
Internal Marketing Transcription, Part I 

Welcome, I’m Jim Du Molin, Editor of TheWealthyDentist.com.  I’m here today to 
talk about Internal Marketing and Communications.  Whenever we take a doctor 
as a client in TheWealthyDentist.com program we always start with Internal 
Marketing and Communications because we want to start with the easiest way to 
acquire a new patient.  And that’s by getting a referral from a current patient.  
There are four stages to this.  I’m going to take you through all four stages 
because if you just do one part of it you won’t be as successful as if you do all 
four parts. 

So let’s take Stage One, which is Asking for Referrals.  From time memorial 
every consultant has told you, “You have to ask to receive,” and it’s absolutely 
true.  But we’re going to take you through the actual scripting of asking for a 
referral and show you the psychology behind it and how to adapt it to your 
situation for your practice and your demographics.  That’s going to make a major 
difference in your response.  So let’s start. 

“Mrs. Jones, I’d like to thank you.  I wish all of our patients were as nice as you.  
If you have any friends or family who are like you, please don’t hesitate to refer 
them to us.  We will be sure to take good care of them.”   

Normally that takes about 10 seconds of your time to say.  If you’re from the 
south it probably took 12-15 seconds.  If you’re from the north you probably got it 
in 8 seconds or less.  It makes no difference.  You want to make sure that you 
say it in a comfortable way at your normal pace.  Let me take you through the 
key issues.   

First of all, always address the patient by name and make sure you say their last 
name until they give you permission to call them by their first name.  So, “Mrs. 
Jones, I would like to thank you.”  That gets their attention.  The reason that we 
do this is that the patients you have deserve your respect and until they have 
given their permission to call them by the name of Sally, don’t call them Sally.  
It’s kind of degrading to a lot of people to have an 18 year old dental assistant 
calling a 64 year old grandmother by her first name unless she gives them 
permission.  And I strongly suggest the doctor do the same.  Always call them 
Miss Jones or Mrs. Jones until they give you permission to call them by their first 
name.  By the way, if you talk to me you can always call me and just say, “Jim”.  
It’s all right with me. 

“Mrs. Jones, I’d like to thank you.  I wish all of our patients were as nice as you.”  
The “I wish all of our patients were as nice as you” is blatant flattery.  It’s okay.  
They know it’s flattery, you know it’s flattery, they love it, and it always works.  
Flatter your patients:  “I wish all of our patients were as nice as you.” 
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You want to qualify the types of people you want them to send.  “If you have 
friends or family who are like you, please don’t hesitate to send them to us.”  All 
right.  Understand this.  You want to make sure…everybody has friends or family.  
If they don’t, they’ve got other problems in life.  But the bottom line is, people like 
you, and again, you’re flattering them.   

Let me just qualify something.  If this person is The Wicked Witch of the West, 
don’t ask for a referral.  They’re just going to send The Wicked Witch of the north, 
the south, and the east and you don’t need these people in your practice.  Be 
smart about this.  Ask nice people for referrals.  The Wicked Witch of the west – 
don’t bother.  Just pass up. 

The next phase of this is very simple.  You must say this: “Please don’t hesitate 
to send them to us.”  This is the asking phase.  This is required.  It’s mandatory.  
“Please don’t hesitate to send them to us.  We’ll be sure to take good care of 
them.”   

How many times have you heard this statement?  “Why doctor, I didn’t know you 
were accepting new patients.”  Doesn’t that kind of just grab you in the rear end 
and you think, “Oh my god, I spent all this time and money on marketing and this 
person doesn’t know I’m accepting new patients?”  You’ve got to remember how 
your patients view it.  They’re sitting in your reception area seeing all these 
people come and go while they’re waiting for their appointment.  They think that 
you must, obviously, be the busiest dentist in town.  So they don’t realize that you 
need new patients, all the time, to keep the practice viable.   

So the answer to this is very simple.  You always tell the truth to a patient.  Never 
lie.  “Well each year a number of our patients move out of the area and we like to 
replace them with quality referrals from our best patients.”  Always tell the truth.  
This serves that purpose really well.  Twenty percent of the population moves 
every year.  That means 20% of your patient base is leaving on average, every 
year.  You need to replace them and you want quality referrals but we only ask 
the people we really like: our best patients.  So, you’ve complimented them 
again.   

“And Mrs. Jones, here are two Share the Care cards that you can use to help 
introduce your friends to our practice.”  It’s very straightforward.  And you hand 
them two Share the Care cards, or Smile Cards.   

Now, what is a Share the Care card or Smile Card?  Well, let me tell you.  It’s a 
marketing response vehicle.  When I talk about marketing response vehicles, all 
good marketing programs have a response vehicle: a way, a tool, a method to 
deliver the patient to your practice.  I want you to think about it as a giant Mack 
truck that drives up to your practice, the doors open up, the ramp comes down 
and patients are marching out and down and turn right into your practice.  That’s 
what a marketing response vehicle does.  It’s a way of delivering the patients to 
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you.  All good marketing has this.  It either has a coupon or a signup form, it has 
an offer of some type, a response vehicle that people can take with them and use 
to respond to the offer.  It’s critical in any marketing campaign and yours is your 
Smile Card. 

Here’s a Smile Card.  Very straightforward.  Here’s an sample.  You can see this 
right now.  And if you need a sample you can get them, not too much problem.   

“To get acquainted with our office we are offering all new patients $25 off on their 
complete oral exams, x-rays, and routine cleaning.  Take advantage of this 
opportunity to safe-guard your smile.  Make an appointment for yourself or your 
entire family today.”  We also have a “Referred By:” line.   

The issue here is very simple.  This is a clean offer.  We’re going to show you 
many different offers as part of this program.  You’re going to be able to connect 
through to that with the hard copy which you can download.  So that’s not a 
problem.  The issue here is that this is a good sample of a Smile Card.   

If you want to order Smile Cards go to TheWealthyDentist.com web site and click 
on the Hycomb link because Hycomb Printing & Marketing does all the Smile 
Cards for us.   

So you’re saying, “What is this?  You’re going to sell me Smile Cards?”  No, I’m 
not going to sell them to you.  I’m not in the printing business.  I don’t get a kick 
back.  I don’t get a percentage.  I don’t do any of that.  We licensed this program 
to Hycomb.  They do the printing.  Someone has to do it and put it together and 
do it right because it’s important that your Smile Card be designed correctly.  And 
you’ll have a whole list of offers to choose from.  They’ll walk you through it.  And 
the program walks you through it. 

So let’s start with the key elements.  The first one is big lips.  When I started 
doing this I didn’t use any lips on the Smile Card offer and they worked 
reasonably well.  I had no real complaints.  And then a few years ago a doctor by 
the name of Bill Joy out of Phoenix, Arizona (some of you might know Bill, he’s 
notorious there.  Actually, he’s one of the top clinicians in the area.), called me 
and said, “Jim, I’ve signed up as a client for your program but it’s going to be at 
least four months before you can see me and I need patients now.  It’s May and 
I’m in Phoenix and everybody leaves Phoenix, all the people who come, all the 
retirees come in the winter to be warm and they leave in the summer because it 
gets so hot, and I need new patients right away.”   

So I started him on this program.  I explained it to him.  I sent him some 
information.  He was looking to put together his Smile Card and he was going 
through the Semantodontics Catalog.  Semantodontics today, I think, is 
SmartPractice.com and the Smart Practice people have great materials.  He saw 
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a Smile Card there with big red lips and he said, “Makes sense to me, let me put 
my offer on this card with the big red lips.”   

So he did that and he started handing out his Smile Cards religiously, just as 
you’re going to be trained in this program because you want to bury your patients 
in Smile Cards, and he got the best response I’d ever seen to that point from his 
Smile Card program of anybody.  He got 14 new patients in the first six weeks.  I 
was stunned because I’d never seen a response like this.  So I called him up and 
said, “What’s going on?”   

He said, “I’m doing the program, all four phases exactly as you told me and I’m 
using my Smile Card and I’ve got these big red lips and so forth.”  And I looked at 
it and said, “This is pretty good.”   

Now, we’ve asked all sorts of psychologists and everyone why the big red lips 
work.  And they said, “Well have you tested it?”  And we did.  We went and 
tested it and we get about a 50% better response with big red lips than without 
big red lips so I was pretty impressed.  And they said, “Well, we can’t actually tell 
you why it responds better.”  They had all sorts of theories, but I’m a very 
pragmatic marketer.  If it works, I use it.  So all of our Smile Cards from this point 
on have big red lips.  

An interesting thing happened about a year-and-a-half ago.  I was in a seminar 
doing a presentation and a woman stood up and said, “Jim!  Big red lips are out.”   

I said, “What?”   

And she says, “I’m a color consultant in my spare time.  Look around the room.  
How many women in this room have big red lips?”  Sure enough, very few.   

She says, “Pink or beige lips.”   

And I said, “Okay, we’ll test.”  And we did.  We tested big red lips against pink 
lips and guess what?  Pink lips, beige lips got a 17.4% better response than big 
red lips.  So now we’re using pink lips and it works better.   

All these things are a little weird, I know, but everything gets tested.  We don’t put 
something out that has not been tested over and over again and as things 
change and improve, we try to keep you updated with the latest information.  So, 
we always use big red lips now. 

The next thing: Use only one side of a regular sized business card.  Don’t use a 
fold over card because people don’t open them up.  You’ve got to understand, 
people take business cards and they put them into a little file for business cards, 
usually alpha, and they want to see your whole offer on one side.  Don’t make 
them search for the offer.  Don’t put it on the back side.  Don’t have fold over 
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cards or all those fancy things.  They just aren’t worth it and they don’t work as 
well.  Use one side of a regular sized business card. 

Make a token offer, “Save $25 off your next complete exam, x-rays, and 
cleaning”.  That type of an offer.  Do not try to buy patients by offering $125 off, 
or free.  A token offer is fine.  The research tells us that people expect a token 
offer depending on where they are in the socioeconomic ladder.  If you’re 
searching for patients in the upper middle class and the upper class area, people 
who are educated, they expect some type of an offer.  And they’ll often ask for it.  
It’s a very interesting psychology.  They’re educated.  They know that their 
business as patients is worth money to you.  So you will not offend them.   

It took me a long time to get this clean and clear in my mind and it wasn’t until my 
wife and I moved into a new home in a nice neighborhood in Marin County, in 
Northern California.  It’ right on the water.  It’s called Tiburon.  And we had a nice 
house and I walked in one morning and she’s sorting through Val Pak coupons 
and I say, “We don’t really need to save coupons and clip coupons.”  And she 
says, “Well, hold it.  We’re new in the area.  We don’t know what the best dry 
cleaners are.  We don’t know what the best restaurants are and if they’re going to 
give us two dinners for the price of one, we’re going to try it anyway and we 
might as well save some money.”   

Now my wife is a pretty well educated person and we’re a reasonably affluent 
upper class American family.  It works pretty well for us.  We don’t have to clip 
coupons, but if you can save money, why not?  So, that’s the thing.  People will 
take a token offer but you don’t want to make it so rich that they think you’re 
buying their business.  It won’t do you any good and it won’t get you a better 
response.   

Now interestingly enough if you’re in a blue collar market, blue collar people are 
suspicious of offers that are token offers.  You want to present your ad, your 
Smile Card, in a more neutral way.   

Now we’ve got about ten different offers for you in your materials in this program 
so don’t worry about it, when you download it you’ve got it all, plus Hycomb will 
give you another 15 or so different types of offers to choose from when you have 
them printed up.  But make sure you print the right one.  So a token offer works 
really well. 

Always have a referred byline so that you know who’s been referring them, 
because you’re going to thank them. 

Have an expiration date.  Now this is my personal thing and I put it about 1-1/2 to 
2 years into the future because you’re going to get a lot of these.  The real issue 
is I never want an offer out there that can go on indefinitely.  You never know five 
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years from now who’s going to come in with your offer.  So I like to have an 
expiration date.  Plus it gets people to use it before it expires.   

So here’s one, an offer for sedation Smile Card.  Now you notice there’s no 
economic offer on this one.  If you’re looking for sedation patients, high value 
patients, and I like to target this, high value patients, this is a great offer.   

It’s sedation dentistry:  “Respect.  Comfort.  Friendly.  Caring.  Confidential.  
Safe.”  This is what a sedation patient is looking for in a practice.  “One small pill 
helps you snooze through your dental care.  Wake up with a beautiful smile.  
Make an appointment for yourself or a loved one, today.  Referred by.” 

It works really well for a high value sedation patient.   

If it’s a cosmetic patient we often say, “Come on down for a free cosmetic exam.” 

Now you’re saying “free?”  It’s one of the few times I use free in an offer.  Now I’ll 
gladly give away a cosmetic exam for free.  Someone has called you up and 
said, “I’d like a cosmetic exam.”  They come in to your office, sit down in your 
dental chair, and tell you exactly what they’d like to see in their smile.  Does this 
work for you as a marketing tool?  Obviously.  So free cosmetic exam works 
really well. 

If you’re not into sedation yet and you want to check it out, go to 
TheWealthyDentist.com web site and click on the link to the Dental Organization 
for Conscious Sedation, DOCS.  It will take you to their web site and you can 
learn all about how you can introduce sedation to your dental practice.  And I can 
tell you, this is worth $125,000 in increase net to your practice, if you just 
implement sedation dentistry, that’s oral conscious sedation, not IV.  And it 
works.  Trust me.  I’ve tracked over 125 practices in conscious sedation and what 
it’s done for them economically.  And it’s really a great return on investment.  So 
check it out. 

Now, you’ve got four phases to you internal marketing.  The first one is to hand 
out to the patient two Smile Cards.  Ask for every referral, hand out two Smile 
Cards.   

The next one is Completion of Treatment Letter.  This means every time you 
complete dentistry with a patient, you’re going to send out a letter, any kind of 
letter, whether it be dentistry, soft tissue management, even a prophy. 

Now why send a Completion of Treatment Letter?   

First of all, it reaffirms the patient’s decision to restore or maintain their oral 
health.  You always tell the patient they’re doing the right thing.  It’s critical.   



#2, the one I like best.  It serves to deliver…it’s a delivery vehicle for two more 
Smile Cards.   

And #3, it allows you to ask for the referral.  Really important.   

So each letter must have two Smile Cards or Share the Care Cards, whatever 
you want to call them, and two postscripts.  Now this is critical.  These two things, 
right now that I’m going to be giving you are going to be major things in 
generating large sums of money for new patient referrals.  So I want to make 
sure you focus on them.  You can download the entire slide show and print it out 
so you’ll have all this material, so you don’t have to take a lot of notes.  So be 
prepared.  This is important.  On your postscripts…I would put these postscripts 
on all your communication that it’s appropriate for.   

The first postscript is, “P.S. I’ve enclosed two Smile Cards for any friends or 
relatives that you feel could benefit from our services.”  Really straightforward.   

Next.  “Be sure to have your friends mention your name so that we can thank you 
personally with a token of our appreciation.”  Every single letter.  Psychologically 
it works to your benefit because the first thing when someone gets a letter from 
anyone and they see postscripts they always read the postscripts first.  You also 
want them, when they open the letter, to have the two Smile Cards come out.  
That’s important.   

Now I said you’re going to send it for prophys , you’re going to send it for the end 
of periodontal management, you’re going to send it after the completion of every 
dental treatment plan.  So if you’ve got six appointments with a patient, at the 
end of the sixth appointment, when you’ve wrapped up the program you’re going 
to send a Completion of Treatment Letter.   

Now you want to be careful.  Your team’s going to start to say, well we sent a 
prophy… this person comes in every three months for their cleaning and we send 
them the letter and so forth, and we send them the Smile Cards.  It’s all right.  
You can change up the letters.  We’ve given you a whole series of letters, we’ve 
given you 80 different letters as part of this program that you can download and 
put into your system.  So you’ll never want for letters.  Make up new letters.  Do 
whatever you want.  But keep repeating the thing and delivering the Smile Cards 
to them.   

So you’ve asked for the referral.  You’ve sent out Completion of Treatment 
Letters.  The third phase is quarterly communications.   

Now a lot of our clients, historically, have sent out some type of hard copy 
newsletter.  And all the research, behind hard copy newsletters, are that they’re 
warm fuzzies that maintain the patient loyalty.  But they don’t generate new 
patient referrals.   
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Now I have no problem.  I want you to use newsletters.  I’m going to give you 
some real interesting ways to do newsletters at a very low cost in a few minutes.  
But the bottom line is newsletters are expensive to do, and you’ve got to make 
sure you get a good Return On Investment on them.  I want you to communicate 
hard copy with your people but I want you to do it in a different way that allows 
you to ask for the referral in a very forceful way.   

So let’s look at it.  We want to send a quarterly communication, a one page letter, 
maybe two pages, at most, on a different topic.  Now you’re wondering where 
you’re going to get these topics; you already have them, they’re part of the 
package that you’ve received from us.  So you’ve got a whole list of quarterly 
communications.   

So “Using your insurance benefits now.”  Whatever it may be.  I got to tell you, in 
doing quarterly communications I’ve learned a lot.  I started doing this probably 
ten years ago.  And I remember I got a call from a doctor in northern California, in 
a town called Novato.  It’s only about an hour from where I live.  A little bit north.  
And he called me up and he says, “Jim, I’ve got a problem.  It’s hot up here.  It’s 
May.  All my patients go on vacation during the summer and I need more new 
patients.”  Sounds like my friend from Phoenix.   

So it was May and I went up and I talked to him.  Boy it was hot; it was 96 
degrees already.   

And he says, “What am I going to do?” 

And I said, “Well first of all, we want to do is send a communication.  We’re going 
to send it every quarter.  But let’s start with one, and it’s going to be very basic: 
‘Use your insurance benefits now.’” 

You’ve got the letter in the list that I’ve given you, in the package that I’ve given 
you.  “Don’t let your benefits fade away; use them now.  Don’t wait till the end of 
the year when you may not be able to get it.”  Very basic letter.  Actually I’d send 
it out any time of the year.  First of the year, mid year…I like to do it in January 
because that’s when the insurance renews for a lot of people and I think, 
psychologically, it’s a good time to do it.   

So he says, “OK.  I’ll be glad to send the letter.” 

And I said, “Now, how many patients do you have?  

And he says, “Well I’ve got about 1200 active.” 

“Well how many inactives have you got?” 
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“Maybe about 1800.” 

“Have you got them on computer lists?” 

He says, “I’ve had them on the computer forever.  Actually I’m on my third 
computer system.”  Well a lot of you people can probably relate to that. 

So I said, “Fine.  We’re going to mail out to both groups.  We’re going to mail out 
to the current patients and the dead file.” 

And he says, “Why?” 

“Well we want to see if those people are really dead.  We’re going to put a return 
address on the envelope that says, ‘Return address correction request’ and we’ll 
pay for the postage coming back and then we’ll clean up your outstanding files.”  

So he says, “OK.  Well how many Smile Cards should I get?” 

Well we’ve got 3,000 letters we’re going to send out.  We’re going to send out 
two Smile Cards.  So that’s 6,000 Smile Cards.  You’re going to do this four times 
a year, that’s 24,000, and we’re going to hand out…get 30,000 Smile Cards.   

And he looked at me like I was brain dead.  “30,000 Smile Cards?” 

I said, “Yeah, you’re going to use them over the next year-and-a-half.  Don’t 
worry about it.  In two years you’ll be done and we’ll print some more.  They’re 
worth pennies.  Don’t even worry about it.  It’s the Mack truck that’s going to 
deliver the patients to your office.  It’s the critical element that gives the people 
something tangible that they can put in their pocket and hand to the next person.  
So you want to do it.  30,000 Smile Cards.” 

All right.  So we packaged the whole thing up and we had a professional, actually 
we had Hycomb mail the things out because they do a whole program on 
mailing.  Once again, I don’t get a commission.  I just want you to get it done.  
And we sent it out, bulk rate.  

A week goes by.  The phone rings: “We got a problem Jim.  Nothing.  No 
response.” 

I say, “Hey, it’s a marketing program.  Give it some time.  It’s got to get 
delivered.” 

Another week goes by.  “Big problem.  Zero.  Nothing.  Nadah.  Not one patient.  
“I’m sitting on 24,000 Smile Cards in my office.  My wife is not particularly happy.” 
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I said, “You know, not everything works all the time exactly as you think it’s going 
to work.  So let’s give it some more time.   

Another week goes by.  No calls.   

Now every management consultant, at some point in their career, has to deal 
with this problem.  Do we let the client go and let that fade in the sunset or do we 
call and address the problem?   

Well at this point, based on the previous call I was into the fade into the sunset 
mode.  Unfortunately my wife said, “You know, you’ve got to confront this and 
deal with it.  Call him.”   

So I picked up the phone and called him.  The line was busy; I didn’t have to 
worry.  I’ll call him back this afternoon.  So I called him back and the line was 
busy.  I’ll beat that bullet.  I’ll call him tonight at home.  So I called him. 

And he says, “Du Molin, we’ve got a problem.  That damn letter you sent out has 
flooded my office lines.  They’re having to put in another telephone line.  My wife 
has been working in the office for the last three days just to answer the phone 
and help out because all those got delivered AT ONCE.   

You know sometimes you just can’t help people through their problem and make 
them happy.   

What had happened is very simple.  We got an outrageous response.  But we 
learned some things.  First of all, don’t drop 3,000 letters at once.  Because what 
happens is, the postman, you know, you drop them off at the postal center, they 
go kechunk, then it goes to the sub-distribution center and it goes kechunk, then 
it goes to the distribution center, kechunk, then it goes out to the postman, 
kechunk, and they all get delivered on the same three days and you get all your 
phone calls in the same three days.  Don’t do it that way.  Mail out 500 a week, at 
a time, so you have a stage level.  Let the mailing house do this for you.  You 
want to make sure you have enough to do bulk rate each section and mail them 
out so they don’t overwhelm your response.  That’s the thing.  You don’t want the 
team to be wiped out with phone calls.  So that’s number one thing. 

A couple of critical things we learned.  I was really surprised in doing this that we 
got such a big response from the dead file.  The dead were alive.  It was really 
interesting.   

So I said, “Wow.  We got almost as much response from our dead file as we did 
from our regular file.  So I was really concerned and wondering why we got such 
a big response so I did a focus group study.  I wrote up 10 questions and I called 
a group of people at random.  I didn’t get passed my 7th call, my 8th call, before I 
realized what the problem was.  Because I got the same response on, “Why 
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didn’t you respond to this letter even though you hadn’t you been to the practice 
for so long?” 

And the people said, “When they got the letter I assumed they had forgiven me.  
And about the third time I heard this I said, “What do you mean by that?”   

And they said, “You know, Mary Jane, the hygienist, she’s a great hygienist but 
boy, if you don’t follow up and you’re not absolutely perfect in your home care 
and you don’t follow-up with your schedule for continuing care, she just makes 
me feel about three inches tall.  And I just couldn’t face it.  I had an appointment 
scheduled.  It was my 25th anniversary.  And my husband took me to Europe.  
And by the time I got back I had forgotten about it and two months later I just 
couldn’t face calling up and going through an appointment with her.” 

Well basically what we found out was we had Hitler in the hygiene department.   

Now, things come out when you do marketing.  You find out some interesting 
things.  And so we had to deal with this problem so I said, OK, to the doctor, 
we’re going to deal with it.   

And the doctor says, “How?” 

“Well, we’re going to have an attitude adjustment conversation.” 

He says, “What do you mean?” 

“She’s going to adjust her attitude or we’re going to have to make the ultimate 
adjustment.” 

“What do you mean by that?” 

“Either she changes her attitude, or she’s history.” 

You can’t afford to let one person, or two people get in the way of your marketing 
success.  You’ve got to care for your patients.  You’ve got to make sure your 
team works together well.  And they get rewarded.  And everything comes 
together and you can’t have one or two team players that aren’t playing by the 
same rules as everybody else.  So we had an attitude conversation, adjustment 
conversation with Mary Jane.  We drove there in separate cars.  Basically you 
want to do this in a public place, go in separate cars because you may not be 
coming home together in the same car and it could be uncomfortable.   

So we all got together.  And we explained the problem to Mary Jane and she 
says, “Well, I don’t know.  Change the way I do my presentation?” 
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“No you’re going to do all your clinical stuff the same, but we just don’t want you 
to be so harsh on the patient base if they’re not totally compliant with their 
continuing care.  They’ve got a lot of stress in their lives and we don’t necessarily 
need you to add to it because it’s costing us some people.” 

So she says, “Well I’ll do the best I can.” 

Well in this case, Mary Jane came in the next day and by 3:30 she had had 
enough and she said, “Doctor, I can’t do this.  I can’t be that way.  I can’t be 
basically nice to patients.” 

So, she quit.  

And then we brought in Marie.  Marie is a warm, caring and loving hygienist.  And 
we sent out a quarterly communication introducing everybody to Marie and how 
well she was received by the patients, and how gentle and caring she is.   

This is what you’re going to do.  But you learn all these things when you get into 
marketing. 

We’re going to take a short break right now, so you can set up the next part of 
this program.  I’ll see you back in a few minutes for Section #2. 

Internal Marketing Transcription, Part II 

Welcome back for Section #2 of this program.   

Now your quarterly communications, there are lots of things that you can put out 
there.  “Use Your Insurance Benefits Now,” you’ve got the letter.  “AIDS 
Protection Program,” you’ve got samples of that. 

If you want people to stop you on the street and say, “Thank you for telling me 
what you can do to protect my family and myself from AIDS.  I appreciate that a 
lot.  Really.”  

They don’t realize you’re really protecting yourselves but, hey, take the benefit 
when you can. 

If you’ve just gone to a great cosmetic course with Hornbrook or any of the gurus 
come back and write a letter, a one page letter, talking about the technique 
you’ve learned.  And put it out there with the people.  Very straightforward.  All 
sorts of things you can do.   
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If you’ve gone to a Sedation Course and you’ve been trained in sedation send 
out a letter to all of your patients saying now you can take one small pill and 
sleep through their dental procedure.  Works every time.  It will generate patients. 

Now why send quarterly letters?  Real simple.  It works.  It generates referrals.  
We always include the Smile Cards.  One page, two Smile Cards.   

Now for those of you who want or are sending out newsletters, I would suggest 
that you don’t send out hard copy newsletters.  I want you to send out quarterly 
communications, hard copy, with the Smile Cards, and for newsletter content, I 
want you to boost it from once a quarter, which costs you some money, to be 
honest, to once a month, but I want you to use the Internet.  Because you can do 
it at practically nothing on the Internet.  You can send out a customized 
newsletter on the Internet as an email, to all your people automatically every 
month. 

Go to TheWealthyDentist.com and check out 1stNewsletter.com’s web site.  The 
whole marketing program is there.  There’s probably a special offer to you 
because you took this program and you purchased this program and you 
probably can get into 1stNewsletter online, email communication marketing 
program at a very reasonable rate.  So check it out.  Better to contact you 
patients every month with an online newsletter and then follow-up with quarterly 
communications, hard copy, and two Smile Cards.   

Now the 1stNewsletter program is more than just newsletters so check it out.  It 
really works.  And it’s a great program. 

Now quarterly mailings maintain patient contact and foster that caring image.  
Hard copy.  One page.  Two Smile Cards.  Primary purpose.  Two more Smile 
Cards.  And asking for the referral.   

Important.  Not doing your regular quarterly communications will cut your 
response in half.  Obviously we don’t want to do that.  So double your response.  
Do your communications.  Hit them up with the Smile Cards.   

Go to TheWealthyDentist.com and supplement your quarterly communications 
with your 1stNewsletter program.   

Now Referral Thank You Letter and token of appreciation.  This is the fourth 
phase of the program and it’s absolutely a must-do part of the program.  And it’s 
easy.  Thank you letters and tokens of appreciation.   

Now there are a lot of ways to send a gift or a thank you letter.  Now I got to tell 
you, “Don’t wait.”  Patients are very straightforward.  And they like to be thanked 
immediately when they do something good.   
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A lot of you probably studied a guy named Pavlov in dental school.  And Pavlov 
was big on dogs.  And Pavlov learned that if you gave the dog a treat 
immediately after they did the trick, the dog did the trick a lot faster the next time 
because he expected to get a treat.  You do the same thing with your patients.   

When they send you a new patient, don’t wait two or three times or until they 
send you four new patients, send them the treat right away.  And they’ll repeat 
that positive behavior again.  Always reward positive behavior with a positive 
reward immediately.   

In this case I always use, or I like to use, gift certificates.  Now I don’t care what 
you use.  You can use gift certificates.  You can send them flowers.  You can 
send them balloons.  You can do anything want.  But I’m going to show you how 
you can magnify your response with a gift certificate program that I learned, from 
one of my doctors.  In fact it was Dr. Ron Wickum in Santa Cruz, California.   

A few years ago Ron called me up and he says, “Jim, I got a problem.” 

“Ron, what could be the problem?” 

He says, “My gift certificate.” 

“Oh, you’re using the gift certificate.” 

“Yeah, I’m using it with the Smile Cards.” 

“Well how’s it going?” 

“It’s going great but I got a problem.  The Smile Cards are the problem.” 

“Well first of all Ron, tell me about your gift certificate.” 

He says, “Well Jim, this is what I do.  I put together a gift certificate of all the 
vendors, or all the local business people in my community.  I went down to the 
local restaurants, the beauty salons, the movie theatre, and all of the small 
businesses.  And I went in and I said, ‘Hey, I’d like you to be on my gift 
certificate.’  And I go in and talk to the manager, or the owner, and I always use a 
small business.  I know that hair salons are good so I started there, and then I 
went to gift shops, and dress shops and all the auto supply guys, they’re really 
good.  And I went in and I did this pitch: And I’d ask them if they would let me put 
their name on the back of my gift certificate.  And that every time I’d thank a 
patient for referring a patient I’d send the person who’s referring the patient a gift 
certificate worth $25.  And I’d ask them if I could have it usable in their business.” 

So the manager says, “Let me understand this.  A patient refers a new patient to 
your office and you send the referring patient a gift certificate?” 
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“Yes.” 

“My name’s on the back.  That person comes in with a gift certificate.  I’m going 
to give them $25 worth of goods or services, and what are you going to give 
me?” 

Well the doctor says, “I’m going to give you $25.  You just sign your name on the 
back and with the date, and within 30 days I’ll send you a check for $25.” 

The businessman says, “You’re not going to ask me to discount it?” 

He says, “No.  I’m going to give you the full $25.” 

Rule #1.  Don’t nickel and dime a small business person.  Give him the full $25.  
It’s irrelevant in the long run.  You’ll see why.   

The businessman says, “That’s a good deal.  If you want to send people in with a 
gift certificate to come into my business and spend $25, they’ll probably spend 
more than that, and I’m going to get a full $25 back.  This is a no-lose for me?” 
He says, “Yeah.  I’ll do it!” 

So Ron signs up the businessman.   

Now the interesting thing about Ron, he’s a good guy.  He’s a high “I” personality.  
He talks a lot.  And he says, “Mr. Businessman, I know you’re not a patient in my 
practice and I want you to be really comfortable with this program, so what I’d like 
to do is I’d like to invite you, your spouse, and your children down to my practice 
for a no charge exam, cleaning and necessary x-rays just to make you feel 
comfortable with this program.” 

And the businessman says, “Wow, that’s really nice.  I appreciate it.” 

“Will you come on down?” 

The businessman says, “Sure.” 

Now the key to this is Dr. Ron opens up his cell phone, presses the autodial and 
it comes to Sally at the front desk and he says, “Sally, I’m down here with John 
Q. Businessman, at ABC Florist.  I’ve just talked to him and I’ve made sure that 
he’s got an offer from us for a no charge exam, x-rays and cleaning for himself, 
his wife and his kids.  And I want to make sure that you follow-up on this.  Could 
you give him a call later today because he’s going to have to check with his wife, 
and make sure that they get scheduled for their appointments?”
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He schedules them right there so there’s no confusion.  And he knows that 
Sally’s going to call back that afternoon to confirm.  Now what he’s done is that 
he’s just confirmed that he’s got four more new patients coming into his practice.   

So you’re saying, “Four free exams, x-rays and necessary cleanings.  Whatever 
it comes down to.  The bottom line is Dr. Ron now has four new patients.  Now 
the average value of production of a new patient in a dental practice is about 
$750.  Net after the cost of the dentistry is about $555, on a standard patient.  
When that person comes in he’s going to go through cleaning, exam, and x-rays.  
Dr. Ron is going to do a great appointment, and at that point he’s going to say, 
“You need A, B, C, and D.”  That’s how he’s going to sell dentistry.  It’s a great 
way to get new patients into your practice.   

Will you get them all?  No.  Not all of them will come in.  But 50% or 60% of the 
guys will come on down and try it out.  What have you got to lose?  You’ve just 
added four new patients on the average to your practice.   

Now when that businessman leaves your practice, because you’ve impressed 
him with the quality of care and all the skills that you have, what are you going to 
hand him?  Two more Smile Cards?  No!  You’re going to hand him a big thick 
stack of Smile Cards.  Because what’s he going to do?  He’s going to go back to 
the small business and he’s going to talk to all his employees and say, “Hey, I 
just got back from Dr. Ron and he’s really a nice guy.  And here’s a Smile Card.  
Need a dentist?  Check him out.  Here’s my name on the bottom.  And he’s going 
to hand them out to all of his employees.  Then whenever his customers come 
in…best customers, “Hey I just came back from the dentist.  Dr Ron is a great 
guy.  Hands it out.  Why?  Because he knows all those people…first of all he’s 
going to get a $25 gift certificate for everyone he refers to your practice.  It works 
for him.  Then he can use in his own business.  So it works.  And it builds that 
referral base for you.   

So I got Ron on the phone and he says, “Well the problem is with the gift 
certificate program is that it’s working too well.  I’ve got more merchants calling 
me up to be on the program now than I’ve got space on the gift certificate, what’ll 
I do?”  

Such a problem Ron.  Two gift certificates!  So the person refers a patient and 
you give them a gift certificate to one, with one list of referral businesses and, gift 
certificate 2, the next time they call you, you give them gift certificate #2 so 
they’ve got another list of places to redeem their $25 gift certificate.  And it works.  
And it gets you out into the community.  And it pushes the whole program to 
another level.  And that’s why you get such a good response from all four phases 
of the program.   

So now when somebody refers you send them the gift certificate and you send 
them four Smile Cards, not two.  Four Smile Cards because they’re proven 
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people.  They’ve used one.  They’ve got a $25 gift certificate.  Now they’ve got 
four more Smile Cards.  Well $25, and $100 here; I just have to refer four people, 
five people.  We got it done.  It works. 

The key thing here is to bury your patients in Smile Cards.  Now if you add it all 
up, the average patient in your practice will probably get 23 to 24 Smile Cards a 
year.  It’s OK.  All marketing is repetition and that’s a critical issue in any 
marketing program.  You literally want to bury them in Smile Cards. 

You know some patient might call up and say, “Mrs. Jones, please don’t send me 
any more Smile Cards.  I’ve papered my entire bathroom in them already.”  Fine.  
Take her off.  The other 99.9% of the people…keep sending Smile Cards.   

You can change the offer every six months to a year.  I like to let it go at least six 
months.  I really like to beat them up with an offer for at least a year.  Put another 
offer out there.  Switch your letters around.  It’s OK.  Bury them. 

I’ll give you an example of repetitive marketing.  The key thing here is…I grew 
up…I’m 58 years old.  You can probably tell I don’t have any hair, or very little.  
The issue here is very simple: I was born in 1946.  I was that first generation to 
get television.  And to be marketed to on TV.  Now when I started out…you know 
we didn’t have a lot of money when I grew up in the Midwest, outside of Chicago.  
The bottom line is my Mom would take me by the hand when I was about two, 
three years old, and I’d tottle over to a neighbor’s house and they had a TV.  You 
know not everybody could afford TV.  It was a great big wooden thing.  It had a 
pointed top, little gray screen, got a big section below for the speaker.  It only had 
one knob, it was high tech, it was on, off and volume…really neat, it did two 
things at once.  And it had a red light down at the bottom so you knew it was on.  
There wasn’t a lot on TV and if you weren’t careful you’d leave it on and not know 
it.   

So all of us kids would be sitting down in a semicircle in front of this thing and the 
light would be turned on and it would be warming up.  Remember when they had 
to warm up TV’s?  This one really needed a good warm up.  And then about five 
minutes to 3:00 the screen would light up and the test pattern would come on.  It 
probably lost about ½ the audience with this.  Test patterns, if you’re over 30 you 
probably know what test patterns are.  My favorite was the Indian.  Someone was 
collecting test patterns.   

So we’d cycle in on the test pattern and make sure that everything was focused 
at the central broadcasting point and then at 3:00 the screen would come alive 
and Fritz, The Cat, the little black cat, would come across the screen, do 
summersaults, all in animation, and all the kids would go nuts because this was 
totally beyond belief.  Television.  So I grew up with this.  And I grew older and 
moved into the country and I spent my summers…you know my Mom worked 
and my sister was out trying to find a husband, so I was pretty much on my own.  
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And I watched TV during the day.  And what do you watch on TV during the day?  
You watch soap operas, pretty much, and anything that comes along.  And what 
kind of commercials do you see?  You see soap commercials.  And I learned 
some important things. 

First of all, Tide is the greatest detergent ever developed by mankind.  The 
bottom line is I watched Tide commercials and I realized that it got improved 
every six to eight months.  You could use it for colors, you could use it for whites, 
it had its own bleach.  It’s an outrageous product.  By the time I graduated from 
High School I realized that I had seen probably 4,000 Tide commercials.  Went to 
college, did my own laundry, ironed my own shirts…used Tide.  When I got out in 
to the business world, hey, did my own laundry, everything was fine, used Tide.   

I remember when I got my first washer and dryer in my apartment, stackable, put 
the hose out the window for the exhaust on the dryer…used Tide.  Then I met my 
wife, Suzanne.  You know how these things go.  The first time you go as a couple 
to the grocery store, the guy always pushes the cart.  So I’m there pushing the 
cart, and we’re doing pretty well picking up the groceries as a couple, first time 
together doing this little chore, and I was feeling pretty good, and we get to the 
detergent section, and I reach down to pick up my big, beautiful box of Tide, you 
know the one that’s orange, and blue, and yellow.  It’s Tide and it just jumps out 
and grabs you.  And I’m feeling good.  And Suzanne looks at me and says, “The 
generic version is 6.4 cents less per wash.” 

“I’ve always used Tide.” 

“The generic version is 6.4 cents less per wash.” 

“My Mother uses Tide.”  And I picked it up and I put it in the basket.  And for the 
last 21 years I’ve done my own wash.  It’s OK.  I know that my Tide makes my 
shorts whiter, brighter and cleaner.  I feel good about my clothes.  And that’s 
what happens. 

The bottom line is that Tide had been repeated and been burned in my brain and 
this is the equivalent of your Smile Card.  You can’t compete on television but 
you can have your own Smile Card.  You can drench your patients in Smile 
Cards.  And it’s your way of marketing to them in a cost effective way.  It’s the 
equivalent of Proctor and Gamble’s Tide commercials.  And so you want to keep 
doing it over, and over, and over again. 

So let’s look at your potential.  Projected response the first year, as in all 
marketing it’s based on repetition.  For the first three months or so you’re going 
to get absolutely nothing because they haven’t gotten enough responses.  You’ll 
start, if your lucky, to get your first response at six months.  And it will be one or 
two.  And you’re going to think, we’re just throwing this stuff away.  Don’t worry 
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about it.  You’re going to keep this going for a minimum of two years and then 
you’ll see the results.   

At the beginning of six months you’ll see one or two responses.  However, by the 
end of nine months you’ll start to see four or five.  At the end of the year you’ll 
start to see a really healthy return.  And it will depend on the number of patients 
you have.  But it’s very common for us to get from 10 to 12 new patients a month 
from this.  And they’re great patients.  They’re referred patients.  They’re 
preheated patients.  So what’s it worth to you? 

If you have 1200 active patients and we use a standard response factor, and this 
is from testing, we know that if you’re looking for standard new patients, it’s a 
generic type of thing, save $25.  So you divide 150 into the 1200, you’re going to 
average 8 new patients a month by the end of the first year.   

And you’re saying 8 new patients? 

OK.  Let’s take a look at it.  150 is the standard response factor.  And it’s going to 
start…it’s going to take about a year to come up to this level.   

Now if it’s a sedation patient you’re going to get a lower response but it’s going to 
be a higher value patient.  So you use a response factor in projecting your 
response of like 200.  So you’ll get 6 new patients a month from a sedation Smile 
Card.  Lower response, but higher value.  Almost three times higher.  So things 
to remember.   

So understand, asking for referrals, that’s phase one.  It essentially costs you 
nothing.  Just about anywhere from 12 to 18 seconds of your time for each 
patient as they wrap up.   

Completion of Treatment Letters…relatively minor cost.  The key thing with 
Completion of Treatment Letters is to make sure that they go out…if you’re 
working Monday through Thursday, make sure they all go out on Thursday 
afternoon.  They should be all sitting on the doctor’s desk so he or she can sign 
them before they all go out.  That’s the rule.  You got to get them out on a regular 
basis to make it work.  And also with two Smile Cards. 

Quarterly Mailings.  Quarterly Mailings will cost you some money.  You know 
that’s the way it is.  Anything that goes out hard copy, assuming that you have 
1200 active patients, user response factor of .56, I believe, to calculate the 
number of units mailed because you’re only going to mail one package per 
family.  So you end up with about 672 units mailed at a time, times four quarters, 
and it’s about 2688 units per year.  Multiply that by about $1.  It costs about a $1 
to put out a mailing per letter, by the time you have the envelope costs, the letter 
costs, the Smile Cards, the labeling, the stuffing.  Now the key thing here is don’t 
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do this in your office.  Don’t waste your team’s valuable time stuffing envelopes.  
And please don’t give it to your children.   

I used to do this as a kid.  I stuffed bills for a physician.  I hated it.  It was the last 
thing I did, but I got it done, barely.  And the poor guy, I don’t know if he ever got 
paid.  The bottom line is, don’t have your children do this.  Have a professional 
mailing house do this on a quarterly basis.   

So it costs about a $1 per letter.  Have Hycomb do it.  They do it fine.  I DO NOT 
get a commission.  It’s not where I make my money.  I make my money on my 
advice.  I’m very confident about that.   

Now, so it’s going to cost you about $2400 a year.  $206 a month.  My God 
you’re going to have to spend some money.  Ah!  $206.  OK.  

Marginal profit.  Standard new patient: $555.  See TheWealthyDentist.com if you 
want an explanation on marginal profit.  Go and check out our program on 
“Maximizing Your Marketing, Targeting The High Value New Patient.”  Talks you 
all through marginal profit, how it’s calculated, and how to use it in you marketing.  
It’s like 101 Marketing.  And you should definitely see it.  And I would have your 
team see it also.   

Less the token offer.  On the Smile Card we usually give the $25 introductory 
offer so it’s going to cost you $25.   

Less a thank you gift cost: $25.  You’re going to end up with about $505 net 
contribution to overhead.  That’s a standard patient.  

Estimated number of new patients: 37 the first year.  Very conservative.  
Marginal profit the first year $18,684.  Minus the cost of the strategy: about 
$2500.  First year of profit: $16,000. 

Hey, not bad.  Could do a lot better.  However, think about it.  This was the year 
that you were building up.  That you were getting in to the repetition mode.  Next 
year, this is what happens.  And in your second year you’re going to end up with 
96 new patients.  Because now you’re in the mode.  Repetition.  You’re going to 
end up with those 8 new patients a month.  It’s going to be worth $48,000 a year.  
Minus the cost of the program: You’re going to end up with $46,000.  Now that’s 
pretty good money for handing out some Smile Cards and doing some letters.   

If you could add $46,000 to the bottom line I think most of you would be really 
happy.   

Now let me give you the way to really make an impact.  Now you’ve got standard 
new patient marketing the first year profit.  You’ve got ROI at 646%.  Not bad.  
Now take the $16,000, divided by the cost of the program.  You’ve got CAP, cost 
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to acquire the patient: $67.  And you’ve got a break even of 5 patients.  You take 
the cost of the program and you divide by the value of a new patients and you 
only need 5 new patients to break even.  Very low risk.  So that’s the first year.   

The second year, it’s even better.  You’ve got an ROI of 1860%.  And a Cost to 
Acquire the Patient of $25.  And your break even is the same because it’s the 
same cost.  Very low risk.  So let’s see how we can make it even better. 

Marginal Profit.  When you target a high value sedation, cosmetic, or implant 
patient so here your new patient value, your gross value is $2642.  Your net 
contribution is $1575.  Remember check out our training program if you want 
more information.  Go to 1stProspects.com and look at that program because it 
will automatically calculate your value of a new patient and track your marketing.   

Less your token offer: $25.  Thank you gift net contribution….Sedation patients, 
by the way, don’t get a token offer, that’s why you make a little more money.   

Net contribution: $1550.  Profit, first year, with just 37 new patients: $54,000.  
Second year with 72 new patients: $109,000.  Remember, check out for marginal 
profit and what that means by our program for maximizing your marketing and 
targeting the high value patient.   

First year of profit, ROI, is 2200%.  Cost to Acquire the Patient is $67.  The 
breakeven point when you target high value patients: 1.6.  Extremely low risk 
factor there.  And your second year of profit is outrageous.  Your ROI is 4500%.  
Your Cost to Acquire the Patient is $34.  Folks, you can’t lose with this program.  
It’s just a no brainer when it comes to making money. 

Go to TheWealthyDentist.com.  If you’re interested in sedation, check out the 
DOCS program.  Go to the link for high value sedation patients.  But it works 
equally well for cosmetics, implants and so forth.  You’ve just got to target those 
patients.  And your system will show you how to do all that.   

I’m Jim Du Molin.  I’m the Editor and Chief of TheWealthyDentist.com and this 
has been a program to introduce you to the basics of Internal Marketing and 
Communication.  Our job is to give you the tools that you need to be successful.  
And you’ve got those as part of this program and download all the different tools 
and files that come with this program, print them out, integrate them with your 
computerized marketing, and use the options that we’ve made available to you. 

At The WealthyDentist.com our philosophy is that profit is the natural result of 
doing what’s right for your patients.  Enjoy.  Thank you. 
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