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Before We Begin… 

Why Do We Need a Constant 
Flow of New Patients Anyways?

• Your direct loss
• Your opportunity loss

Some other practice gets them and 
they grow, not you
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3 Sides of the Story…
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What the 
dental office 

sees

What the 
dental office 
doesn’t see

What the dental office doesn’t want to see
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What the Dental Office Sees
When there Are No New Patients

“Dentists don’t need to do marketing”
“Referrals only”

• Increased cancellations 
• Increased patients leaving
• Not as many bookings
• More competition

Puts you in a weird position
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What the Dental Office 
Doesn’t See

• How the new economy blocks new 
patients

• Patient attrition rate and its impact
• The “hidden” things that are working
• Proper dental marketing

Why? Too busy, don’t know, don’t 
care about marketing details
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It’s bad out there
New patient flow drying up

New patients are the 
lifeblood of the practice 
= death by papercuts
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What You Will Discover in 
the Next 45 minutes…

Strategy: How we can get more new patients to book 
every month, despite the new economy challenges

1. What we are up against and why we need to change 
our approach

2. What is proper dental marketing exactly? What 99% 
of marketing companies miss

3. How to do so by reducing or eliminating doctor and 
staff marketing labour

4. What strategies will make the biggest impact the 
fastest NOW: Introducing “Core 3”
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Properly caffeinated?
Lots of information 

Far more advanced than anything dental 
marketing companies are producing

Don’t worry about reading 
each slide.
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Why Should I Listen to Paul Special?
• Science geek - Electrical Engineering and 

Physics background
• Fell into dentistry and stayed 

– Way more women in dentistry than 
engineering

– Worked at front desk for years: testing, 
learning and listening

– Professional people
– Oh, and the marketing strategies were 

working…
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Why Should I Listen to Paul Special?
• Established multiple advertising systems (from recalls, to emergencies, to big 

cases) that have and continue to generate as many as 156 new patient calls and 
bookings monthly for over 10 years in highly competitive areas.

• Established 100% of clients as the highest rated offices in North America.
• Established 100% of clients as position 1-3 on the front page in Google search 

rankings. In most of these cases achieved 2 or 3 listings on the first page. These 
rankings continue to hold despite changes to Google and new competition.

• Produced ads that have brought in over $255,000 in cosmetic cases.
• Produced high demand promotions which resulted in over $132,000 in increased 

production, re-activations, crown and bridge/implant cases while decreasing both 
cancellation rates and patient attrition.

• Featured clients local and national news, and combined with NPS Inc.’s interview 
series, established and branded these clients as local “celebrities”.

• Established re-activation and production systems that have resulted in “hard-to-
get” patients back in the chair, even when their insurance has run out.
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Lessons Learned at the 
School of Hard Knocks

• Only people action counts!
• Respect the truth: What work and what 

doesn’t
• Feedback not failure, Test & Track
• Separating fallacy and emotions from 

fact
Result: Installed systems generating new 
patient flow every month in dental offices 

across North America
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What we are up against 
New Economy Challenges

• “New Economy” : economic, 
technological and psychological changes

• Since the 2008 financial crisis, we are in a 
strange place

• Change is the only constant now and it’s 
accelerating

There are 8 New Economy Challenges,  
Here’s how they block new patient flow
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8 New Economy Challenges

1.Trust
Too many footballs 
being pulled

*Financial crisis, bad marketing
*3rd party pollution

Takes longer to build and it’s more fragile
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8 New Economy Challenges

2. Boredom
We are used to being entertained at ALL TIMES

– Hate zero mental stimulus
– Everything is available *instantly* 

at our fingertips
Example: Movies from the 60’s vs. now
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8 New Economy Challenges
3. Clutter

Marketing everywhere. Everyone wants your attention. 

"Each of us sees more ads alone in one year than people of 50 years ago saw 
in an entire lifetime. The average North American is exposed to 500 to 
1,000 commercial messages a day (Arens 1999). That's anywhere from 
182,500 to 365,000 commercial messages that a person will view this 
year alone.” Direct Marketing News Magazine (12-22, 97)

We are master marketing dodgers
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8 New Economy Challenges

4. Overwhelm
• Too much advertising
• Too much going on in our lives
• It’s just too much to think about

Easier to do nothing
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8 New Economy Challenges

5. Resistance 
• What “they” don’t tell you
• Ignore it and you are pushing on a string
• 3 forms:

– Reactance: Don’t want to be sold (told to floss) 
– Skepticism: Wary of your proposal (treatment plan)
– Inertial: Changes in what they believe/do/think
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8 New Economy Challenges
6. Zero Tolerance
a) Buyer’s market
b) Won’t tolerate bad or rude. 
c) They will incite an online riot 
d) More choices: Find competition 

easily
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8 New Economy Challenges
7. Fears
• Anticipated regret
• Option paralysis
• Fear of making a mistake
• Clinging onto money more tightly
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8 New Economy Challenges
8. Conflicting interests & information:
• Gamblers

– Generic dental marketing companies: spend 
$8,000-$100,000 on one direct mail campaign in 
advance

• Greedy 
– Media Company: as many dentists as they can 

cram

• Misinformation
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8 New Economy Challenges
EFFECT: New Economy tilted the scale 

from sellers to buyers

How they look for dentists now: 
1. They research you first
2. Best bang for their buck
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The Undesired Truth
What the Dental Office  Doesn’t Want to See

• Most don’t really care about the dentist 
• Hard to get them excited
• It’s not you: prevention is the 

hardest thing to sell
• Word of mouth happens slower
• Drives patient acquisition costs up
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All of these factors contribute to 
the lowering of new patient flow 

(and more patients leaving out the backend)

How do you get new patients 
despite these hurdles…
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Is it a hare with flair 
or is it Trump?
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Dental Marketing Secret
Direct Response Marketing

“Persuasion in Print”

25



Common Marketing Belief
“Mad men” Advertising
• Coke does it, so we can too!
- Brand recognition, prestige, 

focus groups, awards
- No way to know if it’s 

working

Not dental marketing!
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Direct Response Marketing
Get a response from the 
prospective new patient

Imagine if you had a dedicated soldier whose only 
mission is to seek out new patients for you. 

Now imagine thousands of these soldiers dedicated 
to bringing you new patients every month. 
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The Golden Triangle of 
Direct Response Marketing

MessageMedium

Market
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The Market

• Most Important
Girl Guide Example 
• Girl Scout, age 13, setup outside 

of a San Francisco marijuana 
dispensary. 

• Sold 117 boxes in just two hours!!

MessageMedium

Market
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Girl Guide Example 2
• Katie Francis of Oklahoma City 

asked literally everyone to buy
• sold 18,107 boxes in the seven-

week sales period

MessageMedium

Market
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• Persuasion in Print

A.I.D.A
Attention
Interest
Desire
Action

MessageMedium

Market
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The Message



• Message: what / how you say it matters

–Example: Selling Christmas cards 
• “8 cards costs 3 dollars”: 40% bought 

vs. “8 cards costs 300 pennies”: 
doubled sales.

• “Half cakes” outsold “cupcakes”
MessageMedium

Market
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The top 3 
ads you’ve 

never heard 
of

• David Ogilvy 
• Sold out 

entire 
inventory of 
Rolls Royce
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The top 3 ads 
you’ve never 

heard of
• John Caples –

Tested 
Advertising

• 1926
• Sold hundreds 

of thousands 
on learning to 
play piano 
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The top 3 ads 
you’ve never 

heard of
• Wall Street 

Journal
• Simple letter sold 

millions of 
subscriptions of 
WSJ
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Simple Example – What You Say
Ex. New patient newsletter 
Before : 1 dental article, lots of space
• 3 new patients out of 10,000
After: Added direct response marketing devices 
• 12 new patients out of 10,000 a 300% increase
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“This ad looks ugly and will not work”
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* Ran for several years until completely exhausting
* Generated dozens of calls a month for braces
* Calls came in even when ad wasn’t running

* People were referring others based on the ad



“No one will 
read this”
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•Took existing promotion and 
“Apple”fied it 
•18% response (unheard of)
• Cut down cancellations
•Reactivated patients that havent’ 
responded to recall attemps in 
YEARS
•More than tripled crowns and 
bridges cases
•Brought in tens of thousands of 
dollars in creased production.
• People called to move up their 
appointments
• New patients



NO! 
Your patients 

will resent 
you
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“I want designer marketing that 
brings in new patients” 



The relationship with your 
patient is your pillar.

That should be 
communicated.

That is your marketing. 
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1 MILLION DOLLAR LESSON:

DON’T DO WHAT EVERYONE 
ELSE IS DOING!

Especially if they are failing at it
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Get as Many New Patients as we Can
• Most offices have one pillar supporting their 

new patient flow (referrals)

Easy to destroy 
new patient flow dries up

Look how 
ridiculous this 
looks!
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Get as Many New Patients as we Can
• 2 pillars (walkby’s,referrals) better but still unstable

2 Pillars are better but 
still easy to destroy 

Still weird looking
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Get as Many New Patients as we Can
• 4 pillars (referrals, walk-by, yellow pages, occasional flyer)

 Now we are talking! 4 
Pillars starting to become 
stable and supported. 

4 pillars are hard to destroy, but 
still can break, collapsing your 
new patient flow
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Secret to massive flow of new patients: 
New Patient Parthenon
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Direct Mail

Internet

Events Joint Ventures

Local Traffic

Promotions

Positioning

Newsletters

TV/Radio

• Most Stable of all –Parthenon – 2,444 years
• New Patient Parthenon: Mediums!

Seminars

Reviews

Videos/Book



Secret to massive flow of new patients: 
New Patient Parthenon
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Emergencies /
Cowards

New Movers

Cleanings

Referrals

Big 
Reconstructive

Big Cosmetic

Kids

Braces / 
Implants

Other cases/ 
single 

procedures
Unhappy 

with Current 
Dentist

• New Patient Parthenon: Markets!
Need time



• Each pillar of one parthenon has multiples

Predictable, steady, increase to new patient flow

Secret to massive flow of new patients: 
New Patient Parthenon
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Systems on top 
of 

systems
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MAXIMIZE MONTHLY NEW PATIENT FLOW FORMULA

SO….WE NEED TO RAMP UP LEADS
“N”umber of prospective new patient leads

X
“B”ooking “R”atio (%)

N x BR = Monthly New Patient Flow
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A LOT OF WORK to get ONE BOOKING! 

What can we do now:
• Most leads

• Shortest amount of time

50



The Internet
Why?

1. Standing in front of people looking 
for a dentist at that moment

2. Automation
3. Lowest cost per patient acquisition
4. It’s how people find a dentist now
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Where to Start
Dominate The Core 3

1. Google Reviews
2. Google Advertisements
3. Google Search Engine 

Optimization
Why? Remember A.I.D.A?
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Google Reviews
• Trusted
• Show up in 

search
• One of 7 

persuasion 
factors
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The Core 3 : Internet Strategies



Google Ads
• Trusted
• Show up in 

search
• Funnel the 

new patient
• Services
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The Core 3 : Internet Strategies



Google SEO
• Get to #1
• Multiple 

Listings
• Dominate 

everything
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The Core 3 : Internet Strategies



MAXIMIZE MONTHLY NEW PATIENT FLOW FORMULA

“N”umber of times we are in front of a prospective new patient
X

“B”ooking “R”atio (%)

N x BR = Monthly New Patient Flow

SO….WE NEED TO RAMP UP LEADS. 
Remember A.I.D.A? 56

Search CTR CPC BR Show Up Regular Raving



As many new patients as we Can 
Optimize the Chain – Fed from Parthenon

Very few companies understand this
1. Searching for a new dentist and see our ad/site: Impressions

– Need attention + new patient parthenon
2. Clicks to our site: Click Through Ratio (CTR)

– Need attention + Need catchy ad
3. Clicks Per Call (CPC)

– Need compelling reasons+ motivation 
4. Booking ratio (BR)

– Need staff training

5. Show ups 
– Need Positioning + staff training  (Note: NS/LMC reduction)

6. Show up all the time
– Great staff and doctor – builds relationship

7. Raving fan patient: Refers family/friends
– Great staff and doctor – exceeds expectations and builds relationship
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Search CTR CPC BR Show Up Regular Raving

Get them in!

Remember what 
dental offices DON’T 
see?



Where to Start
Once the Core 3 is setup

New patient calls start to snowball as 
the Core 3 turns on and ramps up

Then we add more and more “pillars”: 
D.M., Local Celebrity Authority

Growth is additive
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Concludes the intro strategy on 
getting new patients in the 

new economy.
Next topic:

Advanced Strategies
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