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ere’s always room to grow your dental laboratory through some

good old-fashioned prospecting and relationship building. But

finding and keeping dentists as clients that offer consistent growth

has never been described as easy. Sometimes it can seem like you are making

countless phone calls and visits without any solid results. While realizing a

consistent flow of work from a dentist who promised it to you makes it all

worthwhile, getting there can be painful without knowing the numbers.

Learn Your
Prospecting Benchmarks
Doyouknow the average number of calls or visits it
takes you to get to a dentist or office manager? How
many conversations do you need with an office man-
ager or dentist to schedule a 20-minute meeting in
person? Knowing these numbers as they relate to
your own business could dramatically change your
prospecting process. You can use these benchmarks
to build more structure and regularity to a project
that seems unpredictable at times. These numbers
will also help you understand and make decisions
based on the health of your current pipeline.
Overall, an average of 15 to 20 phone calls
are needed to reach and have a meaning-
ful conversation with a dentist or office
manager on any given day, and three to 10
meaningful conversations are required to
obtain an appointment. The data suggest
3 to 6 hours of prospecting are needed to
schedule a 20-minute in-person appoint-
ment. However, these are general numbers;
it's always best to find the number of interac-
tions necessary for your specific business.

Improve Prospecting
Results with Research and
Probing Questions

Ifyouaren’t pleased with the numbers you

are seeing, don’t worry; there are proven ways to im-
prove them. First, take the time to carefully research
eachpractice before calling so that you sound knowl-
edgeable on the phone. Ask for the office manager
by name; this person is likely your best liaison to get
time on the dentist’s calendar. When you can show
a little familiar-

ity of their




practice up front, it’s easier to build rapport and then obtain that
coveted time slot on the dentist’s calendar. When you get anyone on
the phone, ask a question or two to build up your awareness of their
process and the dentist’s priorities. That way when you speak with the
scheduler, they see you as informed and credible.

Whether online or by phone, ask questions about the practice’s
current dental laboratory situation. “If you could wave a magic
wand, what would you improve about the current laboratory ser-
vice?” If you understand their current service as it relates to turn-
around time, margin/fit, quality, etc—you can highlight the features
and benefits of your laboratory based on their needs. This method
is much more effective than just listing services they already have.
Furthermore, if you cannot uncover pain points or improvement
items, there is likely no need to pursue this prospect for now; but
call back in 6 months to check in.

Know Your Stats:

Acquisition and Retention

Similar to understanding benchmarks as it relates to prospecting,
you must also take the time to learn benchmarks for obtaining new,
consistent clients. For example, how many meetings must you attend
to obtain that first case? More importantly, how many meetings must
you attend to find the dentists that don’t just send you work a few times,
but send work consistently month-to-month? We know that dentists
often have two to four dental laboratories in their queue, so figuring
out how to get to the top of that list makes the difference of thousands
of dollars in annual revenue. Laboratory owners must also understand
how many practices they need to have under their belt to keep aregular
stream of units flowing in.

Improve Your Benchmarks

Laboratory owners often lament, “The dentist tells me he’ll con-
sider sending a case but weeks go by and I don’t hear anything.” So
the laboratory owner makes one follow-up call and considers their
sales effort done when there’s no response. They assume the silence
indicates lack of interest, but that’s not always true. It is imperative to
follow up consistently until a definitive “no” is given. While the worst
part of follow up is facing a possible “no,” the best thing is when that
persistence pays off with new revenue.

Lastly, consider investing in an awareness marketing campaign.
The purpose of these campaigns is to set you apart from other labora-
tories your dentist maybe using and to increase customer loyalty. Build
your brand and partner status. Consider email marketing, direct mail,
or even small gifts for dental office staff throughout the year; create
lunch-and-learns or study clubs; and get manufacturers and specialists
to go in with you on the costs. Keep in touch with your prospects now
and again through calls and an awareness campaign to increase the
chances for return on your investment.

Once you start keeping track, it will not take more than a couple
hours of analysis to understand your particular stats and benchmarks
as theyrelate to prospecting and sales. Knowing these numbers makes
your efforts more meaningful and focused since you know what it
takes to get the win.
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We invest heavily in the future of our technicians, providing them
with continuing education assistance as well as the opportunity to
work with the latest technology and learn innovative techniques,
including advanced implant prosthetic-restoration training.

As employees, our lab professionals enjoy:
e Competitive salary and guaranteed 40 hours per week
* Mon-Fri workweeks, with no nights or weekends
* Working exclusively with one practice in its on-site lab
* Generous benefits, including healthcare and 401(k)
e Career development with management opportunities
¢ On-the-job training regardless of skill level

¢ Relocation assistance for skilled technicians

To learn more about Affordable Dentures & Implants Dental
Laboratories, visit careers.affordabledentures.com,

and click on the Dental Lab Professionals tab under
Current Opportunities. Or call 888.837.3033.

See you there

labday AFFORDABLE

= DENTURES &

A ‘ IMPLANTS®

(Circle 22 on Reader Service Card)




