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In This Issue:Practice Valuations: Why? Who? How?
By: Chris Bentson

t some point in the life of your practice, there will most likely come a time to 
have it valued. This process usually occurs only once for most practitioners, 
but more in some cases. Let’s take a moment to discuss the valuation process 

by answering some commonly asked questions: 

 • Why should I have a valuation prepared?
 • Who should perform the valuation?
 • How does the valuation process typically work?
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Is It Time for Scheduled Mantenance on Your 
Accounts Receivable

By: Jackie Shoemaker
rthodontists, start your engines!” If you were sitting at the starting line of an 
important time in your practice, be it a drop in the economy, a transition in 
a partnership, or preparation for a sale, would you be prepared for the race? 

The Indianapolis 500 is run each year just before Memorial Day; however, an entire 
year of preparation goes into the cars to be ready for Race Day.  Adjustments continue 
to be made just before the warm-up lap and up until the checkered flag waves. There is 
one important area of your practice that also requires this type of continued attention 
– accounts receivable. As you rev your practice’s engine to accelerate out of the recent 
economy, do your receivables need a tune up?

 Keep in mind, your accounts receivable are an asset of your practice! This 
asset must be maintained just as you would maintain any other asset, and as such, you 
should have a plan for performing regularly scheduled maintenance on the receivables 
balance in your practice. Whether you are setting budgets, determining workload for 
financial staff, dividing a practice between partners, or nearing the end of your career as 
you try to find the ever-elusive buyer, ensuring the accuracy of your accounts receivable 
is a key asset to maintain.  
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Give a Life-Changing Gift: Provide Pro Bono Care 
to Underprivileged Youth

By: Dr. David Carter, DMD
hen  Annie’s* grandparents brought her to my office to begin treatment, it 
was only then that I realized the true gravity of her heartbreaking situation. 
Not only were the young girl’s teeth incredibly misaligned, which had eroded 

her self-esteem considerably, but her family situation was clearly very difficult. Her 
father was deceased; her mother, a drug addict. She was being raised by her disabled 
grandfather and her grandmother, whose portable oxygen tank indicated her fate. 

 I outlined the treatment procedure and the fact that it would take about a year 
to complete. Annie’s grandmother said, “I won’t be here in a year.” It took me just a 
split second to realize that very soon, Annie’s grandfather would be all she had left.
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Success Is In the Details

ith the past 20 months behind us and a gradual return of consumer confidence in 2010, it has never been more 
important to be a smart manager. With a busy practice schedule, as well as community and family responsibilities, it 
is easy to neglect managing the practice and the business of information. However, without accurate information you 

are unable to identify problems and create clear solutions.  
  

 Historically, practices have measured their performance based on production and collection.  At this point, however, 
following the most difficult two-year period that the majority of orthodontic practices have seen, it is important to focus on the 
detail of information and grassroots systems. The grassroots systems are the foundation information pieces and systems that 
ultimately create production and collections.

W
By: Sue Hanen 

Learning Management System – Is it a Fit for My Practice?
By: Chad Greer

 ou may be thinking, what exactly is a Learning Management System? In terms of today’s technology and cloud computing 
environment, it’s simply a way to get continuing education and knowledge improvement curriculum online. A Learning 
Management System provides secure access, individual accountability and an easy way to manage a team’s education 

objectives. As economies tighten, budgets are squeezed, travel is cut, and training/education investments are squandered. For 
those seeking an alternative to expensive travel-based education and training, Trapezio has offered an innovative solution to 
keep modern content and orthodontic team members connected. As a spin-off of their popular Academy of Orthodontic Assisting 
program, Trapezio is now offering an expanded orthodontic curriculum that includes topics for key areas of the practice. The 
Trapezio, Learning Management System (LMS) helps improve knowledge for roles that include Clinical Assistants, Treatment 
Coordinators, Financial Coordinators, Receptionists, and other non-clinical positions.

 The eLearning system gives practices and individuals access to a web-based education portal. Within the portal, a 
tandem of Academy programs is now available. For example, the Academy of Treatment Coordinators provides an extensive 
10-part series for those looking to perfect the new patient process.
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Oral Communications: Growing Your Practice with Marketing & Word of Mouth
By: 4imprint

t’s no secret: Marketing is not what it used to be. An industry that used to be all about broadcasting messages to prospective 
customers is now focused on building relationships, engaging with audiences, and creating brand ambassadors (patients 
who speak highly of your brand on their own accord).

 This shift has taken place in part because of the new channels of communication made possible by innovation, such 
as the Internet, e-mail, social media, and mobile phones. Another reason this shift has occurred is because of trust. Research 
conducted by The Nielsen Company reveals that 90 percent of people trust recommendations on products and services made by 
friends or family members compared to 60 percent of people who trust messaging from traditional advertising.  
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