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Modern

TEcHNolOGy
To Run an Efficient Business

TODD C. SNYDER, DDS, FAACD, FIADFE, ASDA, ABAD
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Fellow, International Academy for Dental Facial Esthetics
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WHICH COMES FIRST, THE CHICKEN OR THE EGG?

WHICH COMES FIRST, THE CHICKEN OR THE EGG?

—Sir Francis Bacon (1597)
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“Knowledge IS Power”
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—Albert Einstein
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INSANITY
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Ditch Digger…. 
…..Down In The Mouth

• Many dentists get focused on there own 
skills, techniques and utilization of 
modern dental service technology.

• Many dentists do not possess any staff 
training protocols.

• Many dentists do not have any formal 
business training or a business or 
marketing plan.
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FRUSTRATIONS & 
CHALLENGES
DEFINE YOURS

Three common frustrations in dentistry

• Financials/Income/Debt

• Insurance companies

• Staff

Where have you placed too much time & emphasis?

Where have you not focused??

Dental
Skills
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Dentistry

Continuing 
Education

Staff
Marketing

Business & 

Sales Skills

Private Dental Offices/Clinics Typical Focus

96%

1%1%1%1%

Dental Business

Dental Procedures/Techniques

Marketing/Advertising

Staff Skills

Sales Closing Skills

Business Skills
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A Balanced Business Plan

20%

20%

20%

20%

20%

Dental Business

Dental Procedures/Techniques

Marketing/Advertising

Staff Skills

Sales Closing Skills

Business Skills

WHERE ARE YOU IN YOUR CAREER?
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Define your vision & goals
Vision-is your why or what you want to achieve

Everyone’s is different what is yours?

Research shows that people who right down their vision and 
goals are more likely to accomplish them. 

Goal-is a specific target to achieve something

Write down your vision and goals for work, home, and retirement

How do you define your success and is there a vision and goals to 
get there?

-Money?

-Free family time?

-Net worth?

Follow these guidelines to setting SMART 
goals and you will be surprised at what you can do:

• Specific. Your goal should be clear and easy to 
understand… 

• Measurable. A goal to “lose weight” is not enough. ...

• Attainable. Before you can add a number, you have 
to know how high or low you want to go. ...

• Relevant. ...

• Time-bound.
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How good is your diagnosis?

Are you still diagnosing with this??

50%
accurate

Adrian Lussi - 1994 paper in 
Caries Research demonstrated 
that an explorer only detected 
caries in 14% of teeth that 
actually had decay 
histologically (Low sensitivity)
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How do you diagnose decay??

Is it thru conventional radiographic analysis?
Approximately 25% demineralization must occur to see a cavity on a conventional 

radiograph.  Equates to 40-60% demineralization on the tooth surface.  

Radiographs miss 70-80% of occlusal cavities.Digital radiographs provide the ability to manipulate image size and appearance.

67%
accuracy

Thru intraoral photographic interpretation?

How do you diagnose decay??
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1896
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PORTABLE

LIGHT WEIGHT

INEXPENSIVE

RUGGED

ROI 

TRADITIONAL FILM PACKET

•

•

•

•

•

•
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FLUORESCENT TECHNOLOGIES

What fluoresces in fluorescent-based technologies?

• Bacterial porphyrins (bacterial breakdown product),

• Stain,

• Tartar,

• Food debris

All fluoresce under the wavelengths used in most caries 
detection devices, whether or not caries is present.

 Lussi A , Imwinkelried S, Pitts N, Longbottom C, Reich E. Performance and reproducibility of a laser 
fluorescence system for detection of occlusal caries in vitro. Caries Res 1999;33(4),261–266.                           

 Lussi A, Hibst R, Paulus R . DIAGNOdent: an optical method for caries detection. J Dent Res 
2004;83C, C80–83. 

 Verdonschot E H, van der Veen M H. Lasers in dentistry 2. Diagnosis of dental caries with lasers. 
Ned Tijdschr Tandheelkd 2002;109(4), 122–126.                                                                                 

 Konig K, Flemming G, Hibst R. Laser-induced autofluorescence spectroscopy of dental caries. Cell 
Mol Biol (Noisy-le-grand) 1998;44(8), 1293–1300.

 Alwas-Danowska HM, Plasschaert AJ, Suliborski S, Verdonschot EH. Reliability and validity issues of 
laser fluorescence measurements in occlusal caries diagnosis. J Dent 2002;30(4):129-34.

 Rechmann P, Rechmann BM, Featherstone JD. Caries detection using light-based diagnostic 
tools. Compend Contin Educ Dent. 2012;33(8):582-4, 586, 588-93; quiz 594, 596. 

PATHOLOGY DRIVEN DIAGNOSTICS
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CariVu Fiber Optic Transillumination TIP
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Routine Bite Wings

Intra Oral Image
What do you see #20D
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No question D1 caries on CariVu

Bitewings versus 
CariVu

From 2014…faint sign on 20 distal, nothing really in 
2015…but now we have CariVu

2014 2015
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•

•

•

•

EASILY 

DIAGNOSING 5X 

MORE DECAY

MDP Penta-P MDP MDP

Adhesive Functional Monomers

MDP 
GPDM 

MDP Modified 

Phosphates

MDP 

75

77



2/24/2020

27

•

•

•

•

•

•

•
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What substrate are we treating?

Class I or II

:Composite Preparation

3x Tubule Density Equals Higher Fluid & 

Increased Difficulty for Bonding

30% Decrease in Bond Strengths with most 

bonding systems.
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What tools are available and do 
I have them? 

I need to look at things 
differently or get someone else 

to help with the case.

Could I get a better outcome in 
the case?

PREPARE

Could I help the patient earlier 
to save tooth structure?  

Can I be more successful in 
business by implementing this 

product?

Crystal Structure Diagnostics
The Canary System  Detects Cracks  & Cavities not 

Visible on X-rays

+ Around & beneath intact margins of fillings & crowns

+ Under sealants (including opaque sealants)

+ On proximal surfaces

+ On smooth surfaces, pits & grooves

+ Around orthodontic brackets

Measures tooth structure breakdown, allows for early 

treatment 

+ Restore conservatively

+ Remineralize back to health

+ Seal with confidence

Research claims validated by 60+ papers

15+ case reports & 2 FDA CFR 21 clinical trials
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The Science Behind The Canary System 

• Pulses (2 Hz) of laser light hit the tooth surface. 

• Tooth glows (Luminescence,  LUM) and releases heat (Photo-Thermal 
Radiometry,  PTR).

• Defective tooth crystal structure affects the retained heat and 
luminescence signatures.

➢Energy Conversion Technology

Temperature 

increase < 1oC 

not harmful

• Detected signals reflect the tooth’s condition. 

• Detects 50 micron lesion up to 5 mm below the surface.

Delegated Scanning & Whitening Assistant
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Sensitivity & Specificity Study: 
University of Texas October 2012

Study Design
• 20 tooth surfaces selected with 

range of clinical conditions from 
healthy to early caries

• Visual ranking by 2 dentists 
• Canary Scan
• DIAGNODent
• Polarized Light Microscopy used as 

the gold standard to confirm 
presence of lesion & depth in that 
section 

Caries Detection Method Canary System DIAGNODent

Sensitivity 100% 18%

Specificity 100% 100%

Spearman Correlation with Lesion 
Depth

.84 .21

Canary is Superior to X-Rays for Proximal Caries Detection
Jan J et al. Caries Res 2014;48:384–450 DOI: 10.1159/000360836

Objective:

To compare the accuracy of The Canary System, ICDAS-II and bitewing radiographs in detecting proximal caries 

in vitro.

Methods:

 ICDAS-II (Direct Visual Examination): Blinded examiners ranked 100 proximal surfaces using ICDAS-II by 

direct visual examination of the surfaces

 Manikin mouth models: The teeth were then set in manikin mouth models, creating contacting proximal 

surfaces that very closely resemble in vivo  situation. 

 Histological validation: All surfaces were examined by polarizing-light microscopy to confirm the presence 

and depth of the caries lesions. 

Conclusion:
• BW radiographs could only identify 26.7% of the lesions which questions its ability to be the 

gold standard 

• The Canary System is the only method examined with both high sensitivity and high specificity. 

• The Canary System is more sensitive than bitewing radiographs in detecting interproximal 

caries
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Interproximal Caries Detection

Bitewing radiograph did not detect caries.

Caries located on buccal aspect of the contact area

Demineralized 
enamel

Caries Detection 
Method

The Canary 
System

DIAGNOdent

Sensitivity 83% 64%

Specificity 79% 46%

• Canary Numbers >20 when scanning sealants (3M™ ESPE™ 
Clinpro™ Sealant) placed over pit & fissure caries.

• The caries detection ability of the Canary System was not 
affected by sealant & was more accurate than DIAGNOdent.

Sensitivities and specificities for pit 
& fissure caries detection after 
sealant placement.

Canary Number 66

Canary Number 37
Caries into 
dentin

Post-sealant

Pre-sealant

Cross-section

Sealant

Detection of Caries Beneath Sealants
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After all the cleaning and diagnostic technology 
being used, what if you find something?
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Topical Therapies
• More caries resistant
• Remineralization
• Desensitization
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Minimally Invasive Treatment

• Apply MIPaste Plus for 3 minutes

• Patient applies at home 2x/day
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MI VARNISH™ WITH RECALDENT™ 
(CPP-ACP)
Bioavailable calcium,  phosphate & fluoride
for an enhanced varnish treatment
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Bacteria

Produce Acid

Attack Enamel

Demineralization

DECAY

Xylitol & ProBiotics

MI Paste, Enamelon

Remineralize

Other Systems 

Radiograph

How will you diagnose this?

How will you prepare

and treat this?
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TIP 
Look at every case differently

Technology is always changing as are our techniques.

!

AACD.

FACT
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One of the most powerful, fastest 
& least expensive tools that uses 
research & technology to create 
cosmetic opportunities??

Question

WHITENING

Immediate Call to Action Motivator

Start Here
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Over-the-Counter Teeth 

Whiteners: $1.4 billion 

(MSNBC) ... 

(Consumer Reports).

Over The Counter Whitening
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Whitening
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Opalescence GO!
• Fast, Easy, Effective, Better 

Experience
• Convenient & affordable 

professional whitening to GO
• Pre-loaded, disposable UltraFit™ 

tray for a custom-like fit
• Molar-to-molar coverage
• No chair time
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Reduce or Eliminate Sensitivity

• Potassium Nitrate & Fluoride

Opalescence Go Sample Tower

127

128



2/24/2020

51

MAVRIK DENTAL SYSTEMS

“Total annual revenue in the teeth whitening 
industry topped $11 billion at the beginning of 

2015, with $1.4 billion spent on teeth whitening 
products. These figures suggest a steady annual 
increase in the teeth whitening market industry, 
which is expected to continually climb over the 

next 10 years” AACD Research

129
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https://www.mavrikdental.com/
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Cosmetic Alterations

• How many of you want to buy something 
sight unseen?

• How many of you want to experience 
something first before investing?

• Your patients are no different!

• They are concerned about how it will look 
and feel. They want to be excited and happy!

• Don’t Just Tell…..
Show & Tell!
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The Key to Success:

Visualization
How interesting is it that you are showing?
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YOU NEED CAMERAS

137

138

http://www.instagram.com/Toddsnyderdds/
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EYESPECIAL C-III & IV (SHOFU)

• Designed for dentistry

• 8 modes

• 12 Megapixels

• Dental cropping and grid lines

• Large LCD touchscreen

• Water and chemical proof

• Durable rugged Exterior***

• Fast autofocusing & anti-shake capabilities

• Held with one hand – weighs only 1lb 

• Compatible with the Eye-Fi X2 card –

Immediately upload images onto PC, iPad, 

Tablet or Smartphone

EYESPECIAL C-III (SHOFU)
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MAGNIFICATION RANGE
• Chose the magnification ratio/range by rotating the dial key

• Icons to help you determine and select the range properly 

STANDARD MODE

141

142



2/24/2020

58

EDIT & DRAW FUNCTION ON THE

EYESPECIAL C-II

• Edit functions are ideal for 

patient education 

• Under the Menu key you can:

• Draw on images to show 

areas of focus

• Rotate the image

• Protect the image against 

being deleted

WHITENING MODE
FOR SHADE COMPARISON BETWEEN BEFORE AND AFTER WHITENING

• Similar to “Low-glare” mode but with lower light intensity

• Reduces glare and emphasizes the surface texture and shade

• Delegated Whitening & Imaging Assistant

Upper arch whitened 

Lower arch not whitened 
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ISOLATE SHADE MODE
FOR OPTIMAL SHADE MATCHING

EyeSpecial C-III

Quadrant Dentistry

35mm Pro
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EyeSpecial C-III35mm Pro

Cosmetic Dentistry

EyeSpecial C-IIIKodak DCS-N

Cosmetic Dentistry
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What do they want or envision?

Look at books or your cases.

Bring in examples of smiles.

Everyone has an 
opinion & priorities

How WHITE?

Translucency?

What Texture?

Color Transitions

149
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Photographic Manipulation

• Cosmetic “Imaging” Software
• SmileFy app
• PreVue app
• SmileVision
• DentalGPS
• DSD

• Digital Agents
• Virtual Smiles ($125/image)
• DreamSmiles (<$4000 a year?)

• Less than an hour
• Prevue
• Evident

• Ivoclar/Kapanu?

Why Does this Work?

✓Creates awareness 

✓Suggests the possibility

✓Promotes discussion

✓Provides bridge to clinical evaluation and 

presentation of options

✓Creates EMOTION and DESIRE
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Digital Smile Mockup

-is a proven practice building program that can:

Dramatically increase your patient’s interest in a smile 

transformation

Remember, 50% of your patients want to improve their 

smile

The goal is to help them visualize themselves with an 

improved smile

When you hand a Digital 
Simulation to your patient, you 
plant a seed of what is 
possible, a constant reminder 
of what their potential new 
smile can be.  They can show it 
to their friends and family, you 
can put a copy in their chart for 
follow-up, have them hang it on 
their refrigerator...!
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https://prevudental.com/
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The Key to Success:

Traditional Veneers

Diagnosis & Treatment Planning

The Key to Success:

159
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Traditional Veneers
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You are selling the Emotion…

Do you know “THEIR” desired outcome?
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• There never seems to be enough of it…

• It has to be built into the schedule or out source to employee

• Take the time to huge profit

• Know what the case is going to entail ahead of time

• What is the patients Chief Complaints?
• Pick 3 to address

• Why do they have these problems?

• Are they going to drive you crazy?

Time

169
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Decrease Cancellations

• Psychology study showed people that 
wrote down their appointments 
showed up more often than people 
that did not.

• Immediate Smile Change Consultation?

• Can they come back in a week?

Time (CONSULTATION)

OR
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Machined from Aerospace Aluminum
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-Patient wants to fix the small 

lateral incisor 

-No tooth reduction

OPPORTUNITY
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Beadline Provisional Mockup

Beadline Provisional MockupBeadline Provisional Mockup

Diagnostic Models with a waxup are duplicated.  Special over 
impression is created and used to deliver temporary mockup

181

182

http://d1ue90e5sp4tcv.cloudfront.net/668/images/Grid_Image_20945_22_v1.pdf
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LISTEN For Yourself
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Show & Sell Possibilities..

COSMETIC
Changes

3 out of 5 • Patient came in to fix small lateral incisors

• Wants “Absolutely” no tooth reduction

• What drives him?
• Appearance

• No Tooth Reduction

• Emotion

• Desired Outcome….     Feel Better, more confident?

185
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Results

Confidence, 
Dating,
Work,
Emotional Goals

Cosmetic Dentistry

• Do YOU WANT more Cosmetic Cases?

• Patients desire a change
• But don’t know what they want (typically)

• What are their Chief Complaints (pick 3)

• Why?

• And What will that accomplish? Reasoning behind Tx.

• Always look at the big picture

• Take photos

• Write down where they can see their Chief Complaints
• Signature on waxup

• Signature on provisionals

• Signature for final cementation approval
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The dental market grew 70%
from 1990 to 2015…

DENTIST EARNINGS WERE FLAT FOR 15 YEARS 
WITHIN A HIGH GROWTH MARKET!

…but general dentist earnings 
remained flat!

T H E  R E I M B U R S E M E N T  C R I S I S

Source: ADA HPI Report: State of the Dental Market: Outlook 2018, December 2017
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https://profitableppos.com/request-info/
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CoffeeThe Art of Coffee
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Average Cost for a Cup of Coffee $2.99  
(7/2019) 
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$50+/cup
$500+/lb
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$50/cup
$200-$500/lb

Asian Palm Civet
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$15  Press

$1750  Lamborghini
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$11,000  Clover

$20,000 Siphon bar

Roasting Plant Javabot – $1,000,000
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Marketing 
Department
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The Art of Aesthetic Coffee
The Art of Coffee

TEA $36,000-69,000 per pound
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• Gift Certificate

• VIP Referral cards

• Custom Whitening

• Custom patient cape

• Blanket

• Custom bag
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• Evaluate the office & brand appearance

• What is your message

• Look at your team

• Is everyone trained to offer the same care and service repeatedly

• Protocols 

• Repetition and consistency

• Greetings and goodbyes

• The best 

• Patient Perception?  What do they see?

227
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• What does the patient see?

• Insurance dentist?

• Family dentist?

• Discount dentist?

• Who are you?

• You need to know

• Patient Referrals

229
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• Consumers are being over run with spam in many ways

• Consumers want instant (relevant) information

• Business owners want results……
• ..but many are not sure how to achieve them today.

• Consumers are being over run with spam in many ways

• Consumers want instant information

• Business owners want results……
• ..but many are not sure how to achieve them today.

• What image do we want to portray?

• Consistent brand image

233
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• California has 6 dental schools 

• (more than any other state, potentially a 7th to be built)

• Between 500-600 graduates every year in CA. 5000 in U.S.

• Dentist to patient ratio in CA is one of the worst at almost 1:1300 

compared to 1:2500

• 32000 approx in CA (14% of nation)

• Orange County the worst ratio in CA

235
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These ARE the NORM everyday!!!

• Increase in discount dentists

• Increase in managed care facilities and growing quickly.

And I Love IT.. And so should you
1. Brand Image

2. Customer Care Protocols

3. Employee’s Role

239
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INEXPENSIVE

Dental Marketing
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Quality, Service, Integrity
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1. Customer focus is the key

2. Exceed the expectations

3. Respect & EMPOWER your 

employees

249

250



2/24/2020

110

• Smile

• Remember that a person's name 

is to that person the sweetest and 

most important sound in any 

language.

• Make the other person feel 

important 

• Be a good listener. Encourage 

others to talk about themselves

Invest in technology.

-Office iPad (Large)

-35mm Digital Camera

-Big Lobby Television

-Software Systems

Personal Case Books

Office Displays 

Referral Cards

Gift Cards

Custom Smocks & Bleach Kits

Modern Tools**
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Lobby Patient Education Display
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Fast & Convenient

Keep payment data off your network

80% growth from 2015 - 2020

70% pay the day of mobile invoice

65% of Millennials prefer mobile pay

Why Mobile Payments

262

263



2/24/2020

116

John Doe 

Invoice

1.Attach 

Invoice
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TECHNOLOGY ALLOWS US TO GO FASTER

Remember The Old Appointment Book?

How LONG Did It Take To Answer A Question About Balances, Forgotten 

Appointments?
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Patients..

• Attention Spans Have Dropped

• People Want Immediate 
Gratification/Results

• Post Cards, Mailers, Yellow Page Ads, 
Commercials…..are dying.

• Who  are you?

• Why you?

• What do you offer?

• EMOTION…
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415-969-7695
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•EVERY new patient

•Post-op Follow-up

•Pre-op Information

5 Minute Plan
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•EVERY new patient

•Post-op Follow-up

•Pre-op Information

5 Minute Plan

•EVERY new patient

•Post-op Follow-up

•Pre-op Information

5 Minute Plan
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TIP
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WEAVE IS THE BEST SOFTWARE TOOL I OWN
• IT LETS ME DO MORE IN LESS TIME THAN WHAT IT WOULD TAKE THREE PEOPLE TO DO IN AN HOUR.

• IT REPLACES YOUR EXISTING PHONE WITH A VOICE OVER INTERNET PHONE THAT ATTACHES TO YOUR PRACTICE

MANAGEMENT SOFTWARE.

• IT GIVES YOU THE ABILITY TO CUT YOUR PHONE BILL AND BE REPLACED WITH A MODERN PHONE PLATFORM THAT

ALLOWS YOU TO.

• TEXT YOUR PATIENTS

• RECORD ALL PHONE CALLS

• AUTOMATED APPOINTMENT REMINDERS, FOLLOW-PS, POST-OP NOTICES, BIRTHDAY GREETINGS, AND MORE

• COLLECT BALANCES INSTANTLY VIA TEXT

• SEE UNSCHEDULED PATIENTS AND HAVE THE ABILITY TO INSTANTLY SEND AUTOMATED TEXT MESSAGES TO FILL GAPS IN

THE SCHEDULE

• NEWSLETTERS AND PROMOTIONS, ANALYTICS, FAX MACHINE

• SO MUCH MORE….. YOU HAVE TO GET A DEMO IT IS AMAZING!! 

• THE COST IS TYPICALLY THE SAME AS YOUR EXISITING PHONE BILL BUT YOU GET RID OF YOUR 

PHONE,  FOR THE SAME COST YOU REPLACE IT WITH SOMETHING BETTER THAT MAKES MONEY!

“People won’t
REMEMBER 

what you did or said, but they 
will remember

HOW YOU MADE THEM FEEL”

- Maya Angelou 
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• PUT THEIR NAME ON IT AND SOMETHING UNIQUE FROM THE APPOINTMENT THAT

THEY WOULD REMEMBER.  (HAVE YOUR STAFF SEND IF YOU WANT.)

• THANK THEM FROM YOU AND THE STAFF FOR THEIR HAVING CHOSEN YOU AND THAT

YOU HOPED YOU AND YOUR STAFF EXCEED THEIR EXPECTATIONS

• YOU CAN THEN ADD LINKS TO YOUR SOCIAL MEDIA, BLOG, YOUTUBE, PODCAST, 

REVIEW LINKS

• RE-EMPHASIZE THE TIME AND EXPERIENCE YOU GAVE AND WHY THEY NEED TO

SHOW UP ON TIME AND THAT YOU SEE ONE PATIENT AT A TIME

EVERY NEW PATIENT GETS AN EMAIL 
AFTER THEIR FIRST APPOINTMENT

“If you keep doing what you’ve always done, you are going 

to keep getting what you’ve always got. You gotta switch it 

up!”

“Rich people think big. Poor people think small.”

“If you want to change the fruit, you have to change the 

roots. If you want to change the visible, you have to change 

the invisible first.”

“If you are willing to do only what’s easy, life will be hard. But 

if you are willing to do what’s hard, life will be easy.”

“The biggest obstacle to wealth is fear. People are afraid to 

think big, but if you think small, you’ll only achieve small 

things.”

“Successful people have fear, successful people have 

doubts, and successful people have worries. They just don’t 

let these feelings stop them.”
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Public Speaker Training
• Dale Carnegie

• Toastmasters

• Chamber of commerce

• Rotary club

• Kiwanis club

• Business groups

• VERBAL SALES TRAINING

Personal Development...

Business

Deliver

PATIENTS
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Working Harder or Smarter?

• Look at your team
• Is everyone trained to offer the same 

care and service repeatedly

• Protocols 
• Repetition and consistency
• Scripts
• Daily Procedures

• Accountability
• Tracking & Monitoring Tasks
• Business Phones

You Need A Coach.

• Corporate Dentistry has them

• Everyone needs assistance to excel
• Staff training

• Business advisors

• Financial advisors

• Marketing advisors

• Retirement advisors
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What happened to your piece of pie?

• More people working in the front than those 
producing the dentistry

• Layers of supervisors and managers, many of which 
have little or no patient contact

• A dental budget has: 
• rent at 5%

• equipment at 5%

• marketing needs at 3% to 10%

• lab expenses at or more than 10%

• dental supplies at 5%

• total team expenses at 20%. 

• This item is one that you can control. It is the largest item 
in your budget. Most offices are staffed at closer to 30%.

97% of offices don’t train.
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An overwhelming majority of dentists report 
staff-related issues as the 

No. 1 stressor in their practices

Source: American Dental Association (ADA)

97% of offices don’t train.

311

312



2/24/2020

140

POOR EMPLOYEE TRAINING YIELDS:

3X more likely to leave

Source: Harris Interactive Poll

NEGATIVE IMPACT ON MORALE

STRESS!

Your business won’t be profitable & your team won’t be productive, if your 
environment is not healthy. 

Avoid an environment that can be described by any of these 

• Lack of expectations 

• Lack of integrity 

• Micromanagement 

• Lack of trust 

• Favoritism 

• Lack of clarity 

• Lack of communication 

• Indifference 

• Lack of recognition 

• Lack of accountability 

• Do the work.
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0% 5% 10% 15% 20% 25% 30% 35% 40%

Too busy

Staff not interested

Too expensive

No quality training

Source: American Academy of Cosmetic Dentistry, The Digital Dentist, & All-Star Dental Academy 2014 Survey 

Training Barriers

Technology Online

• Efficiency 24/7

• Accountability
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Module 4 Rapport 1: Foundation
Unit 1 Introduction Rapport
Unit 2 Foundation of Rapport

Unit 3
Fundamental Techniques in 
Handling People

Unit 4 Six Ways to Make People Like You

Unit 5 Mirroring & Matching
Unit 6 Outcome of Calls
Unit 7 How to Build Rapport
Module 5 Rapport 2: Personality types
Unit 1 The Know-it-All
Unit 2 The Storyteller
Unit 3 The Easy Peasy
Unit 4 The Rusher
Unit 5 The Informationalist
Unit 6 The Nervous Nelly
Unit 7 The Indecisive

Unit 8 The Price Shopper

Module 6 Rapport 3: Advanced rapport
Unit 1 Empathy
Unit 2 How Long to Build Rapport
Unit 3 VIP Process
Unit 4 Positive Language

Unit 5 Elements of the Rapport Process

Unit 6 Phone Success Quiz #02
Module 7 Engage: Foundation
Unit 1 Introduction to the Engage
Unit 2 What is Engage

Unit 3 Proactive v. Reactive Scheduling

• 14 Modules

• Quizes

• Exam
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http://students.allstardentalacademy.com/module-4/introduction-rapport/
http://students.allstardentalacademy.com/module-4/foundation-of-rapport/
http://students.allstardentalacademy.com/module-4/fundamental-techniques-in-handling-people/
http://students.allstardentalacademy.com/module-4/six-ways-to-make-people-like-you/
http://students.allstardentalacademy.com/module-4/mirroring-matching/
http://students.allstardentalacademy.com/module-4/outcome-of-calls/
http://students.allstardentalacademy.com/module-4/how-to-build-rapport/
http://students.allstardentalacademy.com/module-5/the-know-it-all/
http://students.allstardentalacademy.com/module-5/the-storyteller/
http://students.allstardentalacademy.com/module-5/the-easy-peasy/
http://students.allstardentalacademy.com/module-5/the-rusher/
http://students.allstardentalacademy.com/module-5/the-informationalist/
http://students.allstardentalacademy.com/module-5/the-nervous-nelly/
http://students.allstardentalacademy.com/module-5/the-indecisive/
http://students.allstardentalacademy.com/module-5/the-price-shopper/
http://students.allstardentalacademy.com/module-6/empathy/
http://students.allstardentalacademy.com/module-6/how-long-to-build-rapport/
http://students.allstardentalacademy.com/module-6/vip-process/
http://students.allstardentalacademy.com/module-6/positive-language/
http://students.allstardentalacademy.com/module-6/elements-of-the-rapport-process/
http://students.allstardentalacademy.com/module-6/phone-success-quiz-02/
http://students.allstardentalacademy.com/module-7/introduction-to-the-engage/
http://students.allstardentalacademy.com/module-7/what-is-engage/
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• 13 Modules

• Quizes

• Final Exam

Goal

Module 5 Working with Emergencies

Unit 1 Emergencies

Unit 2
Scheduling 
Quiz #01

Module 6 Broken & Changed Appointments

Unit 1 Introduction

Unit 2
Broken 
Appointment 
Policy

Unit 3

Handling 
Broken 
Appointment
s

Unit 4
Broken 
Appointment
s COSTS

Unit 5
What 
patients 
must know

Unit 6
Important 
Points

Module 7 Confirmations

Unit 1
Confirmation
s

Module 8 Early and Late Patients

Unit 1
Early and 
Late Patients

Unit 2
Scheduling 
Quiz #02
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http://students.allstardentalacademy.com/module-4/daily-production-goal/
http://students.allstardentalacademy.com/module-5/emergencies/
http://students.allstardentalacademy.com/module-5/scheduling-quiz-01/
http://students.allstardentalacademy.com/module-6/broken-appointments/
http://students.allstardentalacademy.com/module-6/broken-appointments-2/
http://students.allstardentalacademy.com/module-6/broken-appointments-3/
http://students.allstardentalacademy.com/module-6/broken-appointments-4/
http://students.allstardentalacademy.com/module-6/broken-appointments-5/
http://students.allstardentalacademy.com/module-6/broken-appointments-6/
http://students.allstardentalacademy.com/module-7/confirmations/
http://students.allstardentalacademy.com/module-8/early-and-late-patients/
http://students.allstardentalacademy.com/module-8/scheduling-quiz-02/
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1. Telephone Skills

2. Customer Care 
Protocols/Scheduling

3. Team’s Role/Training

4. Resource Library

5. 24/7

97% of offices don’t train.

(954) 323-2220

YOU SPEND MOST OF YOUR TIME WHERE?
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-Todd C. Snyder, DDS
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CORPORATE DENTISTRY

• Is growing 15-20% annually

• They compete for the same patient 
demographics as the solo practitioner.

• Discretionary income has shrunk for 
every segment of American society 
except the top 10%.

• Patient perception of dentists are 
changing based on work Performed, 
Marketing Seen and Fees offered.

• Run at lower overheads and have 
leveraged purchasing power.
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MARKETING

Clean, Responsive, Modifiable Website 

Traditional Websites
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NGenys

Pronounced Ingenious

Websites, Brand, Social Media and More

www.NGenys.com

332
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http://www.ngenys.com/
http://www.ngenys.com/
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Mobile Devices 

 Have patients take a video or photo 
and post it.

 Write a review and post it.

 Check in on Foursquare, Facebook 
or Google etc..
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Websites
 What products are available?

 Which ones should you have?

 How are they best utilized?

 Just because you have it does not mean it works correctly.

 How do you verify yours is correctly built and modified monthly?

 Who manages program?
 Delegateable?

 Training?

 Learning curve?

Do you want to be a star?
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Or a Sun?

Our single star is but one amongst 250 billion stars in our galaxy

Advertising Evolution- Internet & Social Media

• Traditionally Marketing was Expensive
• Internet is very Inexpensive comparatively
• Website (SEO Management/Quality Code/Page Speed)
• Reviews
• Social Media (need to claim them all with same name)

• YouTube
• Facebook
• Twitter
• Flickr
• Instagram-no cost High Return

• Cosmetic Imaging
• In Office 
• OUTSIDE OFFICE?
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COST?

• Cant afford?

• You better find a way

• Scarcity Mindset will never allow 
you to get anywhere

• Social Media is FREE!!

342
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http://www.instagram.com/Toddsnyderdds/
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Facebook
 Over 2.19 Billion users

 Over 60% of US population has an account

 No other media source has this much attention, tv, 
newspaper, magazines, radios etc..

 Info on birth date, email address, place of work, education,  
interests, etc..

 Create your own profile and then a business profile

 You will be the original admin for the site

349

350



2/24/2020

157

Personal Profile
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• Content posted in the early morning & evening have a 20% higher 

activity level due to work places blocking usage

• Thursdays have the highest level of engagement for brands in health 

& beauty industry

• Posts ending with “?” have a 15% higher engagement rate
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• Send out mailers, emails, texts letting people know you are on

• Give a flier to all patients at checkout with a Call To Action

• Advertisement in front office and website

• Post blog and patient reviews
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 Anything but not so often as to have people remove you.
 Website link, Demandforce link, local business profiles
 Blog link
 Photos- over 300 Million Uploaded Daily
 Staff input
 Videos
 Promotions
 Call To Actions!
 Limit posts to about 80 characters has shown higher 

engagement
 Use full URLs they get 3x higher activity

Facebook Content

Facebook Content (or any Social Media)
 Limit the type of personal info, photos and activity that 

you post.

 HIPAA

 Employee Manual needs to be upgraded to cover usage

 Do not discus patient/business matters

 Do not post fees or discounts (call for details)
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SOCIAL MEDIA

ALS Ice bucket challenge 
raised how much? 

Over 220 million for Lou 
Gerhig’s disease over 17 
million people did the 
challenge due to social 
media viral nature.

MY SOCIAL 
PRACTICE
• Social Posts

• Blogs

• Patient Engagement Tools

• Simple to implement dashboard

• Media Assistant

• Websites….
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MY SOCIAL PRACTICE

Facebook
 Content posted in the early morning & evening have a 20% 

higher activity level due to work places blocking usage

 Thursdays have the highest level of engagement for brands 
in health & beauty industry

 Posts ending with “?” have a 15% higher engagement rate

 Would is one word having the highest potential “like”

 Post, comment and like are the most commonly used
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 Send out mailers, emails, texts letting people know you are on.
 Solution Reach, Sesame, Demandforce automated information

 Give a flier to all patients at checkout with a Call To Action

 Advertisement in front office and website
 DENToolz media marketing screen

 http://www.facebook.com/badges/
 Profile, Photos, Like, Page 

 After 25 Likes you can claim your vanity URL
 ie. facebook.com/aestheticdentaldesigns

 Claim yours at facebook.com/username

Facebook

YouTube & Vimeo
 If a picture is worth a thousand words, then a video is 

worth millions.

 Demonstrate procedures, patient testimonials, staff

 YouTube videos can be embedded within blog posts 
creating more value as content.

 Need Videos embedded on website from YouTube & 
Vimeo

365
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http://www.facebook.com/badges/
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YouTube & Vimeo
 Second most popular search engine second only to 

Google.

 Valuable SEO, Google ranks very highly and tries to put 
one in for each search content

 Keep videos short (30 seconds or less)  so they will be 
watched to completion.  This is important to rankings.

 Use keywords and business name to optimize for SEO.

Twitter
 Over 974 Million Accounts

 140 Characters

 Photos

 Links

 Blogs, videos, etc
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Instagram
 Growing faster now than Facebook. 800 Million in 2017

 Owned by Facebook

 Only has video and photo postings with small 
descriptions.

 # for searchable indexing

 Highly searched for photos
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Instagram

 Indexable images

 Highlight your 
work

 Another Google 
Link

Flickr.com
Pinterest

 Image archive

 Indexed by Google

 Adds to online ranking
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You are a source for information
 80% of U.S. Internet consumers research health info online.*

 24% of U.S. online consumers engage in some form of health related 
social media once a month or more.**

*Pew Internet Project

**Forrester Research

Relevant Information
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Go ahead and follow these 5 basic steps

1 2 3 4 5

What tools are available and do 
I have them? Where do I start?

You need to take little steps each 
day.  As you get competent with 
one step, additional steps can be 

added.  In months you will be 
doing many steps daily and 

weekly.

Get better performance more 
easily when you and your staff 
do it yourself with help.  Who 

knows your content and patients 
best?  Someone just needs to 

oversee you.

PREPARE
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What can you 
do every day to 
grow you and 
your business?

“Present”

“Possibility”

“GAP”
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WAR MAP

“Present”

“Possibility”

“GAP”
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TIP 

It teaches you how to provide the best content and keep you current.

Simplify!

NGenys
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Free Marketing Information & Handouts

www.DENTOOLZ.com
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• Reduce Your Stress & Build A Better Life

• Better Business & Communication Skills

• Incredible Marketing & Advertising

• Front Office Simplification

• Office Metrics/KPI

• Responsive Websites, Social Media 

• Enhance Diagnostic Skills & Procedures

• Photography

• Elective Dentistry / Less Insurance Dependence

• Cosmetic & Restorative Dentistry

• New Materials, Techniques, Technology & more..

Online Training For Dentists
www.LEGIONpride.com
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http://www.instagram.com/LegionPride/
https://www.facebook.com/groups/2816247275098380/
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TODD C. SNYDER, DDS
tsnyder@LEGIONpride.com

www.drtoddsnyder.com
www.LEGIONpride.com

Thank You
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http://www.instagram.com/Toddsnyderdds/
http://www.facebook.com/todd.snyder.dds
http://twitter.com/tcsaesthetics

