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An Innovative Trend in Orthodontic Practice Branding

Simple Solution: Be Happy or Be Gone
By: Rosemany Bray

S

o here I sit, entering my now 44th year in this great
profession of teeth. 44 Years! Where did it go? Why is it
going so quickly? Just like all of our moms told us…the
older you get, the faster it will go.

Simple Tip 4:
Make a promise that you will give 125% each and
every day knowing that orthodontics can be sometimes
stressful, working with sometimes demanding patients, under
a sometimes tight schedule.

One thing my mom never DID tell me though was,
"Love your work, find enjoyment every day at whatever
profession you choose and if you're not happy there move on."
She did not work outside the home and never knew the pressure
of a "real job" for a paycheck, in an office environment.

Simple Tip 5:
Check your attitude each and every morning when
you awaken. Take only a positive one to the office. In my
survey of 100 orthodontists, I learned that team members are
hired #1 for Positive Attitudes and are terminated #1 for
Declining or Negative ones!

Having been a team member working in dental or
orthodontic offices for 30 years of the 44 total, I can look back
and say not ALL days were joyful and fulfilling; however,
everyday something awesome "Look at more
must have happened to keep
me there and keep me in the than the salary
profession of teeth. I travel so
and benefit
much now, lecture around the
package and
world, and meet so very many
team members. I am saddened distance from
by how many there are who home and office
"aren't happy" at work, who
hours."
grumble, who want out, who
ask me for tips on where they should go to find a perfect work
environment, a happy non-jealous team and a most generous,
non-controlling, lackadaisical orthodontist from whom they
might seek high paying employment. You'll notice I didn't say
"for whom they can work".

Simple Tip 6:
Recite every day as you enter the office, I Will Make
My Place of Employment A Place of Enjoyment. (It is up to
you and no one else to accomplish that.) This saying is on
every email that leaves my computer.
Simple Tip 7:
Commit daily to lifting someone else up - in doing that
you raise yourself and your spirits and your own enjoyment
level – of work and of life!
Simple Tip 8:
Learn from the brilliant orthodontist I met in
Tasmania who posted signs around his office where only his
team could see it. It simply reads, BE HAPPY or BE GONE.
Wow. To the point and effective.

Of course this is not everyone, yet it does feel like the
numbers are increasing. Is there a solution? Of course not, but
I can offer ten simple tips…

Simple Tip 9:
Know that you have chosen the best profession in
the world and the best specialty within that profession. Dental
grass is not greener somewhere else - you are the gardener and
you control the water and fertilization.

Simple Tip 1:
Choose wisely when considering a place to work.
Look at more than the salary and benefit package and distance
from home and office hours.

Simple Tip 10:
Thank your mom for telling you it will go fast. She
was right. Live every day as though it is your last...because
sooner or later, you'll be right!

Simple Tip 2:
Insist on a real working interview for a half or full
day to get the feel of the office and then a lunch with the team
so all can chat and learn about each other. Listen as well as
talk - you will learn a lot more that way.

Rosemary Bray has spent 44 years employed in the dental profession,
with experience in general dentistry, periodontics and orthodontics
(18 years). She lectures nationally and internationally on behalf
of the American Association of Orthodontists, several orthodontic
companies, various dental societies, dental study groups and for her
own workshops and seminars. She can be reached by phone at
(760) 268-0760 or via email at rosemarybray@msn.com.

Simple Tip 3:
Ask others there how they feel about the practice,
each other and the doctor. Watch the body language as well as
hearing the words that are said.

This publication is not intended to render legal, investment, tax or accounting advice. If legal, investment, tax, accounting
advice or other expert assistance is required, the services of a competent professional should be sought. Further, the views
of the authors of articles contained in this publication are not necessarily those of Bentson Clark & Copple, LLC.
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An Interview with Dr. Paul McAllister

A

bout two months ago an email was delivered into
my inbox from a former Bentson Clark & Copple
client, with the subject line "I need your help". Any
email from a client, current or former, is treated with high
importance; however, based on the subject line, I thought it
may be spam, requesting me to send money to a Nigerian bank
account. To my surprise, it was a sincere email from Dr. Paul
McAllister, which read:

A: I was really unsure where to go or how to start to develop
a logo, so I asked everyone I could think of for advice. I was
concurrently working on several other aspects of purchasing
and transitioning an existing practice, so I asked the different
people with whom I was working on financing, web design,
marketing, insurance, etc. for referrals to a good logo designer.
I gathered as many ideas and testimonials about the options as
I could from family, friends, colleagues and people working in
the orthodontic industry. 99designs kept coming up in those
conversations, and those who mentioned it were enthusiastic
about the cost effectiveness and customer satisfaction, so I
decided to check out their website.

I am in the process of having a professional logo
designed for an orthodontic practice. I am hosting a
contest among professional designers through a website
called 99designs.com. Attached to this email are links to
a poll of what I consider the top eight designs from the
competition at this point. I would be honored if you would
vote in my poll and give me any feedback you may have
about the designs. I am especially interested in critiques
of how they could be improved or what you don't like
about the designs. My goals in a logo are clarity (easy to
read and immediately understand whether from a T-shirt,
a website or a moving car), simplicity (this goes to clarity
and branding), and memorable style. I really appreciate
your help!

Q: Can you walk us through the overall process from
beginning to end? How much time was involved in the
process and was the cost reasonable?
A: The concept of the 99designs is to match a customer
with a graphic design need to an international community of
freelance graphic designers who compete with each other to
meet the customer's need. A portion of the fee charged by the
site is offered as a reward for the winning designer to create an
incentive for participation.
The process starts with the customer writing a design
brief. This brief provides a basic outline of who you are, what
your business does, who your target audience is, what type
of design service you want
"I spent a few
(e.g. logo, business card,
stationery,
merchandise,
hours writing
web design, etc.) and what
and revising the
design principles (e.g.
logo style, colors, values, design brief until
etc.) are important to you.
I was satisfied
Planning what symbol will
that it clearly
represent you and your
business for potentially the represented what
next 30-40 years can be a
I wanted."
daunting task, and is not
done quickly. I spent a few hours writing and revising the
design brief until I was satisfied that it clearly represented
what I wanted. The more decisive and specific you are in your
directions to the designers, the more likely the results will
meet your expectations.

As the Director of Marketing at Bentson Clark &
Copple, this quickly caught my eye. What an innovative and
modern way to approach a practice logo design! I voted for my
favorite design, provided some general feedback of why some
of the logos appeared attractive and why others did not quite
hit the mark for branding an orthodontic practice.
This process intrigued me, raised my curiosity level,
and I had to learn more. The more I spoke with Dr. McAllister,
the more I wanted to share this information with our reSource
readers. Dr. Paul McAllister was gracious enough to allow
me to interview him regarding the overall design process, the
company used and the general voting/selection process.
Q: To begin with, please tell us a bit about yourself and
your orthodontic practice?
A: Like many of my colleagues, my world revolves around my
family. In my opinion my most important role in life is as a
husband and father. I am grateful for my remarkable wife and
my five young and energetic children. I am a solo practitioner
in private orthodontic practice, with offices in Omaha and
Fremont, Nebraska. I worked as a contractor and associate for
four years after graduating from residency, while I constantly
searched for the right practice ownership opportunity. I am
extremely grateful to the outstanding professionals at Bentson
Clark & Copple who helped me identify and analyze potential
practice opportunities for several years!

The next step is choosing what design package you
want. Bronze, silver, gold and platinum options are offered
with a corresponding escalating price tag. Each upgrade
purports to offer increased benefits in terms of the number of
designs and quality of designers you can expect to participate
in your contest. I chose to do a Logo and Business Card
competition. In that type of competition, those who select
the Bronze package are told to expect about 30 designs by
"good" designers for $449, whereas those who choose the

Q: Creating a logo can be quite a daunting task. Why did
you choose this design route?

Continued on page 4
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Engage Your Staff with Improved Phone Skills
Continued from page 8

Continued from page 3

Platinum package should expect about "40 premium designs,
hand-picked exceptional designers, and a dedicated account
manager" for $1,349.
If you are only interested in having a logo designed,
the fees vary from $299 to $1,199. In choosing your design
package, you are also given options with corresponding
additional fees to upgrade your contest by making it private
and by shortening the competition from the standard seven
day length to as short as 24 hours.
After you have chosen your design package, you
are prompted to write a unique title for your competition
that will attract designers. Mine was "Help the Heartland
Smile!" You are also given
"Once the
the option of inviting specific
competition was designers to participate in
competition based on
underway...I was your
their portfolios and resumes
encouraged to on the site. I spent several
give feedback hours reviewing different
designers' portfolios and
through a 5-star inviting designers that had
rating system..." designs that I liked. I didn't
realize there was a limit to the
invitations I could extend, so I was not as discriminating in
my invitations as I would have been had I known. I believe the
limit was 50 invitations.

$2,500 to create a logo design and that it could take several
weeks to months. He also told me that most professionals in
his industry charged higher fees than his for that service. I got
the effort and creativity, not
"...hundreds
to mention hundreds of hours
of hours of
of work from 42 individuals
for 20% of that professional work from 42
designer's fee with a finished
individuals
product in less than two weeks.
Reviewing the designs and for 20% of that
responding to each one became
professional
kind of addictive, and over the
ten day process, I probably designer's fee..."
spent more than 50 hours on the project myself, although I am
not convinced that I would have spent less time scrutinizing
the work of a single designer to make sure I got what I wanted.

service is that the staff receives solutions on individual calls
that they found challenging, from dealing with upset patients
to how to schedule a reluctant potential patient. Newer staff
members transition more easily into their roles within the
practice. We have even heard patients complimenting clients
on their improved phone skills!

Q: How much interaction did you have with the designers?

Jodi: Staff are often anxious when they first learn about the
call recording, but all that changes after the coaching session.
Our coaches do a wonderful job of explaining our purpose: not
to point out the things they are doing wrong, but instead how
they can learn different skills to make their calls exceptional.

A: Interaction with the designers varied. I had quite a bit of
interaction with some designers, and less with others. All of it
was through the website or email, although I had one platinum
designer from Western Canada who wanted to communicate
with me directly through Skype, but I declined. The most
experienced designers required the most interaction to make
sure they were understanding my individual design goals.
Q: You received quite a few entries; how did you go about
narrowing down all the entries from the beginning?

Once the competition was under way, my customer
page started to receive design submissions, and I was
encouraged to give feedback through a 5-star rating system
and comments. The website explained that the more prompt
and specific a customer is in giving feedback to the designers,
the more designers will participate and the better the result will
be. I gave feedback for each design, and as I refined my own
understanding of what I wanted, I posted specific directions
for all the designers to read in the forum.

A: Each time I would log in and review the new entries, I
would give a star rating based on my initial reactions to each
design. I would then give comments on specific things I liked
about each design and specific things I would like to have
changed. Every few days I would go through and eliminate
the entries that I didn't like.
Q: Tell us about the voting process once the entries were
narrowed down? Who voted? How many responses did
you receive during the voting process?

Although I was initially uncertain if I was missing
out by not upgrading, I chose the basic Bronze package
without any additional upgrades. By the end of my ten day
competition, I had reviewed 576 designs from 42 designers
with varying degrees of experience and skill, including several
who were designated as platinum designers. I requested and
received a three day extension on my competition because it
ran through the holidays, which interfered with some designers'
participation. If I could change one thing, I may have made the
competition private, because the better designers were savvy
and didn't want their designs seen and copied by designers
with less experience.

A: The website has a feature that allows you to create a poll to
compare up to six designs at a time, and receive feedback in
the form of star rating and comments from the general public
or hand-selected individuals. There are options, for additional
fees, to promote your polls through social media to potentially
get feedback from a larger audience than your own circle of
friends and colleagues. I created three different polls, selecting
my favorite designs for which I wanted feedback, and then I
promoted my polls through email and Facebook. I sent my
initial poll to close friends and family, but I presented the
subsequent polls to industry representatives and colleagues as
well. I had a fairly good response, with as many as 90 people
participating in one of my polls. If I could do it again, I would
probably start polling earlier in the competition, perhaps as
soon as the first or second day. Polling really helped me see

Overall, for the amount of time the designers spent, it
was a real bargain. My sister put me in contact with a graphic
design professional and he told me that his minimum fee was

Continued on page 5
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after today's training they expressed they are no longer
skeptical, and think we can really benefit from this.
Staff tend to go from being anxious about coaching
to looking forward to their individual sessions. Practices are
seeing increased production and are reporting an overall better
experience with their patients.

Q: What about my staff, is this just the front desk or is
everyone involved?

Q: What makes your services unique?

Dr. Fender: Our program was designed primarily for front
desk staff, with a major emphasis on the new patient call.
That said, we have had several clients who have asked that
we begin including all staff because they found the service so
beneficial. Many of the verbal skills we teach help all staff to
improve their communication skills.

Jodi: First and foremost, our people make us unique. Our staff
has combined experience of over 75 years in the orthodontic
field, which is a huge asset. Recently, Carol Eaton joined our
team. Carol has lectured and consulted for over three decades
in orthodontics, with a reputation for helping practices enhance
their verbal skills.

Q: Are staff usually anxious about being recorded?

We also offer recording and continuous monitoring
to ensure that the skills honed in coaching remain sharp. All of
our coaching sessions offer guidelines for staff, not a generic
script, which leads to a more engaging phone experience with
patients. We also understand each practice is unique, so we
cater to practice needs on a case-to-case basis. We work with
the entire staff and each individual to create an optimal phone
experience for their patients and parents.

The staff are highly involved in the coaching and
contribute significantly to the direction that these sessions
take. This works to both ease anxiety and to increase the level
of investment they have in their success.

If the only thing people wanted when they called
your practice is general information, they could have simply
visited your website, but they have taken the initiative to pick
up the phone and call your office. Our objective is to create a
phenomenal human connection each time the phone rings. In
reality, great communicators must be trained to represent one's
practices, especially in sales skills. Engage can help train staff
in order to make large or small changes that will provide a
larger return on investment.

Q: Are there any legal or HIPPA issue concerns? If so, how
are these addressed?
Jodi: Our recording service is HIPPA and PCI compliant. We
also work with each practice to ensure they are complying
with state and federal laws regarding phone recording.
Q: What would your clients tell me about working with
Engage?

Dr. Dana Fender has been practicing orthodontics for 18 years. He
received his Doctorate of Medical Dentistry from the Medical College
of Georgia and then completed his graduate orthodontic training
at Vanderbilt University. In addition to holding active membership
in numerous professional organizations, Dr. Fender is involved in
the American Dental Association and the American Association of
Orthodontists. Being actively engaged in these professional affiliations
allows him to work closely with colleagues and peers so that he is
able to provide his patients the most scientifically proven and tested
methods of treatments. In his personal time, Dr. Fender enjoys hunting
excursions, as well as participating in IronMan Triathalons. Dr. Fender
can be reached via email at danafender@engageyourpatient.com or
by phone at (912) 384-1563.

Dr. Fender: We have had an outstanding positive response
for our services. One of our clients wrote this about his
experience:
Engage consulting is by far the best training we have
done for our front desk staff. We felt like we were doing
a good job on the phone with patients. Engage was able
to take it to the next level. Our staff has really embraced
the way Engage does its training. After one month of
applying what they learned, our scheduled production for
the upcoming month increased by 60%! We have nothing
else to attribute that to but the way our staff started
communicating with our patients. Do yourself and your
staff a favor and call Engage.

Jodi Peacock is an experienced business professional in the field of
orthodontic sales and consulting. She has played an active role in
this industry for over 25 years. Jodi partners with clients in creating
synergy in the new patient process, as well as building identity in the
community. Her consulting specializes in designing innovative solutions
for improving patient referrals and increasing case acceptance which
builds trust and confidence in the doctor and staff. During her free
time, Jodi breeds and races Standardbred Racehorses. Jodi can
be reached via email at jodipeacock@engageyourpatient.com or by
phone at (912) 384-1563.

A staff member wrote:
Some of our team members were skeptical about how
much they would be able to learn from the process, and
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Engage Your Staff with Improved Phone Skills
An Interview with Dr. Dana Fender & Jodi Peacock

I

n a competitive environment, all systems in a practice
need to be addressed, reviewed and polished at regular
intervals. Over the last several years, making the phone
ring with prospective new patients has gained more attention
by orthodontic practice owners and their hired consultants.
However, a new company, Engage, is taking the phone
skills necessary to handle that phone call successfully to a
professional level that is rarely achieved. The result is more calls
meaning more opportunities to grow a practice. We recently
had the chance to meet with the principals of Engage, two very
successful veterans in orthodontics, Dr. Dana Fender and Ms.
Jodi Peacock. We invited them to share some information on
their new and innovative company with our readers.

those calls were optimal. Practices are spending increasingly
more money marketing to get their phones to ring. Often when
they do ring, those calls are handled poorly - sometimes resulting
in the caller not even scheduling an appointment.
We are also following offices that have a great new
patient call and are seeing conversion rates improve. I also
realized that calling into
"Engage offers
offices occasionally and
communication
not having continual
monitoring and feedback and sales training...
was not enough. In many
to improve the
offices there are staff that
have been employed for
patient phone
several years and never
experience."
experienced any training
in basic phone skills. Engage is designed to coach those
essential skills - how to convert shoppers into patients and
how to set the new patient and the practice up for a successful
first appointment.

Q: What are your backgrounds and why did you decide to
start Engage?
Dr. Fender: What an awesome profession we work in every
day! The daily process of changing people's smiles is absolutely
amazing. As a profession, we seem to continue the charge by
wanting to provide great customer service. The problem is that
I can only be in one place at a time - usually in the clinic with
our wonderful patients. Even though we often have great front
desk employees, it is impossible to really know the dynamics
of what happens daily on the front lines (our communication
centers) of our practices. We are certainly in control of the
clinic and can intervene with patients and parents at any given
moment, but the front desk is a different story.

Continued from page 4

things that were outside my paradigm, and helped me identify
what my target audience liked in a design.

to have modified if necessary. I think my designer was from
Indonesia, so the time difference also played a role in the
finalization process. All told, I think it took two or three days
after the competition for me to be satisfied and release the
prize to the designer.

Q: Can you share the winning design and tell us why this
one was specifically chosen? Do you own full rights the
winning design?

Q: Is there anything that prevents you from a taking a
logo received during the submitted entry 'bidding process'
and using on your website or marketing materials without
finishing the process?

A: Yes. I really liked the style of the winning design from
the first time I saw it. My stated goal was to develop a logo
that would be universally acceptable regardless of age or
gender. I wanted something that could be branded and used
for all marketing pieces. It was important to me that the same
logo be usable on professional written communications to
colleagues, but be fun and attractive enough to be worn on a
t-shirt by a teenager or an adult. It was also important to me
that the design be memorable and easily recognizable from
my external signage, representing the field of orthodontics by
passing drivers at a glance.

A: I don't know what legal barriers exist to such an action, but
there are certainly moral and ethical barriers. Also, I think that
most of the designers maintain the resolution quality of the
design files at a lower level for the submissions to keep this
from happening.
As I have submitted the logo artwork for use in
marketing over the past few months, I have learned how
crucial it is to have vector files (i.e. file extensions like .ai or
.pdf or .eps rather than .jpg) for any logo artwork. Vector files
are scalable to any size while maintaining smooth unpixelated
borders.

Dr. McAllister's Winning Logo Design

Q: What does Engage do for a practice?
Dr. Fender: Engage offers communication and sales coaching
with staff to improve the patient phone experience. By focusing
our coaching on the new patient call and "shopping calls" we
can achieve our ultimate goal, which is to increase our client's
production numbers.
Q: How does Engage work with a practice?

In my attempt to conquer this issue, I developed
Engage. Engage is a customized communication and sales firm
that will coach your employees to communicate effectively on
the telephone. After listening to many of my offices' recorded
calls, I learned that my
"Practices are phone
staff was very adept at being
spending...
nice to people. The problem
more money was they lacked the sales skills
required to convert patient calls
marketing
into exams. In one day, I lost
three potential new patients.
to get their
you do the math, it's
phones to ring." When
scary. At Engage, we not only
educate and coach your staff, but we also prepare them to be
effective ambassadors to your patients and teach them the art
of mastering the telephone.

Jodi: We install recorders on phone lines used for incoming
and outgoing calls. We then listen to these recordings and
monitor an office's calls for common phone practices. Prior to
beginning training with an office, we meet (via GoToMeeting)
with the doctor to make sure we identify that specific practice's
goals relating to the new patient call. If the office is working
with a consultant, everything is customized to reflect that
consultant's goal. We then develop and present customized
coaching sessions. Following these sessions, we begin to
work with individual team members in the office to offer more
focused feedback.
During this process, we continually monitor the
recordings to listen for changes and identify areas of concern
so they can be addressed during coaching sessions. All of
these sessions are done over GoToMeeting using an installed
web cam. This way no one has to travel or disrupt his or her
schedule for all day trainings.

Jodi: One of my huge frustrations during the 25 years that I have
been consulting is going into offices and coaching staff regarding
specific verbal skills that are critical in a new patient phone call
and then calling that office in a few months posing as a new
patient and being disappointed with what they were actually
saying. Treatment coordinators in offices were also giving me
feedback that their exam dynamics changed as the new patient
calls changed. I realized that we needed to do more to guarantee

Q: What results are your clients experiencing?
Dr. Fender: Our clients are experiencing an overall better
phone experience for their patients and parents. Staff are more
confident in their roles, and are more engaging and effective
when speaking on the telephone. One major effect of our
Continued on page 9
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Q: Would you recommend using this service to other
orthodontists seeking a new logo?
A: I would absolutely recommend 99designs to other
orthodontists! I was very satisfied with the results of my
contest, especially for the price. If someone is willing to put
the time and effort into identifying exactly what they want and
communicating that vision to the designers they will be very
pleased with the results.

After the competition, there is a design handover in
which the rights to the design are yielded by the designer to
the customer. There are some legal limitations to the ability to
fully trademark the design, because the designer retains the
ability to use some elements of the design in future designs.
Off-hand I don't know the extent of the limits.

This is certainly an idea for anyone to consider if a
new logo is needed for his/her practice. Is this going to be a
new trend for the orthodontic community? Only time will tell;
but as we have seen from years past, in our industry thinking
outside of the box can provide an edge.

Q: How long does it take to finalize the process after a
winning design is selected?
A: This depends on the designer and the customer. I was
very pleased with my designer. I requested the working files
from Adobe Illustrator and the final JPEG files for the logo, a
business card design and a stationery design. I also requested
individual files of the icon separated from the practice name
and different variations of color. In all, my designer provided
me with more than 20 files. I wanted to be able to be versatile
in how I presented the logo, and I wanted to have the files
immediately available to send to a production company or

Have questions
regarding the
common business
aspects of
running
your practice?

Dr. Paul McAllister earned his Doctor of Dental Medicine (DMD)
from Oregon Health and Science University in 2007, and completed
his orthodontic specialty training at University of Nebraska Medical
Center in 2009. After four years working as an independent
contractor and associate, Dr. McAllister recently acquired a private
orthodontic practice with locations in Omaha and Fremont, Nebraska.
Those with additional questions may contact Dr. McAllister at
pdmcallister.dmd@gmail.com or (402) 392-1516.

The Bentson Clark reSource Offers Answers.
The Bentson Clark reSource features articles written by our owners and staff, orthodontic
consultants and business-leaders with an emphasis on the business matters of operating an
orthodontic practice.
For only $95 a year you can receive reliant, accurate and up-to-date news and information
that can be used on a daily basis within your practice.

1-800-621-4664 www.bentsonclark.com
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