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Timothy A. Brown presents:
How to Maximize Your Practice Value

• The top five things you must do to prepare 
  your practice for sale.
• How to increase the value of your practice
  - low cost/big impact.
• Avoiding pitfalls in day-to-day operations.
• Global trends in procedure spending by the 
  baby boomer patient, and what it means for 
  your future income.

Anita Jupp presents:
“Don’t worry, be happy” - 
The Power of a Powerful Team

• The right skills; the right attitude.
• Eliminate “It’s not my job”.
• Never underestimate the power of 
  superior communication skills.
• Eliminate stress.
• Office guidelines for patients and the team.
• A successful practice is a win-win situation.

Timothy A. Brown
President & CEO
ROI Corporation

Anita Jupp
Practice Specialist
ROI Corporation

Date
Mon Sep 28    
Tues Sep 29
Wed Sep 30
Thurs Oct 1
Fri Oct 2
Sat Oct 3
Sun Oct 4
Mon Oct 5 Athens

Arrive
--
9:00 AM
8:00 AM
8:00 AM
8:00 AM
8:00 AM
8:00 AM
5:00 AM

Depart
5:00 PM
6:00 PM
6:00 PM
6:00 PM
9:00 PM
7:00 PM
7:00 PM
--

Cruise Itinerary
Port
Istanbul
Mytilini
Esphesus (Kasadasi)
Rhodes
Aghios Nikolaos
Santorini
Mykonos

Cruise into Semi-Retirement! 
Make Your Next 5—10 Years in Practice the Best!  
Anita Jupp & Timothy A. Brown from ROI Corporation, Brokerage invite 

you to join them aboard the Regent Seven Seas Mariner for a Mediterranean 
Cruise from Istanbul to Athens, departing on September 28, 2015.

Profitable Practice seminars qualify for RCDSO and AGD (PACE) points.

The seminars will be two sessions from 8:00 AM - 12:00 PM on the ship Tuesday and Thursday (8 hours 
of CE, Code 556). The cost is $499 CAD per person. Spouses are encouraged to attend at no charge. A full 

refund or credit will be issued if cancellation is received no later than 14 days prior to the event. Please 
contact Cruise Holidays of Burlington for their cancellation/refund policy. 

Each Dentist will receive a copy of Timothy A. Brown’s book 
Profitable Practice: Why a Dental Practice is an Exceptional Investment.

Reading this book qualifies for 10 category 3 points in Ontario.

Profitable Practice, a division of ROI Corporation. 

LANDLORDS AND  
“RELOCATION CLAUSES”

CASH FLOW STRATEGIES

SUCCESSION PLANNING
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EDITOR’S PAGE

In January of this year U.S. News 
reported that the job of dentist has 
been ranked as the leading profession of 
2015. Professions are ranked by the U.S. 
News calculated overall score, which 
combines several components into a 
single weighted average score between 
0 and 5. Their overall score is calculated 
from the following seven component 
measures, and for each measure, jobs 
receive a score between 0 and 10. 
Listed are the component measures 
and their weights in computing the 
overall score: job rankings are based on 
10-Year Growth Volume (10 per cent), 
10-Year Growth Percentage (10 per 
cent), Median Salary (30 per cent), Job 
Prospects (20 per cent), Employment 
Rate (20 per cent), Stress Level (5 per 
cent) and Work-Life Balance (5 per 
cent).

The same report indicated that dental 
hygienists were fifth in job rankings. 
It seems that dental professionals have 
much to be thankful for and the future 
continues to look bright. 

ODA ASM
This year’s ODA ASM at the Toronto 
Convention Centre was worthy of high 
praise. Once again dentists from far and 
wide came to expand their knowledge 
base and examine some of the latest 
technology. Kudos to Vicky Hatzopoulos  
and her team for putting together  
another successful event.

En Français
Profitable Practice is proud to offer for the 
first time a practice management article 
in French by Timothy A. Brown for our 
Quebec and Francophone readers.

Painless Parker
Most people do not realize that  
Painless Parker (1872—1952), a dentist 
of considerable notoriety, was born in 
Tynemouth Creek, New Brunswick.  
In fact, he first practiced dentistry in 
his hometown. However, he is best 
remembered for his exploits in the U.S. 

and he is featured in the dental museum 
at his alma mater, Temple University 
in Pennsylvania. Here you will find 
among the Parker memorabilia a pail 
full of human teeth that he extracted 
“painlessly”. 

Parker is buried in Saratoga, California 
under his birth name—Edgar Randolph 
Parker. It was in the state of California  
that Parker flourished financially  
because of his flamboyant style and slick 
advertising campaign that promoted 
“painless” extractions. To get around an 
advertising restriction, he changed his 
name legally to “Painless Parker”. It has 
been reported that people flocked to 
his dental centres and the term Painless 
Parker became a catch phrase for any 
caregiver who delivered relief from pain 

without inflicting any on the sufferer. 

For more interesting reading on this 
colourful character of dental folklore—
see sources below.

•  Painless Parker: A Dental Renegade’s 
Fight to Make Advertising “Ethical” 
By Arden G. Christen and  
Peter M. Pronych

•  www.bbc.com/news/ 
magazine-31704287  
(author: James Barlett)

•  www.ushistory.org/oddities/ 
teeth.htm   
(author: Ron Avery)

Content notes
•  Jeremy D. Behar of Cirrus 

Consulting Group provides 
information on lease clauses and how 
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•   Timothy A. Brown of ROI Corporation Brokerage 
examines the insights gained by a practice appraiser 
who visits the practice as a regular client.

•  Barbara Marrinan advises her fellow sales represen-
tatives at Patterson Dental about the lessons learned 
at the recent The Business of Dentistry seminar.

•  Andrea Chan of MNP relates the importance of 
sufficient cash flow in a successful dental practice. 

•  Robert T. MacDonald of ROI Corporation  
Brokerage suggests ways to grow your patient list 
and patient loyalty to ensure your practice’s success. 

•  Pino Loverro of BMO outlines three questions  
dentists must answer when planning the practice 
succession process.

•   Dr. Milan Somborac continues his Monday Morning 
 Millionaire series on providing investment advice to 
outperform the market averages.

•   Alexis Sweetnam relates her unique insights about 
practising dentistry in a small town environment and 
briefly analyzes current trends in dentistry and dental 
practice locations. 

•   Jackie Joachim was an interested observer at  
The Business of Dentistry seminar and offers  
her perspective on the benefits derived by  
the participants.

•   Jerry A. Jones suggests strongly that dentists invest 
in “Thought Capital” when it comes to the business 
side of their practices.

Feature interview
•  Dr. Dana Colson is a prominent Toronto dentist, 

author, TV and radio personality who provides  
holistic dental information to an inquiring public.  
Karen Henderson reviews Dr. Colson’s book,  
Your Mouth: The Gateway To A Healthier you.

Thank you
Profitable Practice would like to thank Natalia Decius 
and Damaris Corneille of Full Contact Marketing for 
continuing to provide excellent planning and design for 
our magazine.

Things to remember
Subscription information can be found on the inside 
back cover of the magazine. Profitable Practice encour-
ages our readers to send us comments and suggestions; 
if you would like to write for us or have a story to tell, 
contact: editor@profitablepracticemagazine.com.  
For back issues of the magazine go to  
profitable-practice.com/magazine/dental.

James Ruddy 
James Ruddy is the Editor of  
Profitable Practice  Magazine  
and can be reached at  
editor@profitablepracticemagazine.com

by Timothy A. Brown

Our company was recently engaged to ap-
praise the practice of an optometrist who 
is preparing for her retirement. While I 
was meeting with her, I mentioned that  
I was in need of new eyeglasses and that  
I also wanted to purchase a pair of  
prescription sunglasses. 
I performed the appraisal when the practice 
was closed—which is the usual and customary 
process for all business appraisers—and while 
meeting with the owner I asked for her per-
mission to book an appointment to attend her 
practice as a new patient for an examination and 
new glasses. She agreed.

Needless to say, when I arrived a week later 
during normal business hours the staff did not 
know who I was or that we had performed an 
appraisal for this practitioner. I had a wonderful 
experience, as both a new patient and a pur-
chaser of two pairs of glasses.

It occurred to me, after my appointment, that 
as a professional practice appraiser and broker—
seldom do I get to meet the staff—nor do I at-
tend the practice during regular operating hours 
for obvious, confidential reasons. I then realized 
how much I had learned about the wonderful 
office environment that this owner had built 
and the incredible staff that she is employing. I 
wish, as a broker, that my team could have this 
experience with every practice they visit.

I obtained two points of view—one as an ap-
praiser/broker—the other as a patient. This is an 
extremely rare circumstance. 

In completing the appraisal, it is now impos-
sible for me to ignore the excellent service I 
had received as a patient. In addition, the staff 
provided me with the following:

•  An email containing a simple, online patient 
survey within 24 hours of my appointment, 
which I completed,

•  A second email thanking me for completing 
the survey—it arrived within minutes of the 
survey completion process,

•  A third email asking 
whether I would like 
to be contacted in 
the future by email, 
telephone or by text 
message for upcom-
ing appointments— 
I found this very 
useful as I prefer text 
messaging.

What incredible patient communications!  
All this transpired within 24 hours of my new 
patient examination. Needless to say, this was 
one of the best patient experiences I have ever 
had in a professional health care practice.

Now, ponder this; how am I to ignore all this 
when I finalize the appraisal? Frankly, I don’t 
think I can. This practice is exceptional. I am 
thoroughly impressed—if all appraisers and bro-
kers could have the new patient experience in 
their client’s practices they would know much 
more about how a practice operates and what 
the patient experience is like. 

Essentially, I was an ‘undercover patient’ (much 
like retailers employ undercover/false shoppers 
to gauge customer service) and as such learned 
a great deal more than the traditional, after-
hours appraisal process. 

My company is now trying to decide how  
or even if it is practical to use ‘undercover  
patients’ to learn more about our clients’  
practices in order to prepare a more empirical 
practice appraisal.

Bottom Line: This article reveals an interesting new 
strategy for brokers to use when appraising a  
healthcare practice. PR
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PRACTICE APPRAISAL

The Undercover Patient

Timothy A. Brown
Timothy A. Brown, President and Chief Executive 
Officer of ROI Corporation Brokerage and the 
owner and publisher of Profitable Practice 
Magazine  and author of  Profitable Practice .

Painless Parker necklace of extracted teeth

BE PROFITABLE & BE PREPARED!
To  register  please  email:

info@roicorp.com

THE BUSINESS OF
DENTISTRY! This  seminar  is  a  joint  presentation  from  noted  

industry  leaders  to  discuss  accounting  trends,  

legal  issues,  digital  technology  &  the  market  for  

practice  sales.

Upcoming  Dates
October  16th,  2015  -  Ottawa,  Ontario

October  30th,  2015  -  London,  Ontario

Fall  2015  -  Montreal,  Quebec
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by Barbara Marrinan

Editor’s Note: Barbara Marrinan wrote an email to her 
fellow sales representatives at Patterson Dental regard-
ing The Business of Dentistry seminar. Profitable Practice 
liked the observations and messages contained in that 
email and asked Barbara Marrinan to adapt it for use as 
an article in our magazine.

On Saturday May 2, 2015, The Patterson  
Dental Calgary Branch hosted Timothy 
A. Brown from ROI, Pino Loverro and  
Tim Chen from BMO, Hall Murdoch 
from  MNP and Ron Barsotti from  
Recall System Pro. 
The goal was to provide our clients with infor-
mation about transitions within their practices.  

Timothy Brown presented the idea that it was 
all about maintaining a delicate balance. Some 
dentists have decided that dentistry has be-
come more of a business based model rather 
than health care based one. Many dentists have 
purchased multiple clinics, run by HR manag-
ers with corporate initiatives looming in the 
background trying to capitalize on duplicating 
their efforts—but at what cost? During the con-
versations, I became aware of the choices that 
are made during the lifespan of a dental career 
and practice; these choices are never easy for the 
dentist. They must choose to be an associate or 
hire one; buy, lease or build an office building; 
live in a city or a rural community. Many ques-
tions arise.

Who do dentists talk to? 

What type of clinic and equipment 
should they buy and from whom?

What type of digital do they buy; 
should they look at 3D; do  
implants; ortho; Cerec; lasers etc.? PR
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The Business Of Dentistry:
Lessons Learned From The 
Business of Dentistry Seminar

Do these devices help dentists hold the 
value of their practices?

Do they have a road map of where they 
are going? 

Do dentists know how this equipment in-
tegrates and the opportunities they have 
if they know where they are headed? 
Each time a dentist makes a decision it comes with a 
risk and more questions need to be answered.

Is it about becoming better at your craft, leveraging 
technology to become more profitable or provid-
ing your clients with more options, or a higher level 
of care and service or building your reputation in a 
community that is all about relationships?

What will be the impact on the industry of the 6,000 
international students who have enrolled with the 
NDEB (National Dental Examining Board) and the 
graduates from Canadian dental schools and as well 
those graduates  returning from programs in the 
United States? 

Are the new dentists coming into the marketplace 
bringing a set of ideals, skills and a lot of money that 
differs greatly from those who entered previously? 

For many young dentists information is just a click 
away; they are self-confident, they believe they de-
serve respect and they value a work/life balance even 
more than financial rewards. Often, they push for 
flexible work schedules and they are far less accept-
ing of the “paying your dues” conversation. The value 
of loyalty and commitment may be a foreign concept. 
If they don’t get what they what, they may not stick 
around or wait patiently.

How do dentists manage all of this? 
Pino Loverro and Tim Chen of BMO spoke of 
developing a long-term relationship with a trusted 
business advisor—your banker. They can help den-
tists immensely in setting goals for their practices—a 
critical component to moving forward. These goals 
would include performing a business-needs analysis, 
doing an evaluation of the practice’s value, develop-
ing options, providing ways to deal with change and 
having an exit strategy. Further to these, providing 
counselling on what dentists do in retirement, where 
they live, developing a wealth management plan and 
aiding in the development of a succession plan. Suc-
cession planning is both qualitative and quantitative. 
Qualitative being the practice value, wealth planning, 
tax planning, investment management. Quantitative is 

what, where, when, who and how, estate planning re-
tirement planning, cash flow, investment income, tax 
considerations, contingencies and thinking long-term 
relationship. At the end of all these analyses are more 
questions: how much will I need, how much will I 
have, how will I achieve having as much as I need 
and forecasting what will a latte cost in 2035?   

Hall Murdoch of MNP provided solid advice to help 
the group identify their needs whether they were 
recent graduates, growing a practice or having a ma-
ture practice—they need to be “prepared and plan” 
by measuring and forecasting their businesses’ goals, 
managing growth, identifying performance opportu-
nities, enhancing profitability and setting up efficient 
tax structures. 

For at least two years prior to considering selling 
their practices or entering into negotiations with 
a prospective buyer, they need to know it’s not an 
overnight decision. What questions should they ask 
and who should they ask—is my professional corp 
“pure” enough to qualify for capital gains excep-
tion—and avoid the—oops too late I already  
entered into negotiations for the sale of my practice.
The decision to sell a practice requires forecasting, 
tax planning and sound strategies, time and resources 
from an expert accountant who knows the value of 
a dental practice and how to realize the most when 
transitioning. It’s difficult to determine what suc-
cess looks like when a new graduate is just starting 
out. And at the end of it all what is their “Succes-
sion Plan” to leave that successful practice? Dentists 
see their practice as their labour of love—a life-long 
legacy to hopefully pass on to another like-minded 
dentist who is also the highest bidder. It all becomes 
a daunting task.

Ron Barsotti, CEO of Recall System Pro, brought 
some great insights and an excellent innovation to 
the program. His experiences after 25 years as a 
practice management consultant working with some 
of the most efficient and profitable dental practices 
in Alberta and the development of Recall System 
Pro was invaluable. Ron stated that the foundation of 
building a successful dental practice from the ground 
up is a structured recall system that efficiently tracks 
your clients. Also, Ron shared that what he had 
learned after travelling across Canada was that the 
problems dentists face are universal—all practices 
(even the most efficient ones) are faced with the 
similar challenges.

Dentists need to know that they require at least 700 
to 1,500 loyal clients to make their practices finan-

PRACTICE MANAGEMENT

Barbara Marrinan
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cially viable. Do they have the ability to track their 
recalls with a one-of-a-kind system like Recall Sys-
tem Pro; do they see the benefit and value of know-
ing exactly what their patients are doing; who’s com-
ing in the front door; how often and who is leaving 
out the back door? Can they explain the highs and 
the lows in their schedules and what the trends are? 
Is there staff stressed out due to the pressure they feel 
to keep that schedule full in a cumbersome practice 
management software with no tools to help support 
them? Do they know that in even the most efficient 
practice management systems that 15 to 20 per cent 
of the patients are lost in that system and unless that 
patient resurfaces on their own accord, the practice 
would never know they were gone? If that client 
represents $700.00 in revenue per year and they have 
a practice of 1,500 clients who is 225 clients that are 
not coming into the clinic for regular maintenance... 
you do the math. 

New tools provided by Patterson
The team at Patterson Dental with Karl Schmidt taking 
the helm of these new initiatives is providing us (the 
sales team) a very unique opportunity to talk a very 
different conversation with our existing clients and 
our new clients. Through our partnerships with Recall 
System Pro and the “Accept” program (a hands-on ses-
sion provided by master CEREC trainers at the world 
renowned Spear Campus Scottsdale Centre for  
Dentistry our clients are able to determine if CAD/
CAM is right for them, their patients and their practice. 

Are we ready to have a new conversa-
tion?  
It is true–it’s about a relationship based on trust and 
integrity. A passion for making a difference and going 
the distance. People don’t care how much you know, 
as long as they know you care! This five per cent 
initiative is about an “out-of-the-box conversation”... 
as sales representatives, we need to take a consultative 
approach to providing resources and access to experts 
in our industry who assist the dentist in making in-
formed choices in their businesses; whether they are 
procuring dental supplies, building an office, buying 
equipment or leveraging technology to become a 
more profitable practice.  

One of my client dentists said when he graduated 
from dentistry he was told to hitch his wagon to a 
successful sales representative who would help him 
build his business and introduce him to the people 
who will insure his success in business and life.  

Be willing to open up conversation that allows you 
to explore what is important to your client! What 
makes you unique! And it’s not only about the ser-
vices you provide, but also the value you bring and 
what your client values in you. It’s being centered, 
face-time, being real, loving what you do everyday... 
it truly is a “field of tools”.

The biggest game changer
As mentioned earlier I became keenly aware of the 
many questions dentists must answer and the risks 
they take in doing so. This seminar solidified my be-
lief that the five per cent initiative where we as sales 
representatives truly develop a caring, consultative 
conversation with our clients is the way to go.

Conclusion
Thanks to everyone involved with the Profitable 
Practice “ The Business of Dentistry” Canadian tour. 
It was a fantastic forum and I received so much valu-
able information, along with some new tools that 
will allow me an advantage when speaking with my 
clients about opportunities in the marketplace.  

I encourage my fellow Patterson representatives to 
champion your clients to enrol in a Cerec Accept 
Program in Scottsdale and do a Recall System Pro 
demonstration with them... these tools are also game 
changers that will result in front desk dental admin-
istrators thinking you are a hero. I am excited about 
renewing my clients’ passion for dentistry with all 
the new tools that I have available to me.

Bottom Line: This article relates the observations and the 
lessons learned from a participant of the recent seminar tour 
entitled The Business of Dentistry.

Barbara Marrinan 
Barbara Marrinan has been a sales 
representative at Patterson Dental for 16 
rewarding years. She finds it gratifying 
to know she has made a difference 
with her clients to realize their dreams 
whether that involved creating the 
ideal office, purchasing new technology 
or just improving the day-to-day 
business plan. She can be reached at 
403.660.7734 or by email at 
barbara.marrinan@pattersondental.ca.

by Andrea Chan

What’s the most significant factor 
impacting the value of your practice? 
Many dentists might guess income, profitability 
or assets. In fact, it’s cash flow. Healthy cash flow 
is necessary not only to fuel the business, it also 
enables you to secure financing for growth and is 
the first indicator potential purchasers will look 
at when determining the price they would be 
willing to pay for your practice. 

Thus effectively managing cash flow is essential 
for a healthy practice. This requires establishing 
a target income and planning how to use the 
revenue that flows in to pay bills, act on business 
opportunities, save for growth and build personal 
financial security. 

By taking a hands-on role in understanding cash 
flow and implementing cash-preserving strategies, 
you control your own money and avoid unpleas-
ant worries about having sufficient cash on hand 
to meet obligations. The following suggestions 
can help you manage cash flow and safely steer 
through the financial ups and downs that are part 
of operating every dental practice. 

Create a wish list
Start by thinking of cash flow in terms of your 
professional and personal wish list. For the com-
ing year, what would you most like to have hap-
pen in your practice? Expand into new treatment 
procedures? Purchase new equipment? Hire more 
staff? Pay down debt? Take more money home? 
Enjoy a longer vacation?  

Prioritize the items on your wish list and then 
meet with your business advisor to determine the 
production and collection targets that will enable 
you to achieve these goals. You can then project 
these goals into weekly patient numbers that 
will help you attain that income. As cash flows 
in, it can be portioned according to the wish list: 
paying bills, strengthening the practice, building 
wealth, and so on. Now your goals begin transi-
tioning into reality. 

Identify expenses slowing flow  
of cash
Knowing what you’re aiming for, you can look 
for opportunities to strengthen cash flow. A good 
place to start is the monthly income statement. 
Spending just an hour each month with your 
bookkeeper to review this document can reveal 
important findings and trends. 

This statement details the revenue flowing into 
the business and the expenses incurred over the 
same period. Look at each line in the statement to 
review each source of revenue and expense. This 
enables you to identify potential gaps and prob-
lematic trends and to address them before they 
can escalate into serious problems. For example, if 
you are spending $5,000 a month on promotion 
to increase your patient base, you need to know 
sooner rather than later if you’re getting the results 
you anticipated. Waiting until the end of the year 
to review is often too late to make adjustments 
that may immediately benefit your practice.

Strategize major expenses
It’s also important to track non-deductible ex-
penses that aren’t immediately written off and 
aren’t reflected on the income statement. These 
include purchases of assets such as equipment, 
vehicles and leasehold improvements as well as 
principal payments on debt.

For most dental practices, staffing, property and 
equipment are the biggest expenses. Ask your 
advisor for comparative statistics to evaluate how 
your practice compares with those of your peers in 
these key expense areas. If there are any significant 
disparities, you can then begin to look at ways to 
reduce costs. When it comes to staffing for exam-
ple, it’s important to know how much employees 
cost as a percentage of total office production.

As for property, be sure to carefully consider both 
the downsides and the upsides of owning or leas-
ing. Purchasing a building can provide opportu-
nities to sublet space and acquire another revenue 
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stream. Owning a property in which you operate a 
business also yields tax deductions: mortgage interest, 
property taxes and other expenses. There are also some 
downsides. Purchasing property is a significant finan-
cial commitment and may affect cash flow and your 
ability to borrow additional funds.

Choosing to buy or lease equipment also has cash flow 
implications, therefore compare the potential after-tax 
savings of both options. Leasing enables you to deduct 
100 per cent of payments as a business expense, whereas 
a loan only allows you to expense interest costs and 
capital cost allowance. Leasing may be more advanta-
geous when the term is less than the number of years 
you can write off the asset and when you can use the 
cash to earn a higher return than the cost of leasing.

Keep a close eye on accounts receivable
Once patient payments exceed 60 days, they become 
increasingly challenging to collect. It’s therefore im-
portant to have policies and procedures in place that 
encourage immediate payment and accelerate all other 
payments. 

Promoting the use of debit and credit cards helps to 
facilitate payment at time of service. Prepayment for 
higher-priced treatments can also be encouraged by 
offering a fee reduction as a professional courtesy.  The 
office can also offer financial arrangements to make pay-
ments for certain treatments more affordable for patients.

If your practice takes assignments with dental insurance, 
providing patients with insurance/patient estimates and 
communicating their financial responsibilities prior to 
treatment will support timely collections. Conduct-
ing insurance billings on a daily basis and following 
up promptly with unpaid claims by calling patients or 
sending reminder statements will also speed payments. 

Compare key cash flow benchmarks 
A number of benchmarks can help you quickly moni-
tor each month whether your cash flow safety net is 
sufficient to protect your practice.

•    Accounts receivable turnover – net credit sales/av-
erage accounts receivable

  By measuring the rate at which you collect on 
outstanding accounts, this ratio helps you determine 
whether you are collecting accounts receivable on a 
timely basis. 

•    Variable expense percent (variable costs/revenue) 
and fixed expense percent (fixed costs/revenue) 

  Monthly tracking of costs that do and don’t vary 
according to revenue allows you to monitor whether 
expenses are rising and may potentially lead to cash 
flow challenges. 

 

• Number of new patients/month 

  An active, healthy patient base requires a continuing 
inflow of new patients. If the number of new pa-
tients is flat or declining, this needs to be addressed 
or cash flow may be compromised.

Structure your practice for maximum 
tax efficiency
Incorporating a dental practice can boost cash flow. 
To begin with, when you borrow to buy a practice, 
maintaining the debt inside a corporation rather than 
holding it personally yields more after-tax dollars. 

Incorporating a practice also offers greater flexibility 
with remuneration and tax planning. For example,  
you can claim the small business deduction – with 
a federal tax rate of only 11 per cent on the first 
$500,000 of active business income – and use the  
savings for business development or debt repayment. 

One caution: if you buy a practice from a family 
member, the transaction may be subject to an anti-
avoidance rule in Section 84.1 of the Income Tax Act, 
which applies to non-arm’s length transactions. This 
can prevent the purchaser from keeping debt in a cor-
poration and prevent the seller from claiming a capital 
gains exemption. Therefore if you wish to sell your 
practice to a family member, or buy from one, you’ll 
need to undertake special planning.

Maintain a cash cushion 
It’s essential to be prepared for unexpected situa-
tions such as an accident or illness. By establishing an 
emergency fund to cover operating expenses for three 
to six months, not only will you benefit from peace of 
mind, you could prevent a disaster for your practice. 
Consider setting aside funds in a savings account or 
maintain a working capital reserve. 

When you effectively manage cash flow, you effective-
ly manage both your business and personal financial 
security—and that’s something to smile about.

Bottom Line: The article presents an accountant’s view of the 
importance of cash flow and presents a rationale and strategy 
for having the required amount of cash flow in your practice.

Andrea Chan
Andrea Chan, CPA, CA,  
(andrea.chan@mnp.ca 416.596.1711) is a  
partner of MNP LLP (www.MNP.ca) who  
works with dentists and other professionals 
to enhance the profitability of their practices 
and to achieve personal financial wellbeing  
for themselves and their families.

by Robert T. MacDonald

The mid-career dentist is vulnerable to the 
changing landscape in dentistry, which is 
becoming increasingly competitive and all 
practices are obsessively competitive for 
the “new patient”. The mid-career owner 
needs to respond with a more client-
focused service and a more defined value 
proposition. 
Patient loyalty is paramount—This article 
explains how to defend it, improve upon or cre-
ate it, and eventually profit from it.

With each passing day the business of dentistry 
becomes less a relationship-based business and 
moves toward a service and convenience-based busi-
ness. This change requires a dentist and business 
owner to protect his/her most important asset. 
Namely, his/her patient base. 

Many dentists have mentioned that long-term 
loyal patients have been leaving for a more 
“convenient” dental office. They were very satis-
fied with the dental treatment; however, their 
busy, transient lives made it inconvenient for 

them to stay with their current dentist. 

How does a mid-career dentist compete with 
offices popping up everywhere that are more 
convenient for your patients?

How do you compete with a state-of-the-art 
office opening around the corner offering free 
teeth whiting with every new patient exam?

How do you compete with corporate dental of-
fices open 7 days a week, 12 hours a day? 

How does a mid-career dentist be proactive to 
protect his/her patient base?

The answer—stay ahead of the industry and 
start adding more services. 

You must be proactive to defend you existing 
patient base. You must be creative to continue to 
build and grow. You must be positive and agree-
able to change in order to continue to stay busy. 

Recently, I was travelling in a very rural area of 
Nicaragua where the smallest of local restaurants 
had free Wi-Fi. Here in Canada, every dental 
office should provide free Wi-Fi. Children as 
young as four now have iPods to play games PR
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that require Wi-Fi. Young and old love to use their 
tablets to catch up on email or news while waiting. 
Teenagers, in particular, will thank you for the free 
Wi-Fi that allows them to save on their costly cell 
data. The cost to you to upgrade your internet  
to unlimited is minimal. 

One office went a step further and had three iPads 
installed in the reception area that offers free web 
surfing. For a little more cost, you can offer social 
media programs for your patients; for example,  
“Like us on Facebook” to use this iPad or make this 
Facebook site your office Wi-Fi password. 

Are you offering free coffee/tea/water, comfortable 
chairs, a clean reception area? These are no longer 
luxuries and are part of patients’ expectations of the 
modern dental office.

What are the best three services to offer 
patients now? 
1. Free Wi-Fi. 

2. Email or text reminders of appointments.

3.  A clean, comfortable and pleasant waiting 
environment.

Improving the above three services to go along with 
the excellent dentistry you provide is the key to suc-
cess. Today and in the very near future, patients will 

evaluate your practice and the services you provide 
online, using Rate Your MD, Yelp, Google Review 
and others. Their reviews will indicate a willingness 
to stay with you or not—and will be a determinant 
in your patient base increasing or not.

What is the good news in doing this?
Some of your marketing dollars can be spent on of-
fering these services. Your office will be known for 
more than providing a free tooth brush and floss. By 
offering more and providing a better overall experi-
ence for both your new and existing patients, they 
are likely to stay with and refer others to you. 

How do you do this? 
1.  Try free Wi-Fi for six months and see what the 

response is. 

2.  Offer another added special service that is unique 
to your location, area, or demographic. 

3.  Remember your office must always be clean—a 
messy or dirty reception area or bathroom is the 
first thing a patient can easily use to compare, take 
a picture of and post a bad review of your office.

Lastly—smile! 

Your staff must be happy and offering a pleasant 
experience for your patients. It may be time for some 
of them to move on or to be rejuvenated. You must 
lead the way. One client recently did a small renova-
tion to “brighten” up his office. The result—his staff 
was happier and his patients welcomed and appreci-
ated the change.

In conclusion, don’t be static—stay proactive—and 
your patients will remain loyal and your practice will 
continue to attract new patients!

Bottom Line: This article suggests ways to maintain and grow 
your dental patient list and loyalty.

Robert T. MacDonald 
Robert T. MacDonald specializes in the growth, 
appraisal, and sale of large, corporate, or multi 
partner practices. If  you would like to discuss 
this article with Robert, he can be reached at 
416-825-5773 or by email at 
robert@roicorp.com.

by Pino Loverro, BMO Bank of Montreal
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Are You Ready To Pass The Torch?

All too often, succession planning is a step 
that dentists put off because of the more 
immediate concern of running the prac-
tice. There is no argument that keeping 
up with patient care, managing staff and 
overall practice management is a full-time 
job in itself. However it is important to 
find the time to develop and implement 
a succession plan. By not planning, you 
actually may increase your operational risk, 
and ultimately limit the value you get for 
your life’s work. 

Getting Started
There is little doubt that getting started with 
succession planning is the hardest part. While 
some see the task as overwhelming and time 
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intensive, you can ignite the process by thinking 
through three key questions:

1) What is important to me and my practice? 

2) How much do I need to retire?  

3) When is a preferred time to leave?  

With answers to these questions, your advisors can 
fill in the succession plan details with greater ease. 
One of the critical steps in this regards is getting ad-
visors’ assistance in determining how much the prac-
tice is worth and how this fits with your retirement 
needs and timing of. If the current practice value is 
not enough, your advisors can explore strategies of 
building up personal assets in advance plus imple-
ment methods to enhance the practice’s value prior 
to a future sale.

Realizing the value
Once a value has been determined, you can then 
develop a strategy for tapping into it. A successful 
succession plan is one that allows you to make the 
transition out of a business management role while 
maximizing your personal financial security. Several 
routes are open to you. You can sell the practice and 
invest the proceeds elsewhere, or sell a portion of 
your interest to achieve a greater diversification and 
better protect the value of your assets. You must also 
then decide whether you want to continue practis-
ing dentistry upon the sale of your practice. Many 
dentists grow tired of the human resources aspect of 
running a practice but continue to enjoy practising 
dentistry.

In any case it is important to really understand all 
the financial benefits that you may currently receive 
from being an owner dentist. And compare that to an 
investment income stream you will receive from the 
sale proceeds as well as from other investment and 
retirement vehicles you have. Your advisors can help 
determine from a financial perspective, whether you 
still need to continue practising.  

Who will take over?
Often the practice is heavily reliant upon the owner 
dentist for its ongoing operation. Grooming an as-
sociate and familiarizing him/her to the staff and 
patients at the right time can reduce this dependency 
and create an internal successor. Typically this sce-
nario results in the lowest amount of patient loss. 

A sale to an outside third party can also be success-
ful. Patient attrition can be minimized with a well-
thought-out transition plan. Some potential strate-
gies include an introductory letter to patients signed 

jointly by the vendor and purchaser, an open house 
to introduce the buyer and lastly having the vendor 
available for a short time to assist in the transition. 
The corporate dental firms can be another potential 
buyer as these entities are looking to buy and ac-
cumulate practices. Make sure you fully understand 
each possibility before choosing.  

Who can help?
It is critical you use a team of experienced advisors 
who understand the dental industry and the vari-
ous aspects of formulating a sound succession plan 
to transition you through the successful sale of your 
practice. This team should include the following 
professionals: an accountant, banker, financial planner, 
insurance advisor, investment manager, lawyer and 
practice valuator.

While doing nothing for succession planning is an 
option, you essentially have little control should an 
unforeseen circumstance such as a loss of life, inca-
pacitation or disability occur. Ultimately the value of 
the practice will likely suffer if a suitable buyer is not 
found quickly. A succession plan can then also serve 
as a bit of an insurance policy and can preserve the 
value of the practice until a sale occurs. 

With the sale of your practice perhaps the greatest fi-
nancial decision of your life, it is prudent to develop 
a sound succession plan in order to help maximize 
all of your objectives. At the same time, it will pro-
vide your family members, church and charity with 
greater financial security while giving you comfort 
knowing the practice is well positioned to continue 
to serve your employees and patients.    

Bottom Line: This article provides information about succession 
planning for dentists and suggests three questions that dentists 
answer before beginning the process of “passing on 
the torch’.

Pino Loverro
Pino Loverro is the National Director, Healthcare 
Professionals at BMO Bank of Montreal, which 
provides banking and financing solutions 
for dental practices. Pino can be reached at 
1.877.629.6262 or pino.loverro@bmo.com.

by Dr. Milan Somborac

Editor’s Note: Profitable Practice is pleased to serialize  
chapter summaries of Monday Morning Millionaire previously 
available online and written under the pen name Friedrich 
the Austrian. As indicated above the author’s real name 
is Dr. Milan Somborac, a Collingwood, Ontario based 
dentist. He has removed the book’s availability online, as 
he believes its investment advice will be adversely affected 
if it is in wide circulation. Profitable Practice will continue to 
serialize Monday Morning Millionaire in future issues.

Founder of  Vanguard Funds and distinguished 
investment industry leader John Bogle has been 
preaching the idea of buying into a low cost  
U.S. index fund on an ongoing basis throughout  
one’s career and withdrawing 4 to 6 per cent an-
nually on retirement. (For an explanation of the  
33.3 per cent difference between the two with-
drawal rates, see my article Do It Yourself Investing 
in the 2015 Spring issue of Profitable Practice.)  
Index funds are passive, that is, not managed and 
so they have no management expenses. Investing 
in index funds will match the market’s perfor-
mance precisely minus the low commissions.  

With predictable, occasional short-term recessions 
the U.S. markets’ performance will remain strong in  
the visible long-term. With all foreign content  
restrictions for registered Canadian investment  
now removed, U.S. markets are an excellent 
choice for Canadians.

Index funds beat managed funds consistently 
with very few exceptions, which are only evi-
dent in retrospect. The annual savings of buying 
and holding a low cost index fund instead of a 
managed fund can add up to $20,000 per mil-
lion invested and more.

Warren Buffett, considered by many as one of 
history’s best investors and for many years an in-
dex fund investing skeptic, now wants his estate 
to be invested exactly as John Bogle suggests—
in low cost index funds.

The preceding is general knowledge among sea-
soned investors. Less well known is the fact that 
both Buffett and renowned and distinguished 
dentist L. D. Pankey formed their value invest- PR
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ing philosophy at Columbia University’s classes taught by 
Benjamin Graham. Following http://en.wikipedia.org/
wiki/Value_investing will show Graham’s teachings with 
Buffett’s modification. Adjusted for dentists in today’s 
investment environment, here are Pankey’s thoughts.

1.  Deposit 10 per cent of your annual net income 
into a self-directed, on-line investment account. 

2.  Keep half the money in cash and invest the other 
half in a low-cost, broadly-based index ETF. 
(There were no ETFs in Pankey’s day. He selected 
value-based stocks. Thanks to ETFs today, that 
demanding work is no longer necessary.) There 
are many ETF providers with almost no differ-
ences between them. John Bogle’s Vanguard is one 
of the world’s largest and TD Waterhouse, Fidelity, 
Schwab and others offer ETFs.

3.  When the index goes up by a total of 10 per cent 
or so, sell enough of your ETF to bring your ac-
count back into a 50/50 alignment.

4.  This part is pure Pankey who was a hugely success-
ful investor. When the index drops by 10 per cent, 
move a third of your cash into your index fund. 
When it drops by a total of 20 per cent, move the 
rest of your cash over. When it drops by a total of 
30 per cent, borrow all that your margin limit al-
lows and move it into your index fund. Do so very 
cautiously and only if you have an investment ho-
rizon of five years or more. If you are not comfort-
able with this last step, skip it. You will still do well. 

How often do these market corrections happen?

History shows that 5 per cent drops happen more 
than twice a year; 10 per cent, twice within three 
years; 20 per cent about once every 3 1/2 years; and 
30 per cent, once every five years. Over the next 
five decades there will be seven to ten recessions. 
The literature of psychology shows that most inves-
tors feel less pleasure from gains than they feel pain 
from losses. Seasoned investors love the bargain of a 
market correction that is painful to others. How you 
feel during market drops can be your test of how 
seasoned an investor you are.

5. Do this throughout your entire career.

6.  In retirement, withdraw 5 to 6 per cent if you  
are managing your own portfolio or 3 to 4 per 
cent annually if someone else is managing it for 
you. With experience, you can modify any of the 
above variables confidently.

The best time to launch a 50/50 stock/cash invest-
ment program is when the markets and margin debt 
are at their long-term mean. Neither of these condi-

tions exists at this time and a greater cash allocation 
is sensible. Evidence-based market timing does  
exist and I will review it in the next edition of  
Profitable Practice.

Bottom Line: A fast look at online data for investor returns 
shows that on average, individual as well as professionally 
managed mutual fund portfolios consistently underperform 
market averages and that they do so by a significant margin. 
Following the suggestions outlined here will protect the reader 
from being such an investor.

Dr. Milan Somborac
Milan Somborac practices dentistry in  
Collingwood, Ontario and is the author of  
Your Mouth, Your Health .  He also serves as  
the editorial consultant for this magazine.  
He can be reached toll-free at 1.866.445.0551  
or by email at milan@drmilan.com.

Dr. Milan Somborac (in ball cap) speaking with 
Warren Buffet at a recent convention—two 
great financial minds at work?

by Alexis Sweetnam

The dental profession has seen many changes in recent 
years and several studies have suggested an oversupply 
of dentists for the current demand. Years ago, dentists 
generally thought of themselves as professionals as op-
posed to business people. The reality is that dentistry 
is a business. In order to succeed in today’s fast-paced, 
competitive society, the mindset of dentists must 
change. Despite the circulation of recent, discourag-
ing statistics, it is likely that the dental profession will 
remain buoyant due to the aging population and the 
growing importance of dental care in the mind of the 
consumer. However, it is imperative that dentists tran-
sition their focus away from setting up in urban areas. PR

O
FI

TA
B

LE
 P

R
AC

TI
CE

The Dental Profession From A Small 
Town Perspective

SMALL TOWN DENTAL PRACTICE

The Sweetnam family:  
Garth, Sarah, Alexis and Alice

Two Photos of Northern Ontario
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Although it has been reiterated time and time again, there 
is one key piece of advice for dental graduates that is often 
overlooked and has the ability to transform the outlook on 
the dental profession. Despite urban centers inevitably expe-
riencing an oversupply of dentists in recent years, many rural 
areas within Canada remain underserviced. It is crucial that 
new graduates recognize this gap within the market. Practis-
ing in a town or community that is not serviced by a dentist 
generates immediate demand for a new dentist who has little 
to no rapport or patient referrals upon graduating. Surveys 
show that by doing so, dentists are rewarded both financially 
and emotionally, and yet there is still a pressing need to attract 
dentists to these rural communities.

What drives young dentists to  
locate in large urban centers where  
competition is fierce when there is  
an obvious alternative? 
The fear of moving to a small town, away from family and 
friends can be a daunting endeavour. However, as someone 
who was raised in a small town in Northern Ontario by two 
dentists as parents, I can tell you that a small town is one of 
the best places to start your career and raise a family. I am 
both proud and fortunate to have been raised in a safe com-
munity, surrounded by incredible people, where my parents 
worked flexible hours that would be simply unattainable in 
an urban centre. This created the perfect foundation for our 
family, allowing us to embrace nature’s beauty and participate 
in outdoor activities that Northern Ontario has to offer. My 
parents were the only two dentists to service the town as well 
as several surrounding communities. With a five-year plan in 
place, they ended up finding themselves a home for the next 
17 years where they grew an extremely successful practice 
and made a name for themselves in Northern Ontario. They 
gained a patient base so loyal that patients who had moved 
away would travel over two hours to continue attending the 
practice. My parents’ lives were truly enriched by being heav-
ily involved in the community.

I will never forget the amount of respect and love they 
earned over their 17 years there. Before my family moved 
away, the town hosted a celebration for my parents, where 
they were presented with a framed photo of Lake Superior 
signed by the Mayor And Council, to thank them for their 
service over the years. I remember seeing tears in the eyes 
of staff members and community members alike. My parents 
had truly become pillars of the community. However, the ap-
preciation and respect they received from patients did not end 
after we moved.  One year later, we returned for the wedding 
of their former hygienist. While visiting, a dental emergency 
occurred and the new town dentist was away. My parents 
were called and willingly went into the office to treat the 
patient, who was forever thankful. Even years later, living in 

Southern Ontario, old patients from 14 hours north will call 
for advice or second opinions on their dental experiences. 
This is a type of dentist-patient relationship that would only 
be likely to form in a small town. From my personal experi-
ence and the experience of other professionals within the 
industry, I strongly encourage new dentists to consider this 
incredible opportunity upon graduating. Rural communities 
will welcome you with open arms and be forever grateful for 
your services, but you will also thank yourself for embarking 
on a journey that leads to a successful dental career.

Rather than viewing the recent circulation of research and 
statistics as discouraging, why not use them as leverage for 
your career? Acknowledge the gaps within the profession and 
be the one to fill those gaps! In turn, you will be sure to real-
ize a rewarding career!

Sources:
www.businessinsider.com/millennial-facts-2014-5
Statistics Canada 
www.cda-adc.ca/jcda/vol-65/issue-5/289.html

Bottom Line: This article briefly examines some current dental 
practice trends and chronicles the benefits of practising dentistry 
in a small town environment.

Alexis Sweetman
Alexis Sweetnam has had a life-long fascination 
for the business of dentistry. She is extremely 
proud to be representing ROI Corporation, 
Canada’s largest dental practice appraisal and 
brokerage firm as her passion for the profession 
flourishes. She can be reached at 647.539.2515 
or by email,  alexis@roicorp.com.

by Jackie Joachim

Timothy Brown and I  
representing ROI Corpo-
ration Brokerage had the 
pleasure of participating in 
a 5-city tour in the first half 
of 2015. Our partners—
BMO, MNP, Recall Pro, 
Patterson and local lawyers 
provided valuable informa-
tion to the dentists who 
attended. When we first 

conceived the idea of the series, we did so 
because we felt it was important to equip 
the profession with knowledge in a fo-
rum where they could consider the typical 
choices that are made during the lifespan 
of a dental career and ownership of a prac-
tice. We are very well aware that these deci-
sions are never easy for an owner but we 
believed if we provided a positive learning 
environment, dentists could at least feel 
more confident as they formulated their 
thoughts in making their choices.  
Whenever a business owner makes any decision it 
comes with a risk. Dentistry is definitely a business 
and today, more than ever, dentists are faced with 
incorporating a myriad of factors (improving clini-
cal skills, leveraging technology, increasing practice 
profile within a community etc.). The pressure 
certainly is on when one is trying to make these 
decisions not only for the current stage of practice 
but also, looking forward to the ultimate succession 
plan which in turn adds a whole new variable to 
the equation and an additional level of stress.  

I personally had the privilege of attending the ses-
sion in Halifax. I was impressed with the enthu-
siasm, warmth and genuine interest amongst the 
dentists. The room was full and what I found most 
interesting was how impactful this session was. It 

was amazing to see how engaged the group was 
and I could see the wheels turning in people’s 
minds as they were definitely thinking like business 
people and not just clinically as dentists. I had to 
also remind myself that it is not easy for a dentist 
to be a small business owner. I found it impres-
sive to experience the range of ages and stages of 
practice of the group. We had younger dentists 
embarking on careers and seasoned ones in the 
final stretch.

Ultimately, the message that all of us must hear 
is that the landscape of business and dentistry 
has changed greatly and will continue to do so. 
I always encourage my family, our team and any 
clients I am privileged to speak with to make deci-
sions from a position of strength. Take time to plan 
so that strategies can be executed properly. And in 
the event a mistake is made (which inevitably hap-
pens), there hopefully is time to allow for a cor-
rection. Many of the presenters suggested ways for 
those who serve the dental community to make 
their roles more effective, truly caring and unique 
in their approaches. Regardless of the stage of life 
or practice, it is critical that we all take action to 
ensure the businesses we have worked so hard for 
are TRANSITIONED properly. This is certainly 
true for dentists, their patients and for their future! 

Thanks to all who helped make this cross country 
event so successful.

Bottom Line: A interested observer’s account of The 
Business of Dentistry seminar whose presenters trav-
elled nationwide recently to deliver their messages and 
strategies for developing a successful profitable practice.

The Business Of Dentistry Seminar

Jackie Joachim
Jackie Joachim is the Chief 
Operating Officer for ROI 
Corporation Brokerage. 
Jackie has been part of the 
healthcare industry for 
the past 25 years. She has 
worked with hundreds of 
practitioners across Canada 
helping them realize their 
financial and practice goals.

PRACTICE MANAGEMENT

Sarah and Alexis as children in Northern Ontario
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Par: Timothy A. Brown |  Catégorie: Articles, Courtage, dentaire.

Cet article repose sur l’art de la négo-
ciation de l’achat et de la vente d’une 
pratique incorporée et fournira quelques 
conseils quant aux questions clés à con-
sidérer tand pour les acheteurs que pour 
les vendeurs.

Divulgation
En tant que courtier d’affaires agréé, j’agis comme 
agent pour le vendeur, et non pour l’acheteur. 
Toutefois, je suis sujet à plusieurs obligations de 
nature éthique auprès de l’acheteur, dont l’une est 
la divulgation complète de tous les faits impor-
tants. Il y a ceux qui prônent la “double représen-
tation” par lequel l’agent prétend travailler à la 
fois pour l’acheteur et le vendeur - mais je crois 
fermement qu’il est préférable de savoir qui est 
mon”maître” lorsque je négocie une transaction. 
Ceci dit, certains de ces conseils sont destinés au 
bénéfice de l’acheteur pour améliorer ses chances 
de succès et de négocier un juste prix, en termes 

d’efficacité fiscale. Les comptables fournissent nor-
malement ce conseil à l’acheteur, pour des hono-
raires, et je ne souhaite pas prendre place à leur 
expertise, cependant le bon sense est une grande 
partie de l’art d’acheter une pratique incorporée.

Structurer la transaction
Pourquoi est-ce que la majorité des transactions 
aujourd’hui sont des ventes d’actions? Une des 
causes est l’excès d’acheteurs par rapport aux 
vendeurs, en particulier dans la région métropoli-
taine de Toronto. Ainsi, les vendeurs ont typique-
ment l’avantage et peuvent dicter les termes de 
la transaction. La plupart des vendeurs choisissent 
une vente d’actions et ils obtiennent ce qu’ils veu-
lent. Bien que le prix est généralement un sujet de 
négociations, dans certains cas, nos clients gardent 
leur prix ferme (non négociable) et nous obtenons 
régulièrement des offres à de tels prix.

Parfois, l’acheteur peut être en mesure de négocier 
une réduction dans le prix, en vertu de l’argument 
que le vendeur reçoit le produit d’une vente libre PR
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Incorporation Professionnelle: 
Conseils Pour Négocier L’achat Et 
La Vente D’un Cabinet

d’impôts et donc capable de partager les économies 
avec l’acheteur en abaissant le prix. La baisse du prix 
dépend de la valeur non amortie des actifs au sein de la 
société. Ces actifs sont inclus dans la valeur de la société 
avant la vente (ce qu’on appelle un rollover de l’article 
85), fournissant l’acheteur avec des radiations futures 
poentielles et ainsi une réduction partielle des inconvé-
nients après impôt de l’achat d’une société.

Points de négociation - Vendeur
Les vendeurs cherchent à obtenir le prix le plus élevé et 
à payer le moins d’impôts (le cas échéant) au moment 
de la vente. Le meilleur conseil pour le vendeur est de 
s’incorporer tôt, de préférence deux ans avant la vente, 
ou, au minimum, de veiller à ce que la majorité (90 
pour cent) de ses actifs qu’il envisage de vendre soient 
effectivement utilisés dans la pratique au jour le jour. Si 
votre société détient également des investissements, des 
automobiles, des espèces ou autres actifs et qui ne feront 
pas partie de la vente de l’entreprise, ceux-ci  doivent 
être retirés des registres de la compagnie deux ans avant 
la vente. Beaucoup de vendeurs choisissent de former 
une nouvelle société professionnelle juste avant la vente 
pour être sûr qu’il n’est pas composé d’actifs et de pas-
sifs périmés. Contactez votre comptable pour de plus 
amples informations.

Points de négociation - Acheteur
L’acheteur ne peut pas demander un ajustement du prix 
à moins de connaître la structure exacte de la société. Si 
le vendeur a roulé ses actifs non amortis dans la société, 
l’acheteur pourrait avoir un allégement fiscal dans le 
futur - mais sachez que le degré d’allégement est dicté 
par la valeur de ces actifs.

•  Par exemple, une pratique relativement nouvelle et 
moderne avec plus de 300 000 $ d’actifs non amortis 
du bilan a été récemment vendue. Cette situation 
a été très favorable pour l’acheteur et aucun ajuste-
ment de prix a été négocié - il a vendu pour le prix 
demandé, sous vente d’actions.

•  Dans une autre vente récente, la société formée par 
le vendeur ne possédait que quelques matériaux 
périmés et entièrement amortis. L’acheteur (avec 
l’aide de son comptable) a été en mesure de négocier 
efficacement un prix d’environ six pour cent inféri-
eur au prix demandé pour les actions.

Il y a beaucoup de variables qui peuvent affecter 
les ajustements de prix, et un calcul des économies 
d’impôts perdues aidera à déterminer un ajustement 
au prix plus équitable. Je représente le vendeur et en 
conséquence, je vise à obtenir le prix le plus élevé pour 
mon client sur les termes fiscaux les plus avantageux 

pour lui. Cependant, chaque acheteur mérite d’être 
traité de façon équitable, même dans un marché sur-
chauffé et ainsi, nous visons typiquement à établir un 
prix négocié qui soit équitable pour toutes les parties.

Conclusion
Je prévois que de plus en plus de vendeurs continu-
eront à choisir la vente d’actions et que les acheteurs, 
en particulier dans la région métropolitaine de Toronto, 
vont apprendre à vivre avec les conséquences fiscales 
post-achat de ces ventes d’actions. Quand le marché 
s’équilibrera à nouveau, les acheteurs pourront sans 
doute retrouver un certain pouvoir de négociation et 
s’attendre à un impact après impôt plus favorable quant 
à l’incorporation professionnelle. À court terme cepen-
dant, il demeure un marché vendeur et les questions 
d’avantages fiscaux resteront un élément majeur de 
négociation.

Dentiste de l’Ontario - Juin 2007

Ligne Inférieure : Cet article définit le processus d’achat et  
de vente d’un cabinet dentaire et les questions qui sont  
importantes à demander et à être répondues.

Timothy A. Brown
Timothy A. Brown est PDG de ROI corporation 
courtage, l’éditeur de la publication Profitable  
Practice  et l’auteur du livre Profitable Practice.  
Vous pouvez le rejoindre au 1.888.764.4145 
ou à timothy@roicorp.com.
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If you are moved to a larger location, you may suf-
fer an immediate increase in rent for the additional 
square footage.

•  Size: There is no guarantee that the size of the new 
location will be comparable to the original premis-
es. If smaller, you will have to downsize, reconfigure 
layout and operatory rooms, and ultimately suffer a 
loss in production.

•  Business Downtime: If you are relocated, you 
could face business “downtime” or “dark-time” 
while your new practice is being built out. Every 
day that your practice doors are closed before the 
new location is functional is a loss of revenue.

•  Downgrade in Facility: You may be forced to 
trade in prime real estate for an out-of-the-way 
corner unit with low visibility and zero foot traf-
fic. The landlord controls the relocation, which 
means that you could face a serious downgrade in 
the quality of your environment, as well as a lower 
potential for walk-in business.

•  Competition: You also may not have control over 
potential competition in the vicinity of your new 
unit. Your new space may mean close proximity to 
competing dental offices, which could negatively 
impact your ability to draw in or retain patients.

•  Accessibility: For both new and existing patients, 
accessibility is a huge factor. If your new office is not 
easily accessible, or does not have parking amenities, 
you risk alienating your client base. When you do 
open your doors again, you may find that not all  
of your patients were willing to make the move  
with you.

The most effective way of avoiding a surprise  
relocation is to identify and negotiate this clause in 
advance and negotiating it out of your dental office 
lease before you sign it. If it cannot be removed,  
often it can be re-drafted in a way that is more  
favourable to the tenant.

Can’t remove it? Improve it
The best defense is a good offense, and with a 
planned, strategic approach, often the terms of your 
dental office lease can be renegotiated with your 
landlord. Consider some of these remedies to altering 
a relocation clause in your favour:

•  Landlord is Responsible for All Expenses: Ne-
gotiate the terms of the clause so that the landlord 
becomes responsible for all costs associated with the 
move, including marketing materials and stationary, 
moving expenses by trained dental movers, demo-
lition, renovation, and the build-out of the new 
space. Put the onus on the landlord to conform the 

space to your needs, not the other way around.

•  Rent Abatement: Ensure you will pay the same 
or comparable rent in the new location.

•  Comparable Location: Add language that will 
ensure the new premises will be comparable with 
the original space in terms of size, configuration, 
view, and foot traffic.

•  Sufficient Notice: Demand a sufficient notice 
period in order to adequately prepare your staff, 
patient roster, and build-out of the new space to 
avoid any practice downtime until the new location 
is ready.

•  Limit the Number of Relocations: Because 
landlords can exercise their right to relocate you 
indefinitely, negotiate the language so you can only 
be relocated once during your term.

•  Lease Termination Rights: Finally, try to ne-
gotiate your option to terminate the lease should 
the landlord relocate you to a less-than-adequate 
location.

Better yet, avoid the problem altogether
Starting or buying a dental practice is always excit-
ing, but before you break out the bubbly and sign 
your name on the dotted line, it’s imperative to 
conduct a thorough review of the details in your 
dental office lease. A dental office leasing professional 
can vet out any hard-to-spot risks like the relocation 
clause in the lease, and devise an appropriate lease 
negotiation strategy to improve the terms of your 
lease agreement before it’s too late.

A strong lease can set you up for success by offering 
security and long-term practice location protection, 
so that you can focus on practising dentistry with-
out having to worry about packing up your business 
down the line.

Bottom Line: This article presents information about lease 
clauses (e.g. the relocation clause) that could impact negatively 
on your dental practice and your dental office location.

Jeremy D. Behar
Jeremy D. Behar is the President and 
CEO of Cirrus Consulting Group. With 
over 100 years of combined experience, 
the Cirrus Consulting Group is the 
pre-eminent leader in office lease 
negotiations and commercial real 
estate in North America. Since founding 
Cirrus Consulting Group in 1994, Jeremy 
has expanded the company from its 
sole focus on office lease negotiation 
services to a broad line, world-class 
healthcare consulting organization. 
For a complimentary consultation, 
contact a Cirrus team member by calling 
1.800.459.3413 or emailing 
info@cirrusconsultinggroup.com.

by Jeremy D. Behar

Picture this. You’ve built or bought your dream 

dental practice, amassed a loyal patient roster, and 

are enjoying the fruits of a successful dental practice. 

Having found a space that works for your business, 

you feel lulled into a sense of security by what you 

thought was a good and solid dental office lease.

Suddenly, without warning, you receive notice 
from your landlord that the dental practice you 
have worked so hard to build is being relo-
cated to another location to make room for 
the accountant next door who is expanding. 
You realize that the office lease you thought 
was designed to protect your interests, is actu-
ally riddled with clauses that the landlord can 
exploit to their advantage—in this case it’s the 
“relocation clause”. So, what does this mean for 
you and your practice?

What is the “relocation clause”?
To start with, the relocation clause gives your 
landlord the right to relocate your dental prac-
tice to another location in the center or building. 
Landlords generally exercise this right when they 
have a tenant interested in expanding into the 
space or are willing to pay higher rental rates.

A more attractive or lucrative offer may provide 

incentive for a landlord to invoke the relocation 
clause and request that current tenants vacate 
their space—with typically 30 days’ notice—and 
move to a new location. As dental practices in 
particular are expensive to maintain and difficult 
to relocate, a hidden relocation clause can pose 
major problems for a tenant.

Is a dental practice relocation really 
so bad?
A surprise relocation can be devastating to a 
dental practice for multiple reasons. Here’s what 
you should consider:

•  Relocation Costs: Many leases do not put 
the onus on the landlord to cover relocation/
moving expenses. This means all costs associat-
ed with the move, including demolition of the 
current space, renovation and build-out costs 
in the new location, marketing materials and 
stationary, movers, etc., are your responsibility. 
A relocation can easily add up to hundreds of 
thousands of dollars in unexpected costs to a 
dental tenant.

•  Increase in Rent: If you are moved to a 
more “favourable location” (e.g. from the third 
floor to the first floor), you may face an in-
crease in rent for the upgraded real estate.  PR
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The Five Killers Of Critical Thinking.  
Plus, The Principle Of “Thought Capital”

How much time each week do you 
spend thinking about your business?  
No, I don’t mean thinking about things 
like receivables, payroll, taxes, lease pay-
ments, etc. I mean, critically thinking 
about what it does, for whom and how. 
I also mean how you personally fit into 
the puzzle. Positioning (where your 
business falls in the minds of the folks of 
your community). The future. The past 
and what you’ve learned.
Let me dig a little deeper here. Are you giving 
thought as to the how, when, and why you, per-
sonally, integrate in the business? Is it taking more 
or less of your time now than a year ago? Are you 
able to delegate more now? Are you earning more 
profit? Is the business doing for you what you 
wish? Are you making sound decisions with in-
vestments made by and for your business? Are you 
liberating sufficient profits each month from your 

business and putting it to work for you in other 
places (investments) that require less work on your 
part, but adequate return for risk taken? 

Every time you and I turn around, thinking about 
topics like these and other important tasks we’re 
responsible for, this thinking process, or, thinking 
critically, is harder and harder with the seemingly 
infinite number of distractions going on around 
us. Worse, most of us allow these distractions to 
take over where they should be but mere gnat. Or, 
fly on a horse’s rear.

How are you doing at battling distractions? Are 
you able to focus solely on your list, your priori-
ties, without losing momentum? Are you finding 
yourself at mercy of text messages, emails, phone 
calls, others’ “emergencies”? 

If you find it impossible or next to impossible 
to have an hour a day or four to five hours each 
week, where you can sit down, paper and pen in 
hand, think about different areas of your business 
you want fixed/improved/created/eliminated, 
then you’re at the mercy of your business and  

everyone that works for you. (Updating and taking  
action on those 4 categories could keep you busy the 
rest of your business career!)

It should be the other way around. Your business  
should be at your mercy. Unfortunately, this is the 
course many dentists are on, a collision with bankrupt-
cy and unending unhappiness. Business can’t be fun if 
you’re not in control of the basics—particularly if you’re 

not in total control of yourself and your time. Or, worse,  
your thoughts.

That 60-minutes of peace and quiet, intelligent, honest 
reflection on a daily basis can quickly change the course 
of your business. It can expose weaknesses because you 
actually get to analyze, ask questions of yourself, and 
make decisions with clarity.

I don’t recall which book it was, or who wrote it, but 
I remember the story well. A very successful physician, 
perhaps even Maxwell Maltz, MD, would, daily, sit for 
ideas. In fact, it was time blocked out of his schedule, 
just like any other appointment, where he was to never 
be interrupted, no matter the reason, and he would sit 
quietly in a room, sequestered from the daily inter-
ruptions, to invest “Thought Capital,” creating a better 
experience for himself, a better business for himself, a 
better experience for his patients.

When it comes to things like long vacations, medical 
appointments, court appointments, or, in other words, 
unmovable obligations, we’re very good about keeping 
those commitments. However, ask how many dentists 

invest in their practice, this notion of “Thought Capi-
tal,” and I’ll bet fewer than 1 in 1,000 does such a thing.

Those who do, may not even realize it, or, consider it 
investing as such. Those who don’t, I’d bet I can identify 
in asking one question, “What’s your profit margin?” 
because they won’t know.

Sadly, few dentists running their businesses are even 
aware exactly how much their practice earns daily, 
weekly, monthly. It’s the basis for so many dentists hav-
ing problems where  intelligent, fact-based financial 
decisions rule the day.

Do you have your stats in front of you? Do you know 
how profitable each of your doctors, hygienists, and 
support staff are? Can you measure their effectiveness? 
Do you have benchmarks in place? Can you identify 
the staff member who produces the most dentistry for 
you? Do you know, to the penny, how much each op 
needs to generate per day to crack the nut? 

Do you know your “nut” (overhead)?

Start with finances. Get the basics down. Understand 
the trend line your practice has been travelling.  
Be prepared to think about that trend needing a  
directional shift.

Bottom Line: Dentists should invest more time devoted solely 
to thinking about the business side of their practice (Thought 
Capital) and eliminate any deterrents that prevent them from 
doing so.

Jerry A. Jones
Jerry A. Jones is a well-known dental practice  
management leader, author and founder of the  
ClearPath Society. He understands and examines  
the dental industry from many different perspectives.  
For how to reach Jerry or obtain more information on 
Jerry go to www.JerryJonesDirect.com,  
www.ClearPathSociety.com or  
www.DentistryConfidential.com.
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with Managing Associate Editor

Dr. Colson heads up Dr. Dana Colson & Associates,  
Wellness Based Dentistry™ in mid-town Toronto. 
She and her sizable team practise dentistry through 
a holistic and patient-centered approach, looking at 
how our mouth affects our whole body.

Dr. Colson, I have walked by your  
office many times and am delighted 
to finally meet you! Let’s start our 
chat with where you went to school.
I went to University of Toronto and graduated 
in 1977. It feels like it was yesterday!

What are your professional affilia-
tions?
Ontario Dental Association; Canadian Dental 
Association; The Kois Institute in Seattle where 
I have achieved mentorship status; The Pankey 
Institute; American Academy of Cosmetic 
Dentistry; The International Academy of Oral 
Medicine and Toxicology.  

What led you to becoming a dentist?
Fear of dentistry! I became a dentist because I 
was so frightened; I figured if I could overcome 
my fear, I could help others do the same. I have 
always felt very empathetic towards those with 
concerns and anxiety about having dental work. 
Those who have suffered physical abuse, for 
example, need to develop a high level of trust 
before allowing any work to be done; I want 
them to become a partner when I work because 
they understand why I do what I do, rather than 
being a victim in the chair.

Can you outline your career to date?
Well, I was an associate for a few years and then 
I purchased this practice. Continuing educa-
tion has become a huge focus for my life—I 
do four to six weeks a year. I used to go to 
one-day courses, but I found that I never really 
used the information I got from these and I was 
getting bored. So I started taking longer, more 
intense courses where I go outside of Toronto, 
for example to the Pankey Institute and lately PR
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Dr. Dana Colson

the Kois Institute. These experiences opened up my 
world. I started to see dentistry so differently… not 
just the fixing of an individual tooth but how the 
mouth is a part of the whole ecosystem of the face 
and body. I understood how everything is connected 
and this has become a fascinating part of my work. 
My quest has never stopped and I feel sad when my 
friends or colleagues are bored or can hardly wait to 
finish dentistry, because for me I am still looking for 
all the answers. Human biology is so unique; you can 
make one pair of shoes but these will not fit every-
one the same way. Dentistry is the same; two people 
may have similar mouths and bites, but one person 
may have raging TMJ problems and the other has 
nothing. So it isn’t just teeth, it’s the whole person 
we need to look at, to arrive at a treatment outcome 
for the individual.

What does a typical week look like  
for you?
Traditionally I work three days a week; the other 
days are devoted to following up with patients, the 
paperwork, the reading and preparation for lectures 
which I give. Dentistry is not only my work; it’s also 
my hobby and my passion. I wear the same hat wher-
ever I go or for whatever I am doing.

When I was in your office the other day, 
I noticed that a patient was having a foot 
treatment while you were working on her 
mouth. Can you elaborate on this?
Yes, one of my assistants is also a reflexologist.  
Occasionally, a patient will become nervous. Sandra 
begins some reflexology, which allows energy to flow 
through the body and helps to relax the patient.  
A relaxed patient makes my job easier and their body 
heal faster. So now Sandra is primarily a reflexologist; 
we don’t charge a fee, it’s part of the service as we 
always strive to have people leave my office feeling 
healthier and more relaxed than when they arrived.

You make it clear that your practice is an 
alternative one; what do you mean?
I work with people who want to take responsibility 
for their health. They ask a lot of questions because 
they just don’t accept that health care providers 
know everything and are always right. They read a lot 
so we end up taking a lot of time with our patients 
answering questions; they see many different kinds 
of practitioners—naturopaths, chiropractors, massage 
therapists, physic healers—they want to take respon-
sibility for their own health. I enjoy working with 
these patients but it does take a lot of extra time, 

knowledge and attention before we even take the 
first step. We believe in co-diagnosis and co-creation. 
This approach requires a lot more team support than 
is found in traditional dental offices.

Tell us about your team.
We are about 30 altogether. Rosemary has worked 
with me for 33 years in a variety of roles; she went 
back to school and is now a holistic nutritionist who 
can educate patients about the effect of certain foods 
on the body. I have invested heavily in my team; I 
have six or seven people who have been with me for 
over twenty years. They understand what we do and 
why, and with the extra education I have provided 
they can step in and answer questions, and really help 
to take the pressure off me; patients have confidence 
and trust in my team. All this creates a healthier work 
environment. In fact, when staff do leave and go else-
where and then come back for a visit, they tell me 
they cannot believe how different this practice is. We 
grow together, learn together and share constantly. I 
don’t know any different because this has always been 
my work culture and always will be.

You recently spoke at the Total Health 
show here in Toronto; what kind of  
impact does this type of activity have  
on your practice or your patients?
It gives me a chance to share my philosophy. When 
you have the chance to talk to people for an hour, 
they can learn a lot, whereas when they come into 
the office for a specific procedure, you don’t have the 
time for education. A lot of people have misguided 
views about what dentistry can offer today, so it’s my 
chance to share that dentistry can affect our body 
in many ways. It can be minimally invasive and still 
create extraordinary results. So people then start ask-
ing more questions and may make the health of their 
mouth a higher priority.

You reach out to your clients in many 
ways—your book and your newsletter. 
How does it work?
The newsletter started in 1992 when my father had 
had a major heart attack and almost died. Miracu-
lously he lived and is now 94. So I decided to write a 
letter because I like to share what goes on in my life 
and in this case how healing can occur in many  
different ways. Then the letter became a yearly tradi-
tion, sharing with my patients what has happened 
that year in my practice and in my life so we can 
have a better connection.
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I have read your excellent book Your 
Mouth: A Gateway To A Healthier You  
(see review on page 28); what impact  
has the book had on your practice?
The book is primarily a tool, a way of giving out 
information. It reaches a group of people who are 
interested in exploring the connection between oral 
health, whole body wellness and longevity.

You have taught internationally in Cuba, 
Mexico, the U.S. and China; what did you 
teach and how were these experiences?
I have taught practice management and the advan-
tages working with lasers; in 1999 in China I talked 
about easy techniques that we use in Canada that 
perhaps the Chinese may want to adopt. I also spoke 
about lasers and that’s when they all got excited. 
What I think is sad is they were not teaching their 
patients how to floss because “floss is too expensive”, 
but yet they were so excited about the expensive 
laser technology. I thought to myself that they had 
lots of fishing line available, which certainly could be 
adapted and used for floss. Something so simple and 
basic was not interesting to them at that time. 

I think you have a wonderful website,  
full of useful information. Not all dentists 
have websites; how does yours affect  
your practice? 
Well, everybody is involved in looking things up on-
line, especially Generation Y. Again, it’s about sharing 
information. They can see what the office looks like, 
and if it’s a place they would like to come to. I don’t 
want to waste people’s time; I picture myself out on 
the sidewalk without a dentist; what would I need to 
know in order to choose one dentist over another?

What are the major challenges you think 
that dentists face today?
A good question… the importance of record tak-
ing which is so different today from what it was 30 
years ago. We live in a litigious world and need to be 
mindful of this. Also I think there are so many more 
opportunities now to be minimally invasive and re-
ally help future generations avoid an extreme number 
of root canals and crowns. It doesn’t have to be this 
way anymore because of technology and improved 
knowledge about creating better biting forces for 
example. People may not need so much dental work 
in the future, but they still need to protect their bite 
and ensure their occlusion is in a good position; 

in this instance Invisalign is a phenomenal tool to 
broaden and widen smiles. We can look at how the 
airway and sleep interconnect with how our teeth 
and jaw are positioned. I am optimistic; the more we 
understand about physiology and how interconnect-
ed everything is, the more effective dentists can be. 

People no longer have to be hurt at the dentist; 
people can be healed. We have a world of things to 
offer the pubic.

What has changed the most for you over 
your career?
I think education has allowed me to pursue and un-
derstand more, particularly in the alternative world, 
because I don’t believe allopathic medicine is the 
only way to heal people. Look at China; they have 
cared for their people for thousands of years using 
many different modalities, without the tools we have 
here. So I have always pursued the ‘what if ’ and ‘why 
not’; I don’t believe in discarding one option but to 
add on and give people choice. Of course technology 
has changed so much through the use of lasers and 
digital equipment and radiology. We can perform in 
a kinder, more precise way to restore teeth to their 
optimal condition.

You are obviously extremely busy; do you 
have time for any hobbies?
I love food, I love wine and I love cooking. I also en-
joy hanging out with my friends and family. I love to 
travel, and when I do, I search out animals in nature 
and wait for the moment they open their mouth. so I 
can take a picture of their teeth to try and figure out 
why their teeth are the way they are. Of course there 
is my continuing education, and in fact I just recently 
began an executive MBA. It’s a global MBA where 
you travel for two weeks to a different part of the 
world every three months. So that’s what I am doing 
in my spare time!

What do you still want to achieve?
At the end of my presentations I have a slide that says:  
Never let your memories be greater than your dreams. 
Every day is a creative day; I know I do want to 
give back to dentistry because it’s been a wonderful 
profession for me. It’s an art, it’s a science, it’s caring 
for people, it’s helping people feel safe. I work with a 
fantastic team and we work in a family-like environ-
ment. Since I have returned to school, I now find 
dentistry relaxing and fun! It’s changed my perspec-
tive and really shown me what a gift we have  
in dentistry.

What advice do you have for graduates 
just starting out?
Dentistry can be exciting and fulfilling. Keep on 
searching, keep on looking, keep on educating your-
self. Hone your skills and keep up with technology 
and research. There are so many things we can do 
in dentistry to help people. Listen to your patients. 
Invest in your team. Ask your colleagues for mentors; 
in dentistry I think we have been too shy in this re-
gard… we feel we can’t go next door to ask for help 
or information. Dentists need to support each other 
in this stressful field to maintain their own health.

What about the role of women  
in dentistry?
Well, the numbers have grown considerably. When I 
was at school, less than ten per cent of students were 
women. But this imbalance did not bother me; we 
are all human beings, just love what you do.

How are you involved in your  
community?
I am on an advisory committee for George Brown 
Community College and I take on pro bono cases 
as needed. Whenever I travel, I look for ways to give 
back in that part of the world and I would like to 
grow this type of community involvement.

Bottom Line: Taking a holistic approach to practising dentistry 
makes a lot of sense; being mindful of one’s approach to oral 
health can only improve overall general health.

Editor’s Note: To see a review of Dr. Colson’s book, 
Your Mouth: The Gateway To A Healthier You, go to  
page 28.

Dr. Dana Colson
Dr. Dana Colson graduated in 1977. She is  
passionate about continuing education and has 
become a mentor for the Kois Institute in Seattle 
where she has completed nine courses. She has 
also completed Levels 1-6 of Advanced Dental  
Education at the Pankey Institute. Dr. Colson  
has taught internationally and has been  
featured on radio and television. You can reach  
her through her practice at 416.482.2133.

One of Dr. Colson’s operatories

Quotes from Dr. Dana Colson

“Ultimately, I live to work with my patients 
rather than on them. I aim to give them the op-
portunity to participate in their treatment plan 
and healing.”

“You can tell if your mouth is in the correct 
position by repeating this mantra: Lips together, 
teeth apart, tongue in place.”

“Dentists are increasingly called upon to be the 
gatekeepers, the first line of defense to ensure 
our overall health and wellness.”

“Our jaw joint is the only joint in our body that 
we cannot live without.”
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Reviewed by Karen Henderson

When I was quite young, my mother told me: 
“Karen, you only get one set of teeth, so take care 
of them.”  Things have changed since then… teeth 
can be replaced with precision and effectiveness…
but what has not changed is the reality that every 
part of us is interconnected and affects how we 
operate effectively as an integrated whole being.

Dr. Colson’s sub-title: A yoga-based approach to ex-
ploring the connections between oral health, whole body 
wellness and longevity fully supports this basic tenet 
of life and health.

The book begins with a fascinating look at teeth 
back through the ages. Hippocrates was way ahead 
of his time in his belief that tooth decay was the 
result of the corrosive action of certain foods; he 
also invented several dental instruments, including 
forceps to remove teeth, and advocated cleaning 
the teeth with wooden sticks and wool moistened 
with honey. The Romans valued clean teeth so 
highly that they had their slaves clean their mouths 
every day. Even in those very early years in human 
history, healthy teeth were considered an essential 
component of a woman’s beauty.

After a brief discussion of how the face ages 
(which starts in our mid-20s!), the discussion then 
moves onto the main tenet of the book – the 
undeniable connection between the health of the 
mouth and that of the rest of the body. Dr. Col-
son elaborates on inflammation and the following 
conditions, among others:

1.  Periodontal/gum disease. Over 500 species of 
inflammation causing bacteria have been identi-
fied; she discusses the relationship between gum 

disease and diabetes, heart disease and pregnancy. 
The evidence is clear: Many physiological 
conditions can be associated with gum disease, 
making the argument for a good dental home 
care program.

2.  Grinding, clenching and headaches. The dis-
cussion about the jaws and TMJ is enlighten-
ing; jaw misalignment can be caused by many 
things, including genetics, mouth breathing, 
poor oral habits and even arthritis. Dr. Colson 
tells the reader how to do a facial scan to enable 
more awareness of tension we may be holding 
in our jaws or face. She includes exercises that 
can be done at home to help the face feel more 
relaxed. Her mantra is: Lips together, teeth apart, 
tongue in place.

3   Snoring and sleep apnea and the dentist’s role 
in diagnosing and treating sleep apnea. Through 
their physical examination of the mouth and 
throat together with educated patient obser-
vation, dentists can alert certain patients who 
exhibit enlarged tonsils or adenoids, a large 
neck, dark circles under the eyes and even the 
shape of the lower jawbone to the possibility 
of developing sleep apnea. The most common 
therapy for sleep apnea is the CPAP machine, 
but studies continue to show that too many 
people do not use their prescribed CPAP for a 
number of reasons. Dr. Colson describes other 
available therapies, and again provides exercises 
for snoring and sleep apnea. 

4.  Alignment and the mind-body connection. My 
personal struggles with body alignment made 
this chapter even more meaningful. 
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5.  The power of the food we select. Dr. Colson talks 
about the expected evils of sugar but also provides 
some useful lists of common foods and their glyce-
mic load, along with a basic checklist of what to eat 
for those of us who need a primer every once in a 
while.

The chapter I found most enlightening was Yoga For 
The Mouth. Most of us know what yoga is, but I 
would guess we rarely associate it with the mouth and 
how important it is to stretch and expand the muscles 
around the mouth. Here again Dr. Colson provides  
useful yoga exercises for the mouth.

What I learned to help me be healthier and more  
committed (than ever) to good oral health:

•  Do a facial scan several times a day to recognize  
and relieve facial tension

•   Maintain the ideal tongue position: the tip should be 
resting where the gum tissue meets the inside of the 
two upper front teeth

•  Remember the mantra for ideal mouth position:  
Lips together, teeth apart, tongue in place

•  Remember that all parts of our body are connected 
and influence each other – even our mouths

•   Use my night-guard more faithfully!

I found this book educational, informative but most 
importantly useful. In addition, it was a joy to read  
because of the beautiful design and layout.  
I recommend it highly.

Bottom Line: It is too easy to try and fix one part of the  
body that is in pain; we need to dig deeper to try and  
discover the other part of the body that is involved. In the  
human body, nothing exists in isolation.

Karen Henderson
Karen Henderson is the Managing 
Associate Editor of Profitable Practice 
and can be reached at 
Karen@profitablepracticemagazine.com

University Of Edinburgh Study On 
Fighting Tooth Decay

A compound known as trans-chalcone (related 
to chemicals found in liqorice root) has been 
found helpful in dealing with tooth decay.  
The study, supported by Wm. Wrigley Jr.  
Company and the University of Edinburgh,  
was published in Chemical Communications found 
that trans-chalcone blocked the action  
of a key enzyme that allows bacteria to thrive  
in oral cavities. How this finding will help  
dentists fight tooth decay was not revealed.  
For further information on how the study  
was conducted and the science behind the  
findings—go to www.ed.ac.uk/  
(search trans-chalcone).

“You can live to be a 100 if you give up all 

the things that make you want to live to 

be a 100.”   

~  Woody Allen


