
ime, along with many great new orthodontic innovations, have created great 
change in how orthodontic care is delivered. Monitoring practice overhead has 
always been important, and the orthodontic overhead  "norms" are constantly 

changing. Consider practice metrics from 30 years ago and compare them with your 
current practice data. The 2001 JCO Orthodontic Practice Study, Part 1: Trends (Volume 
35: Number 10, October 2001) examined trends in orthodontic economics and practice 
administration over the past 20 years. The study revealed the following data from 1981:

• Median overhead for an orthodontic practice was 49%.
• Median collections were $200,000.
• Full phase adolescent fee averaged $1,900.
• Doctors saw 38.4 patients each day.

 More recently, the 2nd Quarter 2008 issue of the Bentson Clark reSource (Volume 
III, Issue II) featured part one of a three-part detailed series on orthodontic practice 
overhead (adjusted), summarizing and averaging overhead of 25 practices valued in 
2007.
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Protecting Your Most Valuable Asset - Your Practice!
By: Tim Twigg and Rebecca Crane

hen most dentists think about the value of their practice, thoughts naturally 
revolve around the financial impact of a malpractice claim – hence malpractice 
insurance. However, is this enough to protect your retirement? Maybe it was 

in the past, but, unfortunately, today there is a big liability monster that has come out of 
the closet that now represents an even greater risk to you. This monster is the risk and 
liability associated with lack of employment compliance, and it is putting more practices 
in financial jeopardy than you may realize. Unfortunately, malpractice insurance is no 
help with labor-related claims.

Why Should I Choose Your Practice?
By: Char Eash

he phrase "a thief in the night" comes to mind when describing the decline of 
new patients choosing an orthodontic specialist. The orthodontic specialist has 
always been very careful with making sure they were not stepping on the toes of 

their primary referrals. In the meantime, their primary referrals became weekend warriors 
learning to practice orthodontics. When the general dentist began to provide three or more 
orthodontists’ names to every patient in need of a referral, the new patient flow to the 
orthodontic practice changed forever. The second opinions have become fourth opinions, 
and most practices did not have the systems in place to combat the confusion of multiple 
opinions. Consumers have the choice with how they spend discretionary dollars; they 
always have. What is the benefit to them in choosing your practice over another? This is 
a question every orthodontic team should ask. 
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Beat Your Competition on Google Without Hiring an SEO Firm
By: Ali Husayni

hese days, it seems that many orthodontists familiar with search engine optimization want to know and understand how 
to beat their competition in the online ranking war. Knowing how to accomplish this requires a bit of knowledge about 
Google. Google is concerned about content and reputation. Websites that have a lot of fresh content, such as text and 

videos or receive many inbound links (links from other websites), rank above the rest. Understanding this and building upon 
both means orthodontists can beat their competition on Google’s organic search results without even hiring an SEO guru. The 
following techniques are exactly what leading SEO firms have done to place many orthodontists’ websites at the top of Google 
search results. 

 Website content needs to be abundant, original, and frequently updated. At the same time, an orthodontist’s reputation 
must grow so they can establish themselves as a solid source of orthodontic information – at least in their immediate market. 
SEO is no longer about "optimizing" a website. Companies that still dwell on this and charge for optimization are light years 
behind. Optimizing a website only helps if the content and reputation are in order. Otherwise, the website is nowhere to be found, 
even if the SEO firm optimizes it on a daily basis. 

T

The Biggest Mistake That Orthodontists Make On Facebook
By: Steve Holt

ave you made a mistake on Facebook? I am not talking about posting those photos of you sporting bell bottoms from 
the 1970’s. I am referring to setting up your orthodontic practice on Facebook and doing it incorrectly. If the statistics 
are correct and my experience with businesses is typical, there are many practices that are doing it the wrong way.

 Before revealing the big mistake, let’s discuss what many doctors do when setting up their practice on Facebook. 
First, many practices pass Facebook management responsibility to a teenager, assuming that teenagers know what they are 
doing because they spend so much time on Facebook. Teenagers may know how to use Facebook on a personal level, but may 
not understand how to correctly create a page for an orthodontic practice. It might be a mistake to classify all teenagers in this 
category; there are some who could figure it out. However, just because your nephew is free for the summer doesn’t mean you 
should hire him to run and manage your Facebook outreach. Consider this analogy; the fact that he has braces doesn’t mean he 
is ready to work in your office putting wires on someone else’s teeth.  
 

 

H

Making Video Work for You: A Two-Part Video Marketing Strategy
By: Dusty Green

ou likely know by now that the one of the first places a prospective patient is going to go to meet you and learn about 
your practice is the internet. They might hear about you from a friend, a relative or a neighbor, but then they’ll inevitably 
surf on over to your website to see who you are and what you’re all about. 

 You know this, so you already have a cool website. That’s the good news. The bad news? Just having a cool website 
isn’t enough anymore. Almost everyone, including your competition has a cool, well-designed, user-friendly website.  Despite 
some differences in design and functionality, it’s getting harder and harder for prospective patients to make a distinction between 
one practice website and the next. 
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