
a firm dedicated to helping Dental Practices attract and 

retain more patients.  

Request your free copy of Dan’s NEWEST BOOK: 
Attracting More Implant Patients Made Easy now!  

Just email your best mailing address to  
info@thepracticemarketers.com with“Implant 

Book” in the subject line.

the maximum number of implant 
patients streaming into their 
practice month-after-month.

Dentists are making a HUGE, 
common mistake when they try to 
attract more new implant patients. 

Want to know what it is?

It’s really simple:

Dentists don’t 
realize that the 

majority of their 
prospects DO 
NOT KNOW 
what a Dental 

Implant IS.
This may seem crazy to you!

But it’s true. The bulk of your target 
demographic has no clue – and 
people simply don’t buy what they 
don’t understand.

Generally speaking, if you ask 
someone what they think a dental 
implant is, they will say, “it’s a 
tooth.”

They don’t know that an implant 
really is, essentially, a replacement 
tooth root.

They don’t know that an implant is 
a “body-friendly” titanium post that 
will last indefinitely, that implants 
don’t hurt, and that with dental 
implants, their mouths can look, 
feel and function normally again. 

Most importantly, prospects don’t 
know that without stimulation 
from tooth roots, their jawbones 
will start to atrophy, losing density 
and bringing nerves painfully closer 
to the surface of their gums. 

What they do know, for example, is 
that they’re afraid implants will be 
painful. Or complicated.

Even worse, many mistakenly 
believe that an implant is simply 
a replacement “tooth” – which 
means that they’re lumping dental 
implants into the same category as 
dentures, or bridges. 

Most of your target demographic 
has no idea about any of the 
enormous benefits dental implants 
have to offer.

And so, if you 
want to attract 
and convert more 
implant cases, you 
need to tell your 
target demographic 
all about what 
implants are, 
before you expect 
new patients to 
stream through 
your practice doors 
and sign up for the 
procedure. 

Marketing 
yourself as a 
dental implant 
expert without 
telling people 
what implants 
are is a waste 
of money – and 
a big mistake 

– because people don’t “buy” what 
they don’t “know.”

The good news is that the solution 
to this dilemma is just as simple as 
the challenge: before you sell, you 
must educate.

Over the next little while, we’ll 
dig deeper into the best ways to 
become the “go-to” dentist in your 
area for dental implants.

YOU can be the extremely wealthy 
dentist who escapes the six-days-
a-week “drill and fill” routine by 
increasing your lucrative  
restorative cases.

…and after reading this article, 
you’re already on your way!
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“CONNECT” With Patients 
& Prospects to Rise Above  
Your Competition
The “C” in “ACE” of Marketing Success Pillar One
> by Dan Mount President of The Practice Marketers Inc.

I’m really excited about what I’m sharing with 
you today. If you’ve been following this article 
series, you’ll know that after analyzing, testing 

and retesting practice marketing methods for about 
two decades, we’ve gathered our most powerful 
marketing principles into THREE PILLARS of 
success for your practice’s marketing and I’m 
in the process of revealing what I know is working 
for dentists like you across North America right 
now.

This practice marketing system is called “TRIPLE 
ACE MARKETING” because the acronym “ACE” 
is built into each of these Pillars – which come 
together to serve as a foundation for your dental 
office’s patient attraction and retention.

As I mentioned in my last article, PILLAR ONE 
is:

Attract… a steady stream of new patients to your 
dental office

Connect…with patients/prospects by using promo 
gifts in your Direct Mail marketing that set you 
apart from your competition

Evaluate…all your marketing campaigns by tracking 
them to make sure they work

Last time, we focused on the “Attract” element 
in the “ACE” of Pillar One. Today, I want to get 
into the best way to “Connect” with patients and 
prospects in order to rise above your competition. 

con·nect

ke ` nekt / verb

1. bring together or into contact 
so that a real or notional link is 
established.

2. join together so as to provide 
access and communication.

“Connect” is grouped into the 
same Pillar as “Attract,” because 
these two walk hand-in-hand to 
put a serious spring in the step of 
your practice’s marketing.

 
When we discussed “Attract,” I told you the story 
about my good client Dr. Goldberg, who was a little 
timid to “stand out” with his practice’s marketing; 
yet when I convinced him to do something 
“splashier” than the norm with his Direct Mail, he 
got some pretty awesome results… 98 unique calls, 
and 57 new patient appointments to be exact. 

In the last article I also shared some statistics with 
you, which demonstrate how Direct Mail can add a 
solid boost to your new patient attraction. 

(Since I’m a Direct Mail expert, I decided to let the 
numbers do the talking, lest you think I’m being 
biased!)

Now, I want to take things a little further. I think 
you’d be interested in a story about the benefits of 
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“bulking up” your Direct Mail with promo gifts to 
intensify your connection with prospects/patients… 
setting you firmly apart from your local competition. 

Clayburn Dental is a large family practice that 
offers all kinds of dentistry.

They combine a promotional fridge magnet with 
many of their Mailers to generate an impressive 
response! 

I was gathering some stats for a case study that 
my staff is building, so I gave Stephen Wall (the 
Director of Marketing at Clayburn) a buzz awhile 
back.

Six years ago, Stephen requested our completely 
Done-for-You Direct Mail Marketing system 
that deploys 25,000 mailers every month to the 
households in and surrounding his practice (that’s 
300,000 pieces a year). 

In other words, the mailers for Clayburn Dental hit 
the streets 12x a year...

...and most importantly, we put customized 
promotional magnets into those mailers 3x a year.

I asked him how things are going, and he said:

“Fridge magnets are truly the gifts that keep on 
giving.” 

Stephen reported that they’re getting up to triple 
the response from their Direct Mail cards that have 
magnets attached – or even better.

This is the stuff I LOVE to hear from my clients! 

And Stephen loves it too. 

He was pretty pleased to tell me that Clayburn 
Dental is going to grow another 50% this year 
– because as soon as a mailing hits the streets 
(especially when there’s a magnet included) the 
phones start ringing.

As you can imagine, I couldn’t wait to bring his 
report to my team. 

But the question is, why are magnets so consistently 
effective?

Well, a tactile experience is a valuable thing. 

When mail has a unique shape, a bulky feeling, or a 
texture, that’s a one-way ticket away from the trash.

Promotional fridge magnets should be designed 
to be put front and center in the households 
surrounding your dental practice. 

They’ll hold pictures of the kids, or their drawings, 
on the fridge – and can earn you some prime real 
estate in the hub of the family home, making a huge 
CONNECTION with your target households – 
and helping them forget about your competition, 
since you’re the only practice whose branding is in 
front of their face every day.

The most impressive statistic about fridge magnets 
is that households will keep a promotional branded 
fridge magnet for up to eight years! 

So you can also benefit from a long-term residual 
response. 

Our clients hear from potential patients who’ve had 
a practice’s magnet on their fridge for three years 
or more – and eventually those prospects call when 
they have a need.

In our experience, incorporating a custom promo 
fridge magnet with your mail-outs will generate 
pretty huge results; and our top clients agree, that 
for growing your practice and getting new patients, 
including a promo gift into your Direct Mail 
marketing is one of the best marketing investments 
you can make.

In Stephen’s words: “It’s the one media we know 
that if we invest money in magnets, new patients 
will come. We love how they’re so predictable and 
measureable.”

If you want to hear more about making a profitable 
connection with your patients and prospects with 
promo gifts in your Direct Mail, just give us a call 
toll-free at 1-800-291-2291.
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GUEST ARTICLE

To Be Great, You Must 
Embrace This Dirty Word...
Guest Article
> by Scott J. Manning, MBA

Selling.

You have got to sell everyday 
all day with every person who 
walks in. Though it ’s not what 
you think and not in the way 
you think about it. Actually, it ’s 
much different…

You sell with your words.

Also your actions.

You sell with your experience.

Also your teamwork.

You sell with your environment.

Also your philosophy.

You must realize that all things 
are ‘selling’ and either you are 
doing it effectively or you are 
ruining everything else being 
done – undoing the good. 

You get to choose to do 
this deliberately or do this 
accidentally.

Either way, you never stop 
selling… yourself, your value, 
the importance of what you do, 
the benefits of what you do and 
your relationship with 

your patients.

You heard me right. I said it… 

Never. Stop. Selling.

You can’t afford to get lazy 
about reminding your patients 
just how special you are.

Of course, I don’t mean the 
term ‘sell’ in the way so many 
apathetic-minded people think 
about it. 

I mean it in the way that ’s best 
for your patients. I have said it 
hundreds of times; to sell is to…

CONTACT 
THE PRACTICE MARKETERS TODAY FOR:

MARKETING RESOURCES, WEEKLY BLOGS, PUBLICATIONS, & MORE...

ThePracticeMarketers.com | 800-291-2291
Past Issues Available at ThePracticeMarketers.com/Newsletters

...continued on page 6
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Influence

Educate

Compel

Care

Parents ‘sell’ their kids on going 
to school, doing homework and 
eating certain foods.

Spouses ‘sell’ their partner on 
doing chores, running errands 
and even going on vacation. 

Those probably wouldn’t 
happen, certainly not as often, 
without a little selling being 
done.

To sell is to live, to be human, to 
be real, to take responsibility for 
creating positive outcomes.

Anyone on the team who doesn’t 
want to be responsible for their 
outcomes should be working for 
free – they show up just to go 
through the motions, pretending 
to contribute without actually 
owning what happens with their 
patients.

If you want to get paid, well 
you better be selling your value 
of why you matter and your 
involvement in the practice. 
It ’s plain and simple. Truth is, 
we can get anyone to show up 
and go through the motions. 
What we can’t get, what is really 
valuable, is the impact that can 
be made that helps us achieve 
goals and help more patients; 
which comes directly from you. 
Your personality, your talents 
and your ability to engage 
patients all leads to getting 
them to believe in what you are 

doing, why they are there, how 
it matters and how it benefits 
them.

That ’s the value. That ’s the test 
of real influence… do patients 
follow-through, comply, invest 
and return.

Anything short of those four 
things is failure.

And if you want bonus points, 
you gotta be so good that 
your patients can’t wait to tell 
someone else about you as they 
gather up all their friends and 
family and turn them into your 
patients too.

None of this happens on 
accident.

It happens because you made 
it happen by doing something. 
By selling your value to them; 
by selling the importance of 
what you do for them; and by 
selling why it matters enough 
that they should listen, pay 
and stay with you.

The other reason this matters 
so much is because you aren’t 
the only office they could go 
to. Believe it or not, there are 
a whole lot of forces out there 
working hard to deter your 
patients from coming in. You 
have to have good offense and 
defense if you want to win 
this battle, day in and day out, 
with each and 
every patient.

And that ’s 
where we will 
pick up next 
time. 

In the meantime, let ’s define 
all the ways we do a great job 
‘selling’ patients on us and 
where we could do a whole lot 
better.

If anyone says ‘I don’t like to 
sell’ or ‘I don’t like to call it that ’ 
– smack them. 

Nothing in this message is 
about you ‘selling’ the fee of 
dentistry; it ’s about something 
greater, much more important 
and significant.

The hardest part, as you see 
it, becomes the easiest part 
of everything you do, if you 
commit to mastering this. 

That is, if you will be a true 
professional and embrace your 
responsibility with this concept.

Scott J Manning, MBA has dedicated his career to helping 
Dentists approach their practice with calculated business systems 

that allow them to have a Lifestyle Practice. This is done by 
maximizing the time in the office and ensuring that each day, 

week, month, and peak earning year of their career is productive, 
valuable, and driving towards their goals. You can grab a FREE 

copy of Scott’s most popular book at:  DentalPracticeShift.com 
that reveals how to avoid the 7 deadly sins that sabotage your 

profits, peace of mind, and production growth.
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How Much Should You Invest in 
Your Practice’s Marketing?
The Question on Almost Every Dentist’s Mind...
> by Brian White Senior Marketing Consultant at The Practice Marketers Inc.

How much of your practice’s 
profits should you devote 
to marketing your practice?

This question can get tricky. 
Calculating the value of tangible 
items, like office equipment, is 
much easier than calculating the 
Return on Investment (ROI) 
for ads, billboards or direct mail 
marketing campaigns – because 
these require a long term tracking 
system. Yes, marketing value can be 
hard to assess… but that doesn’t 
mean it isn’t extremely valuable. 

The best way to calculate how 
much you should invest in your 
marketing program is to base it on 
your goals for practice growth, and 
the return you expect to get from 
your marketing efforts. ROI is 
based on a few things, but here are 
the top three factors:

1. The response rate to your 
 marketing campaign or plan

2. The yearly and lifetime value of 
 a patient

3. The number of referrals each 
 patient will likely produce

Estimating these, combined with 
your goals for practice growth, will 
help you calculate a budget for your 
practice’s marketing.

(For example, a new practice in 

need of more new patients will 
have to allocate a higher percentage 
of its profits to external marketing, 
compared to a decade-old practice.)

After you determine your annual 
marketing budget, it’s time to 
decide how much to invest 
in external marketing, versus 
how much to invest in internal 
marketing.

Obviously, you need to attract new 
patients using external marketing. 
However, you need to build trust 
and loyalty with your practice’s 
existing patients through internal 
marketing programs as well. (There’s 
no point in focusing on new business 
if you lose the old patients in the 
process.)

A good rule of thumb is to devote 
70% of your marketing budget to 
the external side of things, and 30% 
to internal (newsletters and referral 
card systems, for example).

External marketing might 
include ads, a great website and a 
direct mail strategy, for example. 
Internal marketing might rely on 
newsletters, a referral program, in-
office signage and more.

Even if your practice is thriving, 
and you don’t think you can 
possibly cram one more patient 
into your crazy schedule, you 

should still consider external 
marketing. 

Think of your practice as a leaky 
bucket: patients leave practices 
all the time, like water drip, drip 
dripping out of a bucket with holes 
in it. People move, people die, they 
change insurance or they simply 
stop coming for financial reasons. 
Either way, you need to replenish 
the water in that bucket as it seeps 
out. 

In other words, you need to restore 
your patient numbers on a monthly 
basis, because for reasons out of 
your control, attrition rates will 
always be something you need to 
consider; and new patients mean a 
healthy practice… or a full bucket!

So… how much should you invest 
in your practice’s marketing? Well, 
the answer is pretty simple: enough 
to keep growing your practice.

A lot of practices fail to invest in 
marketing, especially in difficult 
economic times. But marketing is 
as essential as the equipment you 
rely on every day.

A good marketing plan is your 
practice’s best friend – and like any 
relationship, the more you put in, 
the more you’ll get back. 

So be generous.



- BONUS -
Best Phone Script for...
Effectively & Confidently Reactivating Your Lapsed Patients

Many dentists prefer to reactivate lapsed 
patients with a telephone call... but when a 
team member calls, it can be hard for them to 
know what to say. Here’s a script that can help 
your team effectively reactivate lapsed patients.

WHEN THE PATIENT ANSWERS:

Hi {Patient name}, this is {Caller’s name} at 
{Dental Practice’s name}. I was thinking about 
you the other day, and I realized that it’s been 
awhile since we’ve seen you! 

I checked your records, and it’s been 
{number} months... so it’s important to  
get you set up with an appointment! 

Perhaps sometime over the next few weeks 
would work? Do you have a day or time 
preference? We have {list some days and 
times} available if that lines up with your 
schedule.

If the patient is receptive, you can finish 
by repeating the appointment day,  
and time:

Perfect! So we’ll be expecting you on the 
{day/month} at {time}. Looking forward 
to seeing you again!

If the patient you’ve contacted isn’t 
receptive, or seems hesitant about 
setting up a concrete time/date for an 
appointment, follow with this instead:

I’m sensing a little hesitation. Would you be 
comfortable letting me know if we can help with 
you with any concerns you may have – even if 
we’re losing you as a patient? That way, we can 
update our records. If we’ve lost you, we’ll miss 
you – but I promise we won’t take it personally.

You can prompt the lapsed patient with 
questions like:

> Have you moved?

> Have you changed your insurance plan, 
and we’re not on the list of providers?

> Lots of people are having trouble affording 
dental visits these days. If that’s the case, 
we’re happy to help you. Are you open to 
talking about it?

> Are you using a different dentist now? You 
can tell me, I won’t cry, I promise!

If they answer with something that you’re 
able to help them with – like cost – then by 
all means, help them out, and book them 
in! However, if you’ve lost that patient “for 
good,” then simply say:

I’m sorry we won’t be seeing you again… 
we’re going to miss you! We’ve enjoyed you 
so much as a patient. 

If anything changes, and there’s a chance we 
may see you again, PLEASE don’t hesitate 
to call! Best wishes, and take care {patient 
name}.

No matter what the outcome is, you win – 
because it ’s best to keep your records as up-
to-date as possible. 

You want to move lapsed patients into the 
“active” file, find out the reasons for why they 
lapsed or discover why they left your practice. 

Ultimately, a good phone script can inspire 
patient reactivations or gather valuable 
information. Both outcomes can save time 
and money for your dental practice.
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