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Taking a Glimpse at the Valuations of 2007
Chris Bentson, President of Bentson Clark

t the beginning of each year, Bentson Clark takes a quick look back at several 
figures from valuations completed during the previous year.  We have randomly 
selected 25 valuations from 2007.  This article will provide a glimpse into the 

current orthodontic valuation market as seen by Bentson Clark, as well as provide some 
measurement data that can be used to compare non-valued practices.

 The reviewed data gives the rounded net collections, practice income, adjusted 
overhead rate, value before debt, value expressed as a percent of collections, and number 
of locations for each respective practice shown.  We caution that solely looking at this 
high level data cannot provide an accurate value of a practice.  Other factors needed 
to fully understand an individual practice include, but are not limited to, financial and 
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AOrthoSynetics has provided support services to build successful 
orthodontic practices for more than 15 years. The company provides 
a variety of services to doctors to manage the business and marketing 
functions of their practices. For more information, visit the company’s 
website at www.OrthoSynetics.com or call 1-888-622-7645.
Note: Bentson Clark, LLC does not endorse OrthoSynetics or have an 
opinion regarding the services the company provides. This article is for 
informative purposes only.
 

What is OrthoSynetics
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Want to Learn More About Practice Transitions?
Call today and request Bentson Clark's Free Transition Planning Guide! Practice

Net 
Collections 
(Rounded)

Practice 
Income

Overhead 
Rate

Value 
Before Debt 
(Rounded)

Value 
as % of 

Collections

Number 
of 

Locations
1 $     912,000 $ 418,608 54.1% $    695,000 76.2% 1 
2 1,365,000 765,765 43.9% 1,162,000 85.1% 1
3 1,246,000 603,064 51.6% 973,000 78.1% 2
4 821,000 384,228 53.2% 486,000 59.2% 1
5 1,823,000 856,810 53.0% 1,388,000 76.1% 1
6 1,345,000 665,775 50.5% 954,000 70.9% 1
7 2,600,000 1,440,400 44.6% 2,111,000 81.2% 2
8 344,000 168,904 50.9% 234,000 68.0% 1
9 1,300,000 702,000 46.0% 1,076,000 82.8% 2
10 984,000 521,520 47.0% 740,000 75.2% 1
11 1,278,000 669,672 47.6% 1,083,000 84.7% 1
12 380,000 172,900 54.5% 263,000 69.2% 1
13 1,017,000 517,653 49.1% 766,000 75.3% 2
14 1,478,000 869,064 41.2% 1,340,000 90.7% 1
15 2,200,000 1,243,000 43.5% 1,938,000 88.1% 2
16 930,000 343,170 63.1% 605,000 65.1% 1
17 850,000 354,450 58.3% 497,000 58.5% 2
18 1,674,000 703,080 58.0% 1,056,000 63.1% 2
19 855,000 442,035 48.3% 664,000 77.7% 2
20 1,100,000 555,500 49.5% 819,000 74.5% 2
21 1,259,000 590,471 53.1% 944,000 75.0% 2
22 3,695,000 2,205,915 40.3% 3,201,000 86.6% 4
23 1,394,000 688,636 50.6% 1,041,000 74.7% 2
24 2,710,000 1,097,550 59.5% 1,931,000 71.3% 4
25 590,000 279,070 52.7% 444,000 75.3% 1

Average* $  1,366,000 $ 690,369 50.6%  $ 1,056,440 75.3%

Q:  What makes OrthoSynetics unique?

A: There are a lot of consultants and other orthodontic 
professionals that doctors have worked with who offer a great 
deal of advice; much of it is excellent.  However, my experience 
reveals that there is not another company in the marketplace 
that offers advice and implements its recommendations. We 
make suggestions and recommendations and then discuss 
these options with our doctors.  Instead of just drafting a report 
and handing it to them, we stand shoulder-to-shoulder with our 
doctors.  At  OrthoSynetics we stand by a doctor’s team and work 
through implementing the plans that have been recommended.  
If we get into the practice and the plan is not working, we 
will modify our recommendation to evaluate another possible 
strategy.  I believe that is a profound difference versus other 
services that are currently available to orthodontists.

Q:  Any final comments you would like to share?

A: Fundamentally, OrthoSynetics is a new company with 
new people providing services that have not been seen at its 
performance level within the orthodontic industry.  It is an 
honor to do what I am doing and it is an honor to be able to 
serve the orthodontic community. I am extremely excited about 
the company’s accomplishments last year and I look forward to 
its future for years to come.

1-800-621-4664

*The average line represents the average of each statistic. 



still own their practices. Our goal, using a holistic business 
approach, is to allow our doctors a single contact for all of their 
needs regardless of size. We treat each doctor individually; 
our database allows us to approach each practice separately by 
using practice performance information.

Q:  What is the difference between OrthoSynetics and its past 
counterpart, OCA?

A: The overall core services that the company offers today are 
delivered at a performance level far above what they were in 
the past. OrthoSynetics has made great strides, throughout the 
entire company, including the practice enhancement area, the 
marketing field and in the finance areas.

 OrthoSynetics offers a full complement of services to 
support the doctors in their practices success.   If a doctor has a 
need within a specific area, for instance, in marketing, we can 
provide that specific service without the doctor contracting our 
entire suite of products. 

Q:  How are OrthoSynetics practices performing?

A: Very well in comparison to the most recent October 2007 
JCO Study.  Our practices currently average $1.5 million 
in collections versus $922,000.  Additionally, our practices 

produce, on average, $610, 000 
in net income, including our 
service fees, versus the JCO 
average of $400,000 annually.  
Another important metric that 
we measure is our doctors’ 
quality of life balance.  Our 
data indicates that our doctors, 

on average, work 10.5 – 11 days per month versus an industry 
average of 14 -16 days per month.

 Our team employs an evidence-based, data driven 
operational model that focuses on key success factors that 
support our practices’ success.

Q: Who owns OrthoSynetics?

A: OrthoSynetics is privately owned by Silver Point Capital, 
a highly-regarded and extremely respected finance company 
that is very committed to OrthoSynetics and to our growth and 
future success.  The fact that OrthoSynetics is privately owned, 
I believe, is an enormous strength.  We have the ability to build 
a very successful company for the long term versus having to 
deal with the normal quarter-to-quarter pressure that a publicly 
traded company has to deal with.

ost orthodontists became familiar with Orthodontic 
Centers of America (OCA) when it debuted in 
1994.  That company recently went into bankruptcy 

and OrthoSynetics purchased assets from OCA to begin its 
operations with new leadership and a totally new business 
model. This new company has generated much curiosity in 
the orthodontic industry. Bentson Clark recently had the 
opportunity to speak with Chris Roussos, the President and 
CEO of OrthoSynetics, to find out more about this new 
company.

Q: What is OrthoSynetics and what is the Company’s 
background?

A: At the core, OrthoSynetics is a group of about 130 
employees who work primarily with orthodontic offices 
each and every day.  We have assembled a respected team 
with members from the orthodontic industry and operational 
spectrum to offer orthodontists with a distinct advantage in 
this highly-competitive marketplace. We purchased assets 
from the now defunct company called OCA and launched our 
business as OrthoSynetics. We felt it was first and foremost 
important to rebrand ourselves away from the old OCA.  After 
all, we have new management, and a totally new model, 
and our focus is on our core competency, which is creating 
a synergistic relationship with our clients. Synetics comes 
from the word synergy, which means we are about creating a 
synergistic relationship with our customers – the doctors, their 
office managers and their patients. 

Q: What services does OrthoSynetics provide to 
orthodontists?

A: OrthoSynetics’ goal is to serve doctors by delivering 
outstanding support through our comprehensive practice 
management services. Our company manages the business 
and marketing functions of orthodontic practices, including 
advertising, website 
development, payroll 
processing, financial 
reporting, purchasing, 
technical support, patient 
financial services, 
practice consulting and 
real estate services.  
We take care of all 
non-clinical business 
functions from growing 
a business to improving practice efficiency.  Importantly, 
although we provide business services to our doctors, they 
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operational data, demographical data, condition of the practice 
facility and its location, and examination of the office and its 
operating systems. By understanding and utilizing all of this 
data and applying valuation principles and methodology to 
each practice being valued, a reliable value be placed on any 
individual practice. 

 The data provided in the table shows that value as 
a percentage of collections in this 2007 sample ranges from 
58.5% to 90.7%, a variance of 32.2%.  This large variation in 
value on this measurement alone illustrates that simply using 
a rule of thumb (i.e. value as a percentage of collections) does 
not provide any reliable guidance as to the value of a practice.  
Nevertheless, it is useful to see how each practice’s overhead 
and profitability affects value, and the averages can give a 
picture of how the practices in this sample are performing on 
these metrics.

 This year, we have also shown the number of 
locations for each practice valued.  In this sample, 48% of 
the practices are single location, with the remaining practices 
having two or more locations.  The two smallest practices in 
this sample, Practices #8 and #12, are satellite offices valued 
independently of the practice’s primary location.  Also, 
Practice #21 represents two satellite offices valued together 
as one practice.  

 When looking at average practice value in dollars, 
the twelve single-office practices’ average value is $782,833, 
while the eleven two-location practices’ average value is 
$1,080,455, and the two four-location practices’ average 
value is $2,566,000.  By simply looking at the averages, the 

obvious suggestion is that 
practices with more than 
one location will afford 
the opportunity for higher 
revenue and therefore 
a higher practice value.  
However, by reviewing 
each of the practices in 
this sample, it is noted that 

there are several single-location practices that are as large or 
larger than many of the two location practices. Each practice’s 
growth potential depends on many factors other than the 
number of offices, such as the population of the city in which 

the practice is located, demographics of the population, and 
local competitive environment. 

 A similar comparison of overhead as it relates to the 
number of locations for this sample is as follows.  The twelve 
single-location practices’ average overhead is 51.0%; the eleven 
two-location practices’ average overhead is 50.2%; and the two 
four-location practices’ average overhead is 49.9%. It appears 
that overhead 
rates decrease 
as the number of 
offices increased. 
However, based 
on this limited, 
non-statistical 
sample, it is not 
valid to conclude 
that economies of scale are realized as additional locations are 
added. Bentson Clark will continue to monitor and report on 
this metric in the future to see if overhead generally decreases 
as the number of locations increase.

 Because the value of a professional practice is largely 
dependent on the amount of income available to the owner, 
the practice’s level of operating expenses (i.e. overhead rate) 
has a significant impact on practice value. The overhead rates 
of the practices presented in the sample range from 41.2% 
to 59.5%, yielding a variance of 18.3%.  These overhead 
rates have been adjusted to remove non-operating expenses, 
personal and discretionary expenses of the owner/doctor (e.g., 
automobile, payroll taxes, cell phone, personal travel and 
entertainment, family member salaries, etc.), and the owner/
doctor's compensation and retirement contributions.  Thus, the 
overhead numbers presented represent the true costs to operate 
the practice, with the net income representing the owner/
doctor’s total economic benefit received from the practice.  

 To illustrate the effect various overhead rates can 
have on value, consider Practices #2 and #6, which have 
respective net collections of $1,365,000 and $1,345,000, a 
difference of merely $20,000.  Practice #2 has an adjusted 
overhead rate of 43.9%, while Practice #6 has an adjusted 
overhead rate of 50.5%, for a difference of 6.6%.  Although a 
difference of 6.6% does not sound overwhelmingly significant, 
Practice #2 generates additional income to the owner/doctor 

“Each practice’s 
growth potential 

depends on many 
factors other than 

the number of 
offices."

Continued from page 1

"We are about 
creating a 
synergistic 

relationship with 
our customers."

An Interview with Chris Roussos, President and CEO of OrthoSynetics

M

"Our goal, using a 
holistic business 
approach, is to 

allow our doctors 
a single contact for 
all of their needs 

regardless of size."

Year
Net 

Collections 
(Rounded)

Practice 
Income

Overhead 
Rate

Value 
Before Debt 
(Rounded)

Value 
as % of 

Collections
2005 Average $ 1,392,764 $ 715,238 49.00% $ 1,098,108 76.85%
2006 Average 1,130,800 550,037 50.41% 809,480 72.90%
2007 Average 1,366,000 690,370 50.60% 1,056,440 75.30%

Average  $ 1,296,521 $ 651,882 50.00%  $ 988,009 75.02%

"Determining what an 
orthodontic practice is 

worth takes an extensive 
review of current and 

past financial and 
operational data."

Annual Valuation Summary

Continued on page 6 

Continued on page 8 

Any tax advice contained in this publication, including any attachments, was not written or intended to be used, and cannot be 
used, for the purpose of avoiding tax-related penalties or promoting, marketing or recommending to another party any tax-related 
matter addressed herein. This publication is not intended to render authoritative legal or accounting advice.  If legal or accounting 
advice or other expert assistance is required, the services of a competent professional should be sought.
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Chris Bentson is President of Bentson Clark. Chris is a veteran in the 
field of orthodontics with an 18-year career in the industry. He can be 
reached via email at Chris@bentsonclark.com.

ith energy prices rising at a record pace, no matter 
what method used to heat your practice, it is sure to 
cost more this year than it has in previous ones. The 

rising costs of energy resources like oil and electricity may 
be beyond your control, but it is simple to use less energy in 
your office. 

 The U.S. Department of Energy is diligently working 
with research and industry partners to pursue new and 
innovative technologies to reduce energy consumption. Until 
these energy efficient technologies are developed, everyone 
must do his or her part to conserve energy. Many familiar 
energy saving tips require a large amount of effort and a 
considerable monetary investment, but ultimately promise big 
savings over the years. Luckily, many easy steps can be taken 
to become more energy efficient in order to save on future 
energy bills and become more environmentally friendly.

Lighting

 Lighting in the United States represents 22 percent 
of the total electricity consumption, with businesses and
consumers spending approximately $58 billion each year 
lighting offices, streets, factories and homes. A single light 
bulb does not use a great deal of energy but there are numerous 

lights in the average 
practice. The habit 
of saving a little 
energy here and 
there will add up to 
a number that will 
make a difference in 
the monthly utility 

bill. Lighting improvements are one of the quickest and easiest 
ways to cut energy bills. The following suggestions can help 
you reduce your lighting costs:

 • Paint and decorate your practice using light colors. 
Light colors help to reflect and bounce light while dark colors 
absorb light. The lighter the colors used, the less artificial 
lighting is required for a particular area.  

 • Maximize natural light by opening blinds or drapes 
on sun-exposed windows during office hours. If privacy is a 
concern, take advantage of the daylight by using light-colored, 
loose-weave curtains that allow light to penetrate the room.

 • Keep light bulbs, fixtures, lamps and lenses clean. 
Dirt and dust can reduce light output and efficiency by as 
much as ten percent. Cleaning will help avoid the tendency to 
switch to stronger or brighter bulbs that use more energy. 

 • Replace standard incandescent light bulbs with 
fluorescent bulbs. Energy Star® compact fluorescent light 
bulbs last longer and use up to 75 percent less energy than 
standard light bulbs. Replacing the standard bulbs in the five 

most frequently used light fixtures can reduce electric bills 
by $65 per year, according to Energy Star®, a joint program 
of the U.S. Environmental Protection Agency and the U.S. 
Department of Energy.

 • Turn off unneeded and unnecessary lights, especially 
in unused offices, conference rooms, restrooms, break rooms 
and storage areas. Consider installing occupancy sensors to use 
lighting only as individuals occupy a specific space.  

 • Avoid unnecessary track and recessed lighting. This 
form of lighting tends to encourage individuals to use excessive 
lighting in small spaces. Only use the number of bulbs needed 
to light the area; three bulbs can usually illuminate the same as 
four if they are positioned accurately.  

 • Use task lighting if possible. Instead of lighting 
an entire room, focus the light where it is needed the most. If 
employees are working at a desk or on counter tops, consider 
using a desk lamp or under-cabinet lights. Other lights in the 
room can be turned off or dimmed. Consider using three-way 
lamps in fixtures to easily adjust the lighting levels as needed.

 • Install separate light switches for large areas. Often 
dozens of lights are controlled by a single switch in larger 
practices. Lights can be rewired into smaller circuits on 
independent light switches. This can help reduce energy costs 
by only using the lights needed for a particular task instead of 
illuminating the entire building. 

 • Examine outdoor lighting. Turn off unnecessary 
external lighting, such as architectural lights and displays 
during the daytime. Use a photocell unit or timer to insure these 
lights will be turned off. If your practice has an outdoor sign, 
place its lights on a timer so they are only on until 1:00 a.m. to 
save electricity during non-peak hours.

Heating

 Space heating, cooling, and ventilation typically 
account for about 42 percent of the energy used in a commercial 
building. That amount can greatly vary depending on the 
particular type of building, orientation, climate, ventilation, 
efficiency of heating/cooling system, age of windows and size. 

 • Maintain heating and ventilation systems. For 
maximum efficiency, clean or replace your air filters monthly. 
Dirty filters restrict airflow and increase energy use. Vents 
and return registers should not be blocked by furniture, carpet 
or drapes.  Adequate air flow is important not only for your 
comfort, but also for the life and efficiency of the practice’s 
heating and cooling system. By keeping the furnace clean, 
adjusted and free-flowing, energy savings can increase up to 
five percent.
 

 • Install a programmable thermostat.  This can save 
money and energy throughout the entire year. For instance, 

W

Continued on page 4

Establishing an Aggressive Marketing Vision 

5) Implement your marketing vision and plan.

 The doctor and the marketing manager must share the 
marketing vision and continually train staff to communicate 
this vision with genuine confidence both in person and via 
telephone. Training should include tactical steps, divided into 
referring doctor, staff and patient segments. As an example, in 
our office, separate team members are assigned to the following 
tasks as part of our January patient marketing calendar:

 •  Distribute patient survey
 •  Distribute oral hygiene promotion
 •  Ask patients for referrals with “offer” card
 •  Ask patients at deband for referrals with referral 
     card

 I recommend two types of scheduled meetings for 
your team. Use a monthly marketing meeting for the full team 
to analyze the prior month’s statistics. Include a 30-minute 
segment on a specific marketing initiative. The meeting should 
utilize the monthly statistics report (Contact Nancy Hyman’s 
office for a sample). Use a weekly meeting to focus on weak 
points in plans (poor collection, low patient starts, etc.) and 
seek to remedy any concerns with proactive measures. The 
weekly meeting should include the office manager, marketing 

director, treatment coordinator(s), financial manager, insurance 
biller, and receptionist(s). 

6) Establish a marketing book.

 The marketing book should include all materials 
that you have produced for patient and doctor referrer 
communication and marketing such as patient letters, phone 
scripts, correspondence for referring doctors, resumé(s) for 
practitioner(s) in the office, office brochure, surveys, patient/
referring office drawings, etc.  Review it annually for critical 
evaluation and updating purposes.

 In our office, it is my goal to energize the entire team 
with designated marketing assignments. Each member of the 
staff is an integral part of a successful result. Establishing a 
marketing plan, assigning team members to the implementation 
of the plan and maintaining consistent oversight to insure 
realization of your goals will result in realizing your 2008 
goals. 

Laura Bennett, Director of Marketing at Bentson Clark
Taking a Glimpse at the Valuations of 2007
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"Many easy steps can 
be taken to become 

more energy efficient 
and save on future 

energy bills."

of approximately $100,000 per year. When comparing the 
values of each, Practice #2 was valued at $1,162,000, while 
Practice #6 was valued at $954,000, or $208,000 less than 
Practice #2.  Both practices are run very efficiently, but each 
percentage difference in overhead roughly equated to $32,000 
in value. (There were also other various factors affecting each 
practice’s final value.)  Interestingly, these two practices are 
very near the average level of net collections for the entire 
sample, and both were in the same state, although one was in a 
major metropolitan area and the other in a smaller, more rural 
community within the state. 

 The average net collections in this sample is $1.366 
million, with an average overhead of 50.6% and an average 
value as a percentage of collections of 75.3%.  The data 
represents practices from sixteen different states.  The purposes 
of the valuations being performed varied.  As mentioned 
previously, Practices #8, #12, and #21 were satellite locations 
that were being sold separately from the primary practice.  
Eight of the practices in the sample were valued for the 
purpose of bringing in a long term partner, with the remainder 
being valued in order to transfer a 100% interest to another 
orthodontist.

 As you review this data, we have stressed that 

it is important to note that factors other than overhead and 
profitability are taken into account during the valuation 
process.  In addition to those previously noted, other factors 
that may have a significant impact on a practice’s value may 
include current receivable levels, ways contract fees are 
collected, number of and amount of treatment remaining for 
active patients with paid in full accounts, number of patients 
on recall, referral patterns, practice location, competitive 
environment, and condition of the practice’s office(s) and fixed 
assets.

 Determining what an orthodontic practice is worth 
takes an extensive review of current and past financial and 
operational data, while also utilizing and properly applying 
generally accepted valuation principles and methodologies.  
We hope the valuation data analyzed will serve to help you 
make your practice more valuable in 2008 than it was in 2007.  
No matter where your practice is located or what the size of 
your practice is today, a little focus on your numbers can be 
financially rewarding --  not only when the practice is sold, 
but also each year as you realize lower expenses and higher 
income. 

Nancy Hyman developed the Practice Referral System for the office 
of Dr. William R. Hyman, resulting in a fivefold increase in practice 
growth. She has consulted with numerous orthodontic practices, 
helping them achieve their practice goals. Nancy can be reached at 
nancy@hymanortho.com or 323-308-9817. 

Continued from page 5



take a few moments and can ultimately save several dollars 
over a year’s time period. 

 • Use energy-saving features on all your office 
equipment. Disable screensavers on computer monitors and use 
‘low-power mode’ instead. Power management reduces energy 
consumption when personal computers and monitors are not in 
active use. 

 • Use power strips. Plug all radios, cell phone chargers, 
coffee pots and other small electronic equipment into a power 
strip that can be turned off when not in use. These devices, 
nevertheless, draw energy if they are only plugged in but not 
being used. Simply use one button to cut off power to all the 
appliances at once. 

 • Purchase the correct size and type office products 
for your practice. A proper sized copier can save energy. There 
is no need to have a large copier in a small satellite office if 
you are using it on a minimal basis. If appropriate, use a laptop 
computer, which uses a significantly less amount of energy 
than a traditional desktop computer. Consider using an ink-jet 
printer; which uses 90 percent less energy than a bulkier laser 
printer. Energy-efficient photocopies and fax machines are a 
wise investment, using half the energy of regular machines and 
offering corresponding cost savings.

 If you are interested in getting specific        
recommendations for improving the efficiency of your 
practice, consider investing in an energy audit. An energy 
audit is an analysis that determines energy usage and identifies 
specific energy efficiency measures that are appropriate and 
economically attractive for your practice. Many utility providers 
offer free or discounted energy audits to their customers, or a 
home energy professional such as a certified Home Energy 
Rater can be hired to conduct an audit. For more information 
on energy conservation, including additional energy-saving tips 
and current energy news, visit the United States Department of 
Energy Official Website at www.energy.gov.
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the thermostat can be programmed to run cooler at night and 
warmer during the day. Some thermostats feature a built-in 
function to adjust the temperature differently for weekends. 
A locking thermostat cover will additionally help prevent 
employees from tampering with the temperature settings. 

 • Use direct sunlight to heat the office. Allow the sun 
to help heat the practice by keeping blinds or drapes open on 
sun-exposed windows open in the daytime. Retain the heat 
overnight by closing the blinds after dark.

 • Reduce heating costs by closing the doors to 
unoccupied rooms or areas that are isolated from the rest 
of the office. Turn down the thermostat for those rooms or 
zones, if possible. However, do not turn off the heat if it could 
adversely affect the rest of the heating system.  

 • Reduce cold air from entering into your practice by 
weatherizing. Seal around doors, windows, and other areas 
with high potential for 
heat loss by using caulk, 
foam sealant, weather-
stripping or door sweeps. 
Install foam gaskets 
behind switch plates and 
electrical outlets on exterior walls. Keep as much warm air 
as possible in the practice instead of allowing it to escape 
through obvious air leaks. 

Office Equipment

 The typical consumer purchases office products 
primarily based on performance, features and cost - while 
energy consumption is not a major consideration. This 
is causing office equipment, from computers to copying 
machines, to become the fastest growing source of energy 
consumption in the workplace, accounting for seven percent 
of all commercial electrical use, or several billion dollars 
annually. 

 • Turn off computers, monitors, printers, fax machines 
and copiers every night and over weekends. Install timing 
devices on items such as vending machines to automatically 
power down machines during times of low use. This will only 

Nancy Hyman, Practice Referral System Consultant
 •  The community, since many practices directly 
     target via walk-a-thons, health fairs, etc.

 Identify the groups you wish to target and then develop 
professionally conceived marketing materials that apply directly 
to each specific group. Dr. Hyman’s office promotes patient 
referrals by using an “asking for referral” offer card that benefits 
the referrer and the potential patient. The card is specifically 
designed for presentation at the deband appointment.

3) Conduct a SWOT Analysis.

 Examine the strengths, weaknesses, opportunities and 
threats within the practice. 

 •  Strengths: location, fees, hours, amenities, etc.
 •  Weaknesses: signage, professional relations,   
     communication, etc.
 •  Opportunities: create professional referral 
                  program, establish communication guidelines,  
                  update signage, etc.
 •  Threats: increased competition, reduced insurance  
     reimbursements, etc.

 The SWOT analysis will determine which positive 
aspects (strengths) of the practice to promote to referring 
dentists and patients. Weaknesses are areas of concern to 
be improved upon with the assistance of a strong marketing 
vision. Opportunities are the concrete plans to counteract the 
weaknesses in the practice. Threats are generally issues that are 
out of the orthodontist’s control, but still should be considered 
and examined. 

4) Establish a budget, an annual marketing plan, and a 
designated person to administer the plan.

 The annual marketing plan should be readily available 
in a one page format for frequent review (Contact Nancy 
Hyman’s office for a sample). This plan should include:

 •  Analysis of market trends (see Chris Bentson’s  
         article Where Have All The Patients Gone in  
                  Volume II, Issue IV of Bentson Clark reSource)
 •  Successful marketing tactics currently employed 
 •  Specific target markets
 •  Production of professionally developed branded  
     materials
 •  Strategies to distinguish yourself from the   
     competition

 Once the marketing plan is conceived, it needs to be 
agreed upon by the orthodontist and marketing manager. The 
plan should be reviewed with the entire office team before 
implementation.

Establishing an Aggressive Marketing Vision 

n  2007, I had the privilege of consulting with several 
orthodontists on the path to retirement, either wishing 
to maximize the sales price when selling to an associate 

within two to five years or preparing the practice for the entry 
of a sibling or adult child completing orthodontic training. 
Current referral patterns require an aggressive approach to 
marketing any orthodontic practice in 2008. In conjunction 
with William R. Hyman, D.D.S., M.S., I recommend the 
following six strategies to implement your marketing vision.

1) Develop a marketing vision.

 In our practice, Dr. Hyman and I determine the type 
of patient that we want and the minimum number of patient 
starts that will achieve our financial goals.  In 2006 we started 
slightly over 700 new patients but were not satisfied with the 
overall quality of these patients. The increase in patient starts 
produced an unacceptable increase in poor payers, no-shows, 
and poor oral hygiene, along with many other issues. A year 
later we established a new patient start goal of 650, but desired 
higher-quality patients. With a 
fee increase of twelve percent, 
we were still able to reach our 
start goal of 650 by reaching out 
to dental offices in an untapped 
upper income area in addition 
to improving the quality and 
consistency of our patient promotions. We targeted our current 
patients for referrals by using a wide variety of marketing 
materials produced by PracticeMarketer.

 In order to develop a marketing vision for your 
orthodontic practice I recommend utilizing quantifiable data 
from the 2007 calendar year along with setting realistic goals 
for 2008 based on past performance. The basic numbers you 
will need are:
 

 •  Number of new patient starts
 •  New patient exam conversion rate
 •  Number of  patient/doctor referrals and referrals  
                  from other sources
 •  Production/gross collections
 •  Marketing tactics

2) Identify your target audience.

 Successful marketing of your practice relies on 
reaching three or four targeted groups. Typically, these are the 
most sought-after groups by orthodontic practices:

 •  Referring professionals and their staff
 •  Patients and their parents, who frequently refer 
                  family, friends and community contacts
 •  Your staff, who regularly refer family, friends and  
     community contacts
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Laura Bennett is Director of Marketing at Bentson Clark. She 
graduated from Appalachian State University where she recieved her 
Bachelor’s Degree in Advertising. Laura can be reached via e-mail at 
laura@bentsonclark.com.



take a few moments and can ultimately save several dollars 
over a year’s time period. 

 • Use energy-saving features on all your office 
equipment. Disable screensavers on computer monitors and use 
‘low-power mode’ instead. Power management reduces energy 
consumption when personal computers and monitors are not in 
active use. 

 • Use power strips. Plug all radios, cell phone chargers, 
coffee pots and other small electronic equipment into a power 
strip that can be turned off when not in use. These devices, 
nevertheless, draw energy if they are only plugged in but not 
being used. Simply use one button to cut off power to all the 
appliances at once. 

 • Purchase the correct size and type office products 
for your practice. A proper sized copier can save energy. There 
is no need to have a large copier in a small satellite office if 
you are using it on a minimal basis. If appropriate, use a laptop 
computer, which uses a significantly less amount of energy 
than a traditional desktop computer. Consider using an ink-jet 
printer; which uses 90 percent less energy than a bulkier laser 
printer. Energy-efficient photocopies and fax machines are a 
wise investment, using half the energy of regular machines and 
offering corresponding cost savings.

 If you are interested in getting specific        
recommendations for improving the efficiency of your 
practice, consider investing in an energy audit. An energy 
audit is an analysis that determines energy usage and identifies 
specific energy efficiency measures that are appropriate and 
economically attractive for your practice. Many utility providers 
offer free or discounted energy audits to their customers, or a 
home energy professional such as a certified Home Energy 
Rater can be hired to conduct an audit. For more information 
on energy conservation, including additional energy-saving tips 
and current energy news, visit the United States Department of 
Energy Official Website at www.energy.gov.
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the thermostat can be programmed to run cooler at night and 
warmer during the day. Some thermostats feature a built-in 
function to adjust the temperature differently for weekends. 
A locking thermostat cover will additionally help prevent 
employees from tampering with the temperature settings. 

 • Use direct sunlight to heat the office. Allow the sun 
to help heat the practice by keeping blinds or drapes open on 
sun-exposed windows open in the daytime. Retain the heat 
overnight by closing the blinds after dark.

 • Reduce heating costs by closing the doors to 
unoccupied rooms or areas that are isolated from the rest 
of the office. Turn down the thermostat for those rooms or 
zones, if possible. However, do not turn off the heat if it could 
adversely affect the rest of the heating system.  

 • Reduce cold air from entering into your practice by 
weatherizing. Seal around doors, windows, and other areas 
with high potential for 
heat loss by using caulk, 
foam sealant, weather-
stripping or door sweeps. 
Install foam gaskets 
behind switch plates and 
electrical outlets on exterior walls. Keep as much warm air 
as possible in the practice instead of allowing it to escape 
through obvious air leaks. 

Office Equipment

 The typical consumer purchases office products 
primarily based on performance, features and cost - while 
energy consumption is not a major consideration. This 
is causing office equipment, from computers to copying 
machines, to become the fastest growing source of energy 
consumption in the workplace, accounting for seven percent 
of all commercial electrical use, or several billion dollars 
annually. 

 • Turn off computers, monitors, printers, fax machines 
and copiers every night and over weekends. Install timing 
devices on items such as vending machines to automatically 
power down machines during times of low use. This will only 

Nancy Hyman, Practice Referral System Consultant
 •  The community, since many practices directly 
     target via walk-a-thons, health fairs, etc.

 Identify the groups you wish to target and then develop 
professionally conceived marketing materials that apply directly 
to each specific group. Dr. Hyman’s office promotes patient 
referrals by using an “asking for referral” offer card that benefits 
the referrer and the potential patient. The card is specifically 
designed for presentation at the deband appointment.

3) Conduct a SWOT Analysis.

 Examine the strengths, weaknesses, opportunities and 
threats within the practice. 

 •  Strengths: location, fees, hours, amenities, etc.
 •  Weaknesses: signage, professional relations,   
     communication, etc.
 •  Opportunities: create professional referral 
                  program, establish communication guidelines,  
                  update signage, etc.
 •  Threats: increased competition, reduced insurance  
     reimbursements, etc.

 The SWOT analysis will determine which positive 
aspects (strengths) of the practice to promote to referring 
dentists and patients. Weaknesses are areas of concern to 
be improved upon with the assistance of a strong marketing 
vision. Opportunities are the concrete plans to counteract the 
weaknesses in the practice. Threats are generally issues that are 
out of the orthodontist’s control, but still should be considered 
and examined. 

4) Establish a budget, an annual marketing plan, and a 
designated person to administer the plan.

 The annual marketing plan should be readily available 
in a one page format for frequent review (Contact Nancy 
Hyman’s office for a sample). This plan should include:

 •  Analysis of market trends (see Chris Bentson’s  
         article Where Have All The Patients Gone in  
                  Volume II, Issue IV of Bentson Clark reSource)
 •  Successful marketing tactics currently employed 
 •  Specific target markets
 •  Production of professionally developed branded  
     materials
 •  Strategies to distinguish yourself from the   
     competition

 Once the marketing plan is conceived, it needs to be 
agreed upon by the orthodontist and marketing manager. The 
plan should be reviewed with the entire office team before 
implementation.

Establishing an Aggressive Marketing Vision 

n  2007, I had the privilege of consulting with several 
orthodontists on the path to retirement, either wishing 
to maximize the sales price when selling to an associate 

within two to five years or preparing the practice for the entry 
of a sibling or adult child completing orthodontic training. 
Current referral patterns require an aggressive approach to 
marketing any orthodontic practice in 2008. In conjunction 
with William R. Hyman, D.D.S., M.S., I recommend the 
following six strategies to implement your marketing vision.

1) Develop a marketing vision.

 In our practice, Dr. Hyman and I determine the type 
of patient that we want and the minimum number of patient 
starts that will achieve our financial goals.  In 2006 we started 
slightly over 700 new patients but were not satisfied with the 
overall quality of these patients. The increase in patient starts 
produced an unacceptable increase in poor payers, no-shows, 
and poor oral hygiene, along with many other issues. A year 
later we established a new patient start goal of 650, but desired 
higher-quality patients. With a 
fee increase of twelve percent, 
we were still able to reach our 
start goal of 650 by reaching out 
to dental offices in an untapped 
upper income area in addition 
to improving the quality and 
consistency of our patient promotions. We targeted our current 
patients for referrals by using a wide variety of marketing 
materials produced by PracticeMarketer.

 In order to develop a marketing vision for your 
orthodontic practice I recommend utilizing quantifiable data 
from the 2007 calendar year along with setting realistic goals 
for 2008 based on past performance. The basic numbers you 
will need are:
 

 •  Number of new patient starts
 •  New patient exam conversion rate
 •  Number of  patient/doctor referrals and referrals  
                  from other sources
 •  Production/gross collections
 •  Marketing tactics

2) Identify your target audience.

 Successful marketing of your practice relies on 
reaching three or four targeted groups. Typically, these are the 
most sought-after groups by orthodontic practices:

 •  Referring professionals and their staff
 •  Patients and their parents, who frequently refer 
                  family, friends and community contacts
 •  Your staff, who regularly refer family, friends and  
     community contacts

I

Continued on page 6

"Each member 
of the staff is 

an integral part 
of a successful 

result."

Continued from page 3

"Many utility 
providers offer 

free or discounted 
energy audits."

Laura Bennett is Director of Marketing at Bentson Clark. She 
graduated from Appalachian State University where she recieved her 
Bachelor’s Degree in Advertising. Laura can be reached via e-mail at 
laura@bentsonclark.com.



Bentson Clark reSource Bentson Clark reSource
1st Quarter 2008

Energy Saving Tips for Your Practice

36

Continued from page 2

Chris Bentson is President of Bentson Clark. Chris is a veteran in the 
field of orthodontics with an 18-year career in the industry. He can be 
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ith energy prices rising at a record pace, no matter 
what method used to heat your practice, it is sure to 
cost more this year than it has in previous ones. The 

rising costs of energy resources like oil and electricity may 
be beyond your control, but it is simple to use less energy in 
your office. 

 The U.S. Department of Energy is diligently working 
with research and industry partners to pursue new and 
innovative technologies to reduce energy consumption. Until 
these energy efficient technologies are developed, everyone 
must do his or her part to conserve energy. Many familiar 
energy saving tips require a large amount of effort and a 
considerable monetary investment, but ultimately promise big 
savings over the years. Luckily, many easy steps can be taken 
to become more energy efficient in order to save on future 
energy bills and become more environmentally friendly.

Lighting

 Lighting in the United States represents 22 percent 
of the total electricity consumption, with businesses and
consumers spending approximately $58 billion each year 
lighting offices, streets, factories and homes. A single light 
bulb does not use a great deal of energy but there are numerous 

lights in the average 
practice. The habit 
of saving a little 
energy here and 
there will add up to 
a number that will 
make a difference in 
the monthly utility 

bill. Lighting improvements are one of the quickest and easiest 
ways to cut energy bills. The following suggestions can help 
you reduce your lighting costs:

 • Paint and decorate your practice using light colors. 
Light colors help to reflect and bounce light while dark colors 
absorb light. The lighter the colors used, the less artificial 
lighting is required for a particular area.  

 • Maximize natural light by opening blinds or drapes 
on sun-exposed windows during office hours. If privacy is a 
concern, take advantage of the daylight by using light-colored, 
loose-weave curtains that allow light to penetrate the room.

 • Keep light bulbs, fixtures, lamps and lenses clean. 
Dirt and dust can reduce light output and efficiency by as 
much as ten percent. Cleaning will help avoid the tendency to 
switch to stronger or brighter bulbs that use more energy. 

 • Replace standard incandescent light bulbs with 
fluorescent bulbs. Energy Star® compact fluorescent light 
bulbs last longer and use up to 75 percent less energy than 
standard light bulbs. Replacing the standard bulbs in the five 

most frequently used light fixtures can reduce electric bills 
by $65 per year, according to Energy Star®, a joint program 
of the U.S. Environmental Protection Agency and the U.S. 
Department of Energy.

 • Turn off unneeded and unnecessary lights, especially 
in unused offices, conference rooms, restrooms, break rooms 
and storage areas. Consider installing occupancy sensors to use 
lighting only as individuals occupy a specific space.  

 • Avoid unnecessary track and recessed lighting. This 
form of lighting tends to encourage individuals to use excessive 
lighting in small spaces. Only use the number of bulbs needed 
to light the area; three bulbs can usually illuminate the same as 
four if they are positioned accurately.  

 • Use task lighting if possible. Instead of lighting 
an entire room, focus the light where it is needed the most. If 
employees are working at a desk or on counter tops, consider 
using a desk lamp or under-cabinet lights. Other lights in the 
room can be turned off or dimmed. Consider using three-way 
lamps in fixtures to easily adjust the lighting levels as needed.

 • Install separate light switches for large areas. Often 
dozens of lights are controlled by a single switch in larger 
practices. Lights can be rewired into smaller circuits on 
independent light switches. This can help reduce energy costs 
by only using the lights needed for a particular task instead of 
illuminating the entire building. 

 • Examine outdoor lighting. Turn off unnecessary 
external lighting, such as architectural lights and displays 
during the daytime. Use a photocell unit or timer to insure these 
lights will be turned off. If your practice has an outdoor sign, 
place its lights on a timer so they are only on until 1:00 a.m. to 
save electricity during non-peak hours.

Heating

 Space heating, cooling, and ventilation typically 
account for about 42 percent of the energy used in a commercial 
building. That amount can greatly vary depending on the 
particular type of building, orientation, climate, ventilation, 
efficiency of heating/cooling system, age of windows and size. 

 • Maintain heating and ventilation systems. For 
maximum efficiency, clean or replace your air filters monthly. 
Dirty filters restrict airflow and increase energy use. Vents 
and return registers should not be blocked by furniture, carpet 
or drapes.  Adequate air flow is important not only for your 
comfort, but also for the life and efficiency of the practice’s 
heating and cooling system. By keeping the furnace clean, 
adjusted and free-flowing, energy savings can increase up to 
five percent.
 

 • Install a programmable thermostat.  This can save 
money and energy throughout the entire year. For instance, 

W
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Establishing an Aggressive Marketing Vision 

5) Implement your marketing vision and plan.

 The doctor and the marketing manager must share the 
marketing vision and continually train staff to communicate 
this vision with genuine confidence both in person and via 
telephone. Training should include tactical steps, divided into 
referring doctor, staff and patient segments. As an example, in 
our office, separate team members are assigned to the following 
tasks as part of our January patient marketing calendar:

 •  Distribute patient survey
 •  Distribute oral hygiene promotion
 •  Ask patients for referrals with “offer” card
 •  Ask patients at deband for referrals with referral 
     card

 I recommend two types of scheduled meetings for 
your team. Use a monthly marketing meeting for the full team 
to analyze the prior month’s statistics. Include a 30-minute 
segment on a specific marketing initiative. The meeting should 
utilize the monthly statistics report (Contact Nancy Hyman’s 
office for a sample). Use a weekly meeting to focus on weak 
points in plans (poor collection, low patient starts, etc.) and 
seek to remedy any concerns with proactive measures. The 
weekly meeting should include the office manager, marketing 

director, treatment coordinator(s), financial manager, insurance 
biller, and receptionist(s). 

6) Establish a marketing book.

 The marketing book should include all materials 
that you have produced for patient and doctor referrer 
communication and marketing such as patient letters, phone 
scripts, correspondence for referring doctors, resumé(s) for 
practitioner(s) in the office, office brochure, surveys, patient/
referring office drawings, etc.  Review it annually for critical 
evaluation and updating purposes.

 In our office, it is my goal to energize the entire team 
with designated marketing assignments. Each member of the 
staff is an integral part of a successful result. Establishing a 
marketing plan, assigning team members to the implementation 
of the plan and maintaining consistent oversight to insure 
realization of your goals will result in realizing your 2008 
goals. 

Laura Bennett, Director of Marketing at Bentson Clark
Taking a Glimpse at the Valuations of 2007
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of approximately $100,000 per year. When comparing the 
values of each, Practice #2 was valued at $1,162,000, while 
Practice #6 was valued at $954,000, or $208,000 less than 
Practice #2.  Both practices are run very efficiently, but each 
percentage difference in overhead roughly equated to $32,000 
in value. (There were also other various factors affecting each 
practice’s final value.)  Interestingly, these two practices are 
very near the average level of net collections for the entire 
sample, and both were in the same state, although one was in a 
major metropolitan area and the other in a smaller, more rural 
community within the state. 

 The average net collections in this sample is $1.366 
million, with an average overhead of 50.6% and an average 
value as a percentage of collections of 75.3%.  The data 
represents practices from sixteen different states.  The purposes 
of the valuations being performed varied.  As mentioned 
previously, Practices #8, #12, and #21 were satellite locations 
that were being sold separately from the primary practice.  
Eight of the practices in the sample were valued for the 
purpose of bringing in a long term partner, with the remainder 
being valued in order to transfer a 100% interest to another 
orthodontist.

 As you review this data, we have stressed that 

it is important to note that factors other than overhead and 
profitability are taken into account during the valuation 
process.  In addition to those previously noted, other factors 
that may have a significant impact on a practice’s value may 
include current receivable levels, ways contract fees are 
collected, number of and amount of treatment remaining for 
active patients with paid in full accounts, number of patients 
on recall, referral patterns, practice location, competitive 
environment, and condition of the practice’s office(s) and fixed 
assets.

 Determining what an orthodontic practice is worth 
takes an extensive review of current and past financial and 
operational data, while also utilizing and properly applying 
generally accepted valuation principles and methodologies.  
We hope the valuation data analyzed will serve to help you 
make your practice more valuable in 2008 than it was in 2007.  
No matter where your practice is located or what the size of 
your practice is today, a little focus on your numbers can be 
financially rewarding --  not only when the practice is sold, 
but also each year as you realize lower expenses and higher 
income. 

Nancy Hyman developed the Practice Referral System for the office 
of Dr. William R. Hyman, resulting in a fivefold increase in practice 
growth. She has consulted with numerous orthodontic practices, 
helping them achieve their practice goals. Nancy can be reached at 
nancy@hymanortho.com or 323-308-9817. 

Continued from page 5



still own their practices. Our goal, using a holistic business 
approach, is to allow our doctors a single contact for all of their 
needs regardless of size. We treat each doctor individually; 
our database allows us to approach each practice separately by 
using practice performance information.

Q:  What is the difference between OrthoSynetics and its past 
counterpart, OCA?

A: The overall core services that the company offers today are 
delivered at a performance level far above what they were in 
the past. OrthoSynetics has made great strides, throughout the 
entire company, including the practice enhancement area, the 
marketing field and in the finance areas.

 OrthoSynetics offers a full complement of services to 
support the doctors in their practices success.   If a doctor has a 
need within a specific area, for instance, in marketing, we can 
provide that specific service without the doctor contracting our 
entire suite of products. 

Q:  How are OrthoSynetics practices performing?

A: Very well in comparison to the most recent October 2007 
JCO Study.  Our practices currently average $1.5 million 
in collections versus $922,000.  Additionally, our practices 

produce, on average, $610, 000 
in net income, including our 
service fees, versus the JCO 
average of $400,000 annually.  
Another important metric that 
we measure is our doctors’ 
quality of life balance.  Our 
data indicates that our doctors, 

on average, work 10.5 – 11 days per month versus an industry 
average of 14 -16 days per month.

 Our team employs an evidence-based, data driven 
operational model that focuses on key success factors that 
support our practices’ success.

Q: Who owns OrthoSynetics?

A: OrthoSynetics is privately owned by Silver Point Capital, 
a highly-regarded and extremely respected finance company 
that is very committed to OrthoSynetics and to our growth and 
future success.  The fact that OrthoSynetics is privately owned, 
I believe, is an enormous strength.  We have the ability to build 
a very successful company for the long term versus having to 
deal with the normal quarter-to-quarter pressure that a publicly 
traded company has to deal with.

ost orthodontists became familiar with Orthodontic 
Centers of America (OCA) when it debuted in 
1994.  That company recently went into bankruptcy 

and OrthoSynetics purchased assets from OCA to begin its 
operations with new leadership and a totally new business 
model. This new company has generated much curiosity in 
the orthodontic industry. Bentson Clark recently had the 
opportunity to speak with Chris Roussos, the President and 
CEO of OrthoSynetics, to find out more about this new 
company.

Q: What is OrthoSynetics and what is the Company’s 
background?

A: At the core, OrthoSynetics is a group of about 130 
employees who work primarily with orthodontic offices 
each and every day.  We have assembled a respected team 
with members from the orthodontic industry and operational 
spectrum to offer orthodontists with a distinct advantage in 
this highly-competitive marketplace. We purchased assets 
from the now defunct company called OCA and launched our 
business as OrthoSynetics. We felt it was first and foremost 
important to rebrand ourselves away from the old OCA.  After 
all, we have new management, and a totally new model, 
and our focus is on our core competency, which is creating 
a synergistic relationship with our clients. Synetics comes 
from the word synergy, which means we are about creating a 
synergistic relationship with our customers – the doctors, their 
office managers and their patients. 

Q: What services does OrthoSynetics provide to 
orthodontists?

A: OrthoSynetics’ goal is to serve doctors by delivering 
outstanding support through our comprehensive practice 
management services. Our company manages the business 
and marketing functions of orthodontic practices, including 
advertising, website 
development, payroll 
processing, financial 
reporting, purchasing, 
technical support, patient 
financial services, 
practice consulting and 
real estate services.  
We take care of all 
non-clinical business 
functions from growing 
a business to improving practice efficiency.  Importantly, 
although we provide business services to our doctors, they 

Bentson Clark reSource
1st Quarter 2008

Bentson Clark reSource
1st Quarter 2008

Taking a Glimpse at the Valuations of 2007

2 7

What is OrthoSynetics? 

operational data, demographical data, condition of the practice 
facility and its location, and examination of the office and its 
operating systems. By understanding and utilizing all of this 
data and applying valuation principles and methodology to 
each practice being valued, a reliable value be placed on any 
individual practice. 

 The data provided in the table shows that value as 
a percentage of collections in this 2007 sample ranges from 
58.5% to 90.7%, a variance of 32.2%.  This large variation in 
value on this measurement alone illustrates that simply using 
a rule of thumb (i.e. value as a percentage of collections) does 
not provide any reliable guidance as to the value of a practice.  
Nevertheless, it is useful to see how each practice’s overhead 
and profitability affects value, and the averages can give a 
picture of how the practices in this sample are performing on 
these metrics.

 This year, we have also shown the number of 
locations for each practice valued.  In this sample, 48% of 
the practices are single location, with the remaining practices 
having two or more locations.  The two smallest practices in 
this sample, Practices #8 and #12, are satellite offices valued 
independently of the practice’s primary location.  Also, 
Practice #21 represents two satellite offices valued together 
as one practice.  

 When looking at average practice value in dollars, 
the twelve single-office practices’ average value is $782,833, 
while the eleven two-location practices’ average value is 
$1,080,455, and the two four-location practices’ average 
value is $2,566,000.  By simply looking at the averages, the 

obvious suggestion is that 
practices with more than 
one location will afford 
the opportunity for higher 
revenue and therefore 
a higher practice value.  
However, by reviewing 
each of the practices in 
this sample, it is noted that 

there are several single-location practices that are as large or 
larger than many of the two location practices. Each practice’s 
growth potential depends on many factors other than the 
number of offices, such as the population of the city in which 

the practice is located, demographics of the population, and 
local competitive environment. 

 A similar comparison of overhead as it relates to the 
number of locations for this sample is as follows.  The twelve 
single-location practices’ average overhead is 51.0%; the eleven 
two-location practices’ average overhead is 50.2%; and the two 
four-location practices’ average overhead is 49.9%. It appears 
that overhead 
rates decrease 
as the number of 
offices increased. 
However, based 
on this limited, 
non-statistical 
sample, it is not 
valid to conclude 
that economies of scale are realized as additional locations are 
added. Bentson Clark will continue to monitor and report on 
this metric in the future to see if overhead generally decreases 
as the number of locations increase.

 Because the value of a professional practice is largely 
dependent on the amount of income available to the owner, 
the practice’s level of operating expenses (i.e. overhead rate) 
has a significant impact on practice value. The overhead rates 
of the practices presented in the sample range from 41.2% 
to 59.5%, yielding a variance of 18.3%.  These overhead 
rates have been adjusted to remove non-operating expenses, 
personal and discretionary expenses of the owner/doctor (e.g., 
automobile, payroll taxes, cell phone, personal travel and 
entertainment, family member salaries, etc.), and the owner/
doctor's compensation and retirement contributions.  Thus, the 
overhead numbers presented represent the true costs to operate 
the practice, with the net income representing the owner/
doctor’s total economic benefit received from the practice.  

 To illustrate the effect various overhead rates can 
have on value, consider Practices #2 and #6, which have 
respective net collections of $1,365,000 and $1,345,000, a 
difference of merely $20,000.  Practice #2 has an adjusted 
overhead rate of 43.9%, while Practice #6 has an adjusted 
overhead rate of 50.5%, for a difference of 6.6%.  Although a 
difference of 6.6% does not sound overwhelmingly significant, 
Practice #2 generates additional income to the owner/doctor 
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Year
Net 

Collections 
(Rounded)

Practice 
Income

Overhead 
Rate

Value 
Before Debt 
(Rounded)

Value 
as % of 

Collections
2005 Average $ 1,392,764 $ 715,238 49.00% $ 1,098,108 76.85%
2006 Average 1,130,800 550,037 50.41% 809,480 72.90%
2007 Average 1,366,000 690,370 50.60% 1,056,440 75.30%

Average  $ 1,296,521 $ 651,882 50.00%  $ 988,009 75.02%

"Determining what an 
orthodontic practice is 

worth takes an extensive 
review of current and 

past financial and 
operational data."

Annual Valuation Summary

Continued on page 6 

Continued on page 8 

Any tax advice contained in this publication, including any attachments, was not written or intended to be used, and cannot be 
used, for the purpose of avoiding tax-related penalties or promoting, marketing or recommending to another party any tax-related 
matter addressed herein. This publication is not intended to render authoritative legal or accounting advice.  If legal or accounting 
advice or other expert assistance is required, the services of a competent professional should be sought.
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Taking a Glimpse at the Valuations of 2007
Chris Bentson, President of Bentson Clark

t the beginning of each year, Bentson Clark takes a quick look back at several 
figures from valuations completed during the previous year.  We have randomly 
selected 25 valuations from 2007.  This article will provide a glimpse into the 

current orthodontic valuation market as seen by Bentson Clark, as well as provide some 
measurement data that can be used to compare non-valued practices.

 The reviewed data gives the rounded net collections, practice income, adjusted 
overhead rate, value before debt, value expressed as a percent of collections, and number 
of locations for each respective practice shown.  We caution that solely looking at this 
high level data cannot provide an accurate value of a practice.  Other factors needed 
to fully understand an individual practice include, but are not limited to, financial and 
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AOrthoSynetics has provided support services to build successful 
orthodontic practices for more than 15 years. The company provides 
a variety of services to doctors to manage the business and marketing 
functions of their practices. For more information, visit the company’s 
website at www.OrthoSynetics.com or call 1-888-622-7645.
Note: Bentson Clark, LLC does not endorse OrthoSynetics or have an 
opinion regarding the services the company provides. This article is for 
informative purposes only.
 

What is OrthoSynetics
Continued from page 7

Want to Learn More About Practice Transitions?
Call today and request Bentson Clark's Free Transition Planning Guide! Practice

Net 
Collections 
(Rounded)

Practice 
Income

Overhead 
Rate

Value 
Before Debt 
(Rounded)

Value 
as % of 

Collections

Number 
of 

Locations
1 $     912,000 $ 418,608 54.1% $    695,000 76.2% 1 
2 1,365,000 765,765 43.9% 1,162,000 85.1% 1
3 1,246,000 603,064 51.6% 973,000 78.1% 2
4 821,000 384,228 53.2% 486,000 59.2% 1
5 1,823,000 856,810 53.0% 1,388,000 76.1% 1
6 1,345,000 665,775 50.5% 954,000 70.9% 1
7 2,600,000 1,440,400 44.6% 2,111,000 81.2% 2
8 344,000 168,904 50.9% 234,000 68.0% 1
9 1,300,000 702,000 46.0% 1,076,000 82.8% 2
10 984,000 521,520 47.0% 740,000 75.2% 1
11 1,278,000 669,672 47.6% 1,083,000 84.7% 1
12 380,000 172,900 54.5% 263,000 69.2% 1
13 1,017,000 517,653 49.1% 766,000 75.3% 2
14 1,478,000 869,064 41.2% 1,340,000 90.7% 1
15 2,200,000 1,243,000 43.5% 1,938,000 88.1% 2
16 930,000 343,170 63.1% 605,000 65.1% 1
17 850,000 354,450 58.3% 497,000 58.5% 2
18 1,674,000 703,080 58.0% 1,056,000 63.1% 2
19 855,000 442,035 48.3% 664,000 77.7% 2
20 1,100,000 555,500 49.5% 819,000 74.5% 2
21 1,259,000 590,471 53.1% 944,000 75.0% 2
22 3,695,000 2,205,915 40.3% 3,201,000 86.6% 4
23 1,394,000 688,636 50.6% 1,041,000 74.7% 2
24 2,710,000 1,097,550 59.5% 1,931,000 71.3% 4
25 590,000 279,070 52.7% 444,000 75.3% 1

Average* $  1,366,000 $ 690,369 50.6%  $ 1,056,440 75.3%

Q:  What makes OrthoSynetics unique?

A: There are a lot of consultants and other orthodontic 
professionals that doctors have worked with who offer a great 
deal of advice; much of it is excellent.  However, my experience 
reveals that there is not another company in the marketplace 
that offers advice and implements its recommendations. We 
make suggestions and recommendations and then discuss 
these options with our doctors.  Instead of just drafting a report 
and handing it to them, we stand shoulder-to-shoulder with our 
doctors.  At  OrthoSynetics we stand by a doctor’s team and work 
through implementing the plans that have been recommended.  
If we get into the practice and the plan is not working, we 
will modify our recommendation to evaluate another possible 
strategy.  I believe that is a profound difference versus other 
services that are currently available to orthodontists.

Q:  Any final comments you would like to share?

A: Fundamentally, OrthoSynetics is a new company with 
new people providing services that have not been seen at its 
performance level within the orthodontic industry.  It is an 
honor to do what I am doing and it is an honor to be able to 
serve the orthodontic community. I am extremely excited about 
the company’s accomplishments last year and I look forward to 
its future for years to come.

1-800-621-4664

*The average line represents the average of each statistic. 


