
Creating a Differentiator



5 Keys to Keeping 
Patients Coming Back

1. Treat the Patient, Not Just the Tooth

2. Co-Diagnosis (report Findings)

3. Time, Pain, Money

4. Differences

– Harvard Business Review April 2013 

5. Connection



1.Know

2.Like

3.TRUST

Rules of Business and Referrals



Rapport is 
Power

• Total responsiveness 
between people



The Magic of Rapport

1. Rapport is created by feeling of 
commonality

2. Words are only 7% of communication

3. Matching and Mirroring

– Milton Erickson, MD

– People like people who are LIKE 
THEMSELVES; or how they would like to 
be

4. Style is more important that substance 
INITIALLY



Becoming More Likeable
1. Learn to remember names

2. Be a comfortable person, so there is no strain in being with 
you

3. Acquire the quality of relaxed, easy-going so that things do 
not ruffle you

4. Don’t be egotistical.  Guard against the impression of 
knowing it all.

5. Cultivate the quality of being interesting so people will get 
something of value from their association with you.

6. Study to get the “scratchy” elements OUT of your personality

7. Sincerely attempt to heal, on an honest basis, every 
misunderstanding you have had or now have.  Drain off your 
grievances.

8. Practice liking people until you learn to do so genuinely.

9. Never miss an opportunity to say a word of congratulation 
upon anyone’s achievement, or express sympathy in sorrow 
or disappointment.

10. Give spiritual strength to people, and they will give genuine 
affection to you.



Selling the Case

• Find the problems

• Listen, Simplify, Connect
– Tell them

• What you find

• What you think

• What you feel

• MONEY (USUALLY last) 





Meet “Al”





Treatment Acceptance

• What is the number of days, on 
average, to case acceptance in a 
dental office?

69.8 days



D I S C







Purpose of DISC
1. To help you better understand 

YOURSELF

2. To help you better understand 
OTHERS

3. To help you be MORE PRODUCTIVE 
and have LESS ANXIETY when dealing 
with people

4. To treat others as they wish to be 
treated

• We judge OTHERS by their behavior, 
we judge ourselves by our intentions 
(which no one can see)



Reserved 

Outgoing

First Question

1. Am I more Outgoing, or am I more Reserved?

Understanding  Yourself …

Everyone is “wired” differently.  To understand yourself better, ask yourself these two questions:



Understanding Yourself... Traits to look for:

Outgoing / Active

Fast - paced

Involved

Energetic

Optimistic

Positive

Enthusiastic

Reserved/Passive

Slower – paced

Cautious

Concerned

Reluctant

Critical thinking

Discerning

Reserved 

Outgoing

Their focus is on talking 

things out.

Their focus is on thinking 

things through.



Second Question

2. Am I more Task-oriented or People-Oriented?

Understanding Yourself... 

Task-

Oriented 

People-

Oriented 



Understanding Yourself … Traits to look for:

Task-Oriented People-Oriented

Form

Function

Programs 

Plans

Projects  

Process

Relationships  

Caring

Sharing          

Emotions

Feelings

Friendships

Task-

Oriented

People-

Oriented

Their focus is on getting 

things done.

Their focus is on other 

people and how they feel.
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Remember: Everyone is a unique blend of these four parts.

When you combine these two ways to divide the circle, you will see that they give 

the circle four parts, so you can visualize the four temperament types.

Most people have predictable patterns of behavior.  They relate to specific personality styles. There are 

four basic personality styles: D, I, S  and C. They are also known as temperaments. They blend together 

to determine your unique personality style. The graphic overview of the Four Temperament Model of 

Human Behavior will help you understand why you often feel, think and act the way you do. 



D
• Driven by authority

• Will easily try to take control

• Embraces any change that will 
help them get results

• Very comfortable responding to 
direct confrontation

• Treasures loyalty

Seeks results. Active.

Multi-tasker.

Greatest Fear: Being taken advantage of



Seeks Control

Decisive

Direct

Results



I
• Relationship-oriented

• Emotional and animated

• Great storyteller

• Encourager

• Treasures great experiences 
with others

Seeks friendly environment. 

Always active.

Greatest Fear: Rejection / Loss of Approval



Persuasive

Spontaneous

Friendly

Spotlight



S
• Easygoing and agreeable

• Evenly paced

• Good listener

• Compassionate

• Treasures peaceful relationships

Seeks a team environment. 

Very loyal.

Greatest Fear: Loss of Security / Confrontation



Team-Oriented

Follow-Through

Loyalty

Acceptance



C
• Compliant

• Conscientious

• Accurate

• Detail-oriented

• Treasures perfection

Seeks an environment that 

honors logic and facts.

Greatest Fear: Criticism



Compliant

Analytical

Planner 

Accuracy







Communicating with a D

• Be brief, direct, and to the point. 
Then leave.

• Ask “What” not “How” questions.

• Focus on results.

• Don’t ramble.

• Discuss a problem and its effect 
on outcomes.

D



Communicating with an I

• Don’t do all the talking.

• Don’t ignore their ideas.

• Allow time for socializing.

• Follow up with the details in 
writing. 

• Four short 10-minute discussions 
are better than one 40-minute 
discussion. 

I



Communicating with an S

• Create a friendly tone for the 
discussion.

• Show interest in them as a person.

• Don’t be overly aggressive.

• Minimize the potential for 
confrontation.

• Give definition to the goal and 
everyone’s role.

• Give them time to adjust to any 
changes.

S



• Provide all the details.

• Use validated facts.

• Be precise in your explanation.

• Be very specific. 

• Be patient, answer all their 
questions, and follow up to 
provide them with the additional 
data they request.

C

Communicating with a C



• A winning hand isn’t made 
of the four same cards—it’s 
made of different cards 
working together!

Big Idea



In Sales
• I’s open the door

• D’s close the deal

• S’s nuture the relationship

• C’s provide the credibility



Patient Assessment

• He is a 42 y.o. male

• He has recently lost an implant, hates his flipper and is 
uncertain of next steps.  He asks a lot of questions and is 
looking for guidance.  He expresses he is tired of bouncing 
between multiple offices.

• The implant has failed twice, is this a good option for a third 
try?  What is possible in the interim?















Here is what I 
know

• Aging is not for the faint of heart



Normative 
Physiologic 

Age Changes 
(*Dentist need take note of )

1. Decrease in ability to regulate body 
temperature

2. Decrease in ability to regulate blood and 
extracellular fluid volumes

3. Increase of gastric pH affecting absorption of 
meds

4. Decrease in GFR, lung capacity, sympathetic 
response, cell-mediated immunity

5. Cognitive changes



Roughly 348 Meds Cause Xerostomia



The critical pH of root surface is 6.2-6.7





In short,  one drop of SDF has the same 
amount of F as one liter of properly 
fluoridated water.

Fluoride content in SDF and Fluoride Varnish commercial unit doses 

 

Fluoride product Unit dose Concentration F ion mg/ml F ion mg/dose 

SDF 38% 
1 drop 

44,800 PPM 44.8 1.12
(0.025 ml) 

5% NaF Varnishes

0.25 ml 22,600 PPM 22.6 5.65

0.4 ml 22,600 PPM 22.6 9.04

0.5 ml 22,600 PPM 22.6 11.3

2.5% NaF Varnish
0.1 ml 

11,300 PPM 11.3 1.13
(4 drops)

One Drop of SDF

=

One Liter of Water
@ 1 ppm F



2 Designations 
for SDF

1. Caries arresting agent

2. Fluoride based desensitizer



SDF in General 
Practice

Caries Arrest in Dentistry

SDF is a valuable agent widely used to stop dental caries 
effectively, especially for children and older adults.

Non-Invasive Treatment Option

SDF offers a non-invasive alternative for cavity 
management, suitable for patients who cannot undergo 
traditional procedures.

Sensitivity Management

SDF helps manage dental sensitivity and minimizes the 
progression of carious lesions, improving patient 
comfort.



Case Studies













1 Month Follow-Up









Prevention needs to be INDIVIDUALIZED



I prefer “extra protection”



Proven prescription fluoride toothpaste with great taste.

Colgate® PreviDent® 5000 ppm 

PreviDent® 5000 ppm Booster 
Plus

(1.1% Sodium Fluoride) 
Toothpaste

PreviDent® 5000 ppm 
Sensitive

(1.1% Sodium Fluoride and
5% Potassium Nitrate) 

Toothpaste

PreviDent® 5000 ppm Enamel 
Protect

(1.1% Sodium Fluoride and
5% Potassium Nitrate) 

Toothpaste

PreviDent® 5000 ppm 
Dry Mouth

(1.1% Sodium Fluoride) 
Toothpaste

PreviDent® 5000 ppm Ortho 
Defense

(1.1% Sodium Fluoride) 
Toothpaste

Contains Tri-
Calcium Phosphate

SLS
Free

Contains Tri-
Calcium Phosphate

PreviDent® 5000 ppm Kids
(1.1% Sodium Fluoride) 

Toothpaste

INDICATIONS: A dental caries preventive and sensitive teeth toothpaste.
IMPORTANT SAFETY INFORMATION: Do not swallow. Keep out of reach of children. Acute burning in the mouth and sore tongue may be experienced by some individuals. If 

accidental ingestion occurs, side effects may include nausea, vomiting, diarrhea, and abdominal pain. See Package Insert for additional safety information.



Alternatives









Dr. Tim Bizga

Like Dr. Tim Bizga on 
Facebook                    

2thLectures.com

Email: 2thLectures@gmail.com
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