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This issue of Profitable Practice recognizes the dual nature of 
running a health care practice—namely, the practitioners' respon-
sibility to perfect both the clinical side and the business side of 

their practice. This magazine has regularly offered practice management 
strategies and “best practices” over a number of years. Many health 
care practitioners are entrepreneurs or have a desire to be one, so in 
this and subsequent issues we will interview entrepreneurs in order to 
shed light on the qualities they possess and the practices they use daily 
to be successful.

The interview with Dino Mannarino 
found on page five provides a perfect 
example of someone who was able to 
transition from a valued employee to an 
owner and entrepreneur.

Dr. Howard Farran’s  
Uncomplicate Business

Dr. Howard Farran is something of a 
guru when it comes to dental practices. 
As the founder of various social media and 
print outlets based in Phoenix, Arizona, he 
has been ranked one of America’s most 
influential people in the dental industry. 
His Dentaltown 
magazine, podcasts 
and his best selling 
book Uncomplicate 
Business are well 
known to American 
dental practitioners.

His book is a 
classic "How to" 
for dentists and 

offers first hand knowledge of what does 
and doesn't work in a dental practice. 
Dr. Farran focuses on his three keys to 
business/practice success: people, time, 
and money. He presents detailed content 
on these three areas throughout the book 
using his own stories, and sometimes 
those of his managerial staff to drive home 
his message.

In short, he uncomplicates the business 
of a dental practice. While it is a 
recommended read for dentists, his 
message could apply to all health care 
professionals.

Psychopaths and CEOs

Lindsay Dodgson wrote a column 
in Business Insider on May 20, 2018 
entitled The 10 professions with the most 
psychopaths. It provides insights into the 
nature and make-up of the psychopaths 
who walk among us. The column 
references several studies and sources; 
contrary to popular beliefs, psychopaths 
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James Ruddy is the  
editor of Profitable  
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are not the monsters that are sometimes 
depicted in the movies. Indeed they can 
be found in all walks of life and Dodgson 
lists and identifies 10 professions that are 
likely to house them. The individuals in 
these professions range from salespeople 
to surgeons. Perhaps surprisingly, the 
number one occupation identified is that 
of the CEO and the “resilience of chaos” 
factor. In Dodgson’s words, “This doesn't 
just mean they keep a cool head under 
stress—they also sometimes create havoc 
for everyone else, because it makes 
them look good when everyone around 
them is struggling. Some psychopaths 
may use this method to climb the career 
ladder all the way to the top. Others aren't 
necessarily as manipulative, and reach the 
top through their skills alone.” To read the 
complete article go to: goo.gl/ooXnwb

the first 5 Years

A new resource 
booklet is 
available 
for recently 
graduated 
dentists 
entitled the 
First 5 Years. 
To download a 
digital copy
with other 

resources go to thefirst5years.com. 
The booklets are also being distributed 
at universities with a dental school on 
campus. A limited number of paper 
copies are available at ROI Corporation, 
Brokerage.

Retirees To The Rescue

Liz Brody’s article, A Startup’s Secret 
Weapon: Retirees, in the January-
February issue of Entrepreneur magazine 
presents a new insight into why people 
are working longer—well after they have 
retired. According to the U.S. Bureau of 
Labour Statistics people “65 and older 
currently make up the fastest growing 
segment of the labor force”. 

Brody points out that there are a number 
of companies manned by people from 
a multitude of former walks of life and 
careers who now act as consultants 

to young entrepreneurs and business 
leaders. These “retirees” in Brody’s words 
“have been there and done that”. Their 
clients are often millennials with good 
ideas and inventions/innovations who have 
encountered a major bump in the road. 
Enter a retiree with industry know-how to 
smooth out the road ahead, and provide 
guidance on how to proceed and move a 
start-up business plan to the next level. 
For the complete article go to: 
entrepreneur.com/article/325666

Retirement Announcement:  
Dr. Milan Somborac

Monday Morning Millionaire author and 
prominent Collingwood, Ontario dentist, 
Dr. Milan Somborac has officially retired  

from dentistry.  
He has written 
numerous columns 
for this magazine 
regarding 
investment 
strategies. As 
the founder/CEO 
of the Monday 
Morning Millionaire 
Program, he will 

continue to serve his clients and also 
write for this magazine.

Dr. Somborac’s Dentist Creed was 
featured in the publication, the First 5 
Years and is found below.

Dentist’s Creed:
It is our aim to practise dentistry by 
the Golden Rule, to be known for 
our friendliness and caring, for our 
competence and for our vision. 
~ Dr. Milan Somborac

Worth A Second Thought

In a 2015 WebMD interview with actor and 
musician Jeff Daniels, (Newsroom, Dumb 
and Dumber) he was asked the question, 
“What’s the best health advice you’ve 
ever gotten?”. He replied, “My cardiologist 
said, ‘Do something every day. Even if it’s 
a 30-minute walk, do that. But just don’t 
miss.’ It was great advice—just get out 
there, get moving, keep stretching, keep 
limber, eat right, and you’re going to feel a 
lot younger than you are. And it’s true.”

Health Care Professionals  
Helping Each Other

Profitable Practice attempts to provide 
a forum for health care professionals 
to share and learn from each other’s 
experiences. Whether they treat eyes, 
teeth, mental health issues or family pets, 
there is much to learn from each other. 
They have shared concerns when it 
comes to practice management issues, 
such as staffing and best patient/client 
practices, or personal issues involving  
stress management or developing 
an exit plan for retirement. The letter 
below confirms the benefits of sharing 
professional experiences.

Letter To The Editor

Dec 7, 2018
In the Summer 2018 issue of your 
magazine [Profitable Practice] a patient 
of mine—who also happens to be your 
Managing Associate Editor (Karen 
Henderson)—wrote an article about 
the dry eye treatment I provided for 
her. Shortly thereafter, I was contacted 
by a veterinarian in my community 
who had read this article; she booked 
an appointment with me for a consult 
and then followed through with the 
same treatment. 

It seems that your magazine is doing 
what is intended… that is, educating 
each sector represented in the 
magazine about the other sectors, 
to encourage information sharing 
and business referrals. I find this 
service very helpful for small business 
entrepreneurs; it fosters very positive 
inter-professional relationships - keep 
up the good work!

Dr. Malini Varshney  
Optometrist

thefirst5years.com

Valuable advice to start your dental career.

Visit our website for  
FREE resources including:
• Associate agreement
• Resume template
• And much more
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Dino Mannarino, Principal/Owner: Impact Technical 
Products Based In Mississauga, Ontario
 WITH JAMES RUDDY

Dino Mannarino represents a 
new age entrepreneur with 
fresh ideas and a down-

to-earth look at the process of 
becoming a business owner. He 
agreed to answer the following.

Describe your employment background 
and the major factors that led you to 
start Impact Technical Products. 

My employment started as a B2B  
(Business to Business) electrical distributor 
sales trainee way back in 1980. In that role 
I learned the value of developing ethical 
and sustainable relationships—focusing 
on long-term customer success instead of 
just the transaction at hand. “Don’t just get 
the order, earn a customer for life.”

As time went on I became a branch 
manager and then a regional manager of 
three branch locations between Toronto 
and Kingston. During this time, I was 
responsible for developing and growing 
revenues and profits through a team of 19 

sales representatives primarily focused on 
industrial customers. After a recession in 
the early ‘80s (my first experience with an 
existential threat from an economic down-
turn), we went through many years of 
tremendous growth and expansion. In the 
end, the company I was working for was 
sold to a competitor and I moved on to 
one of the most transformative positions 
in my work career.

My new position as a director of sales for 
a group of manufacturers soon turned into 
a promotion to v.p. sales and marketing. 
At the same time I was brought into the 
ownership circle earning a small equity 
stake in the group of companies. The 
transformation I referred to earlier was as 
a direct result of the leadership style and 
ethical long-term approach practised by 
our president. What a life lesson! 

I was now responsible for business devel-
opment for all markets (for our group of 
companies), including Canada, the United 
States and the Middle-East. Needless to 
say this accelerated my education. Adapt-

ing our business model to suit the local, 
regional or national market while retain-
ing our ethical and sustainable business 
approach wasn’t always easy. However, 
ethical and sustainable business practices 
always win in the long run and the growth 
was exponential. Again, we were targets of 
acquisition and were eventually sold to our 
largest competitor (see a pattern yet?).

At this point, I had spent many years 
travelling away from home. In some 
years, I was away up to 35 weeks a year. 
Although this was stimulating and exciting 
at times, it was not very conducive to 
family life. This lead me to open up my first 
business from the second bedroom of our 
Oakville bungalow. I became a business 
development consultant working on a 
contract basis with a variety of customers. 

How did you develop this new entre-
preneurial role? 

The genesis for the business idea came 
from my own experience in my corporate 
position. At the top, right hand corner of 

"Give whatever you can 
away for free and don’t 
keep score. You’ll get 
back 10 fold from the 
people around you."

"Money and wealth gen-
eration are a byproduct 
of doing the right thing 
over a long period of 
time. It is not the goal."

~ DINO MANNARINO

FEATURE ENTREPRENEUR INTERVIEW  |  

Dino with his wife Jill 
and their dog, Maggy
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my desk, I always seemed to have a pile 
of magazine cut-outs, proposals, possi-
bilities, etc. to follow up on. Buried in that 
pile were opportunities, but I could never 
get enough clear time to look at them. 
My core responsibilities didn’t allow me 
to properly explore these opportunities. I 
started to think, if I was having this prob-
lem, maybe others in a similar position 
were also… I thought, I’d be willing to pay 
someone with some practical business 
acumen to review this pile and advise me 
on what to pursue further or what to throw 
out altogether. 

I also wanted to work mostly locally and 
return home to the family most evenings. I 
wasn't interested in the high-flying around 
anymore, while the family was young. 

But, what I found out was that when you 
start your own business, you don’t always 
have the choice as to where the work 
comes from. You need the work and the 
revenue. As life happens, within a few 
years the consulting business had me 
travelling all over North America as much 
or more as my corporate job ever did… 
not exactly my original plan. 

Again, a reset of priorities was need-
ed, and I decided to open another 
business that would this time keep me 
more grounded and closer to my home 
province. So I started up Impact Technical 
Products, Inc. which is an Ontario based 
sales agency for data communication 

products. After a year of opening up 
Impact, I put the consulting business on 
hold and only did few consulting projects 
that really interested me. Impact is now 15 
years old—a going concern and a won-
derful source of satisfaction and income 
for the family ever since. 

Impact is still a small boutique agency, but 
for our little market niche, we’re actually 
one of the largest in Canada. One of the 
most recent major highlights for me was 
when my daughter (an aerospace engi-
neer) joined our company to do technical 
sales and business development. She has 
also decided to buy into the business and 
will one day be my successor. Talk about 
full-circle…

Briefly describe what your company 
does.

Impact Technical Products, Inc. is a sales 
agency that serves as the outsource, 
independent sales team for the manufac-
turers we represent. We focus on data 
communication network products for mis-
sion critical, harsh environments. We work 
on long-term representation contracts for 
a specific geographic territory. We have 
gathered a group of complementary, 
non-competing manufacturers to create 
a basket of products that benefit from 
being represented together, and provide 
front-line customer-facing representation. 
Impact provides a variable-cost model for 
our factories compared to their in-house 

sales team which is typically a majority 
fixed cost. The cost to hiring Impact is tied 
to results on a monthly basis—if revenue 
generated is higher so is our fee, but if 
revenues fall short in that period, then our 
fee is proportionally less. 

We started in Ontario 15 years ago, 
expanded to Quebec about five years 
ago and have just opened up in Western 
Canada in 2018. We are now in a position 
to represent manufacturers for the whole 
Canadian market.

Where does your entrepreneurial spirit 
and drive come from?

I’m not sure of the idea or the existence of 
an “entrepreneurial spirit”—I see my career 
path as just a series of logical next steps. 
I didn’t have a grand plan. But at some 
point, after being part of several acquisi-
tions, it became clear that I wanted to be 
more in control of my own future and drive 
my own destiny. I also realized that the 
concept of “cradle to grave” employment 
was passé. The only job security, I came 
to realize, was keeping your own tools 
sharp and becoming responsible for your 
own future and your own employment. 

What are three factors or qualities 
that an entrepreneur must possess in 
order to be successful?

I believe you have to have a vision! A burn 
that drives passion—it could be an old 

Dino and colleague at a seminar Dino's daughter, Amelia presenting a seminar
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Dino Mannarino 
Dino Mannarino: Principal 
Owner and founder of  
Impact Technical Products, 
Inc.—a manufacturers’ 
representative agency that 
represents best of breed 
data communications 
products in Canada. With 

idea re-imagined or an existing idea that is 
improved upon. 

You must be authentic—you can’t fake 
passion. People only believe in you when 
you believe in yourself.

Last, you should think and plan for the 
long-term, but act every day for a sustain-
able and ethical outcome. Bring a team 
with you for loftier visions. 

How important is it for you to strive 
for a balance between work and play?

I talk about it but in my experience own-
ing your own business doesn’t lend itself 
to “balance”—it’s all-consuming. You 
think about your business while you’re in 
the shower, at your kid's birthday party, 
when you’re trying to read for pleasure 
and so on. I think you’re either “in” or 
you're “out”. I haven’t figured out how to 
balance work and play. In the end, I’m 
hoping that having a succession plan in 
place and bringing in partners who will 
eventually take over, will be part of the 
answer… stay tuned…

Has this balance changed over the 
years for you?

I haven’t really seen a noticeable big 
change. I think you’re wired in a par-
ticular way and that’s for life. You may 
mellow a little, but your true nature is  
still there. 

I have noticed through experience that 
you come to understand that a current 
issue or crisis will blow over in time and 
that’s helpful. You see the pattern that a 
critical event takes and you sometimes 
know what’s going to happen next be-
cause you’ve seen it before. There is an 
advantage in that.

I have also noticed that you have less to 
prove as you get older. You’re not as hung 
up on job titles or frequent flyer status 
either and there is freedom in that. 

What do you do to unwind?

My best self is always after a long cardio 
workout. When I’m physically tired and the 
endorphins are kicking in, I’m a better per-
son. Being in nature is also really helpful 
too. In nature you realize how small we are 
in relation to the bigger universe—that’s 
grounding and centering.

Do you have a mantra or words by 
which you try to live by day-to-day?

The meek will not inherit the earth—in 
business you have to stake your claim, 
go out and get it and then defend it every 
day. You don’t have to be ignorant about 
how you do it, but you can’t expect some-
one to give it to you either. 

Give whatever you can away for free and 
don’t keep score. You’ll get back 10 fold 
from the people around you.

Where do you see yourself in five 
years?

I will still be involved with Impact as an 
advisor to my daughter when and if she still 
needs me. Otherwise, it’s time to give back 
a little. But I don’t want to be a fundraiser 
or solicitor for charities, etc. Too much like 
my day job… but rather something totally 
different. Work in a kitchen feeding people 
in need or I’d like to be the doorman at 
the Juravinski Hospital and Cancer Centre 
greeting all folks coming in for treatment 
and try to brighten their day… 

If you had to sum up your success 
as an entrepreneur in a single state-
ment—what would that be?

If you bring passion and hard work you’ll 
be successful.

Do you have any regrets or final 
thoughts for our readers?

Final thoughts—the most successful 
people that I admire are in it for the right 
reasons. Money and wealth generation are 
a byproduct of doing the right thing over a 
long period of time. It’s not the goal.

Regrets—you only have one life-time and 
there is so much to do still…. 

BOTTOM LINE: This interview high-
lights the career of a dynamic entrepre-
neur, Dino Mannarino who transitioned 
from a valued employee to an owner 
and founder of his own company. 

over 40 years of history working in business devel-
opment, strategic planning, sales and marketing, 
Dino leads a national team of sales professionals, 
with now 4 sales engineers in the group. Focused 
on delivering exponential, sustainable and ethical 
business growth with an emphasis on customer 
success, Dino often says “Don’t just win the order, 
do the right and ethical thing and you may gain a 
customer for life.”

Dino with his team at a Chinese New Year dinner
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Investing For Retirement? Caveat Emptor
BY MILAN SOMBORAC

In the movie, The Wolf of Wall Street, the senior broker at L.F. Rothschild, Mark Hanna, delivers broker training 
to Jordan Belfort over a cocaine and martini lunch: “The name of the game is to move the money from your 
client’s pocket into your pocket”. Hanna is simply telling it the way it is.

According to Goldman Sachs most 
recent financial disclosures, the average 
employee at this investment bank earns 
$367,564 US annually. Average! That is 
more than two and a half times as much 
as the income of the average dentist or 
veterinarian or optometrist with 20 years 
of experience.

The original role of investment banks was 
to bring together individuals looking for 
money to develop an idea and build their 
business with individuals with money, 
looking for the best place in which to 
invest it. Investment banks would earn a 
fee for bringing them together.

This legitimate activity accounts for a 
small percentage of what investment 
banks do today. They mostly earn their 
average annual income of over $350,000 
US by shuffling paper and playing tax 
games. They need victims otherwise 
known as clients. 

Readers of Profitable Practice are near 
the top of their target list because they 
earn a good living and listen to trusted 
professionals.

And what do we get for what we pay 
them? Let us compare what we get to 
the simple act of buying and holding a 

fund which tracks the S&P 500.1 (For 
best investment results, we must look 
outside Canada where we can mainly 
buy shares of financial and resource 
companies.)

What Investors Get With  
Managed Funds

What we get is the performance of man-
aged funds such as mutual funds, hedge 
funds, private equity and individual port-
folios managed by investment advisors. 
Mutual funds are the most numerous and 
the best known so we use their 10-year 
performance record in figure 2. To get 

|  INVESTMENT ADVICE
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those records we went to each institu-
tion’s website and looked at all the mutual 
funds they offer. Commonly, there are 
a hundred or more. Figure 2 shows the 
calculated average performance of their 
funds with a history of over 10-years.

What Investors Could Get

A 6.9 per cent inflation-adjusted annual 
return over the last decade was available 
to investors who simply bought and held 
an exchange-traded fund which tracks 
the S&P 500.

Indeed, at the American Finance Association 
2006 Boston Meetings, Bergstresser et al.2 
reported that, over the course of a specific 
decade, self-directed (do-it-yourself) in-
vestors earned an inflation-adjusted return 
of 6.6 per cent during which time inves-
tors using the services of advisers earned 
2.9 per cent. That is, to have comparable 

bank and use deposited savings to buy 
a U.S. market index exchange-traded 
fund on a regular basis. That approach 
will virtually guarantee that they could 
maintain their lifestyle into retirement 
and even leave a legacy.

BOTTOM LINE: Dr. Somborac, 
a regular contributor to Profitable 
Practice, continues to give readers his 
market analyses. Profitable Practice 
readers with investment questions can 
reach him at milan@drmilan.com. 

1 The S&P 500 is an American stock market index consisting 
of the market capitalization of the largest 500 companies 
listed on major stock exchanges in the U.S. It is a good re-
flection of the American economy which itself is the strongest 
economy in history.

2 Bergstresser, D. et al. Assessing the Costs and Benefits of 
Brokers in the Mutual Fund Industry The Review of Financial 
Studies 22 (10): 4129-4156, doi: 10.1093/rfs/hhp022

Dr. Milan Somborac  
In December of 2017,  
Dr. Somborac launched the 
Monday Morning Millionaire 
Program. Consulting with 
four self-made multimillion-
aires one of whom advises 
a $4 billion U.S. County 
pension fund, the program 

offers investment opinions. Entering email addresses 
as indicated on the website gives subscribers free 
investment information. For more information go to: 
mondaymorningmillionaire.com.

Managed Funds

Goldman Sachs
Scotia Bank

TD US Equity
RBC

CIBC $US Managed Growth Funds
BMO

CDSPI

10-year annual return rate

5.59% vs. 6.9%
>4.00% vs. 6.9%
4.99% vs. 6.9%
3.6% vs. 6.9%
3.9% vs. 6.9%
Buried too deeply to find easily.
4.13% vs. 6.9%

portfolios, if a do-it-yourself investor retires 
at age 65, an advised investor would need 
to retire at 130!! Read the last sentence 
again. It is not a misprint.

If all brokers’ clients behaved the way 
that Monday Morning Millionaire Program 
members do, they would be looking for 
work. A greeter at Walmart is one job, 
which many of them are qualified for.

So, how do Monday Morning Millionaire 
Program members protect themselves 
from the Jordan Belforts of the world? 
How do Monday Morning Millionaire 
Program members earn more than 95 
per cent of managed portfolios over the 
course a market cycle (around five years)?

We cannot go into the details in this ar-
ticle, although they are straightforward. 
All that investors need to do is to open 
a brokerage account at any Canadian 

Figure 1

Figure 2

The graph shows what investors could have achieved over the last decade by investing in the American economy

Last Decade’s Growth Of The American Economy
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Get In The Game: Patient-Centred Health Care Apps Can 
Boost Your Business
BY NATALIA DECIUS

Now, my friend helped her get “set up” 
and sometimes has to remind her how 
to update apps, but the interesting thing 
about my friend’s story is that it shows 
how even some of the least tech savvy 
people will adopt technology for conve-
nience and benefit. And health benefits 
and ease of use are at the forefront of 
the mobile revolution. This goes for both 
patients and providers.

mHealth (Mobile Health)

Research shows that 90 per cent of 
companies plan to increase investment in 

mobile apps from 2019-2022. The mobile 
health care or mHealth tech world is set to 
grow to almost $20 billion by 2021. If you 
aren’t on the mHealth bandwagon, then 
you are losing out on an important oppor-
tunity to provide up-to-date health care and 
information for your patients. From patient 
portals to health tracking and emergency 
management, the future is mobile.

Mobile Apps For Specialty  
Practices

App technology varies from basic text 
messaging systems for appointment 

I had a friend tell me the other day that her 76-year-old mother recently purchased her first mobile phone 
with the express purpose of using it to keep track of her blood glucose through a free app. She had been 
bugging her mom for years to get a cell phone for convenience and safety, but what finally pushed her mom 

to act was the desire to show her doctor (and her coffee klatch) how she was managing her health in a quick 
and accurate way. 

reminders to tracking systems—some-
thing that many health care providers 
already offer through online and web 
systems. If you don’t currently offer an 
app for your practice, think carefully 
about it: many patients want the con-
venience of making appointments and 
learning about your practice through 
mobile apps. Most people have a mobile 
phone nowadays. Apps are an easy way 
to send your message directly to your 
patient’s mobile phone. The truth is, 
mobile apps work really well for dental, 
optometry, and veterinarian practic-
es for which they can be customized. 

|  MOBILE APPS IN HEALTH CARE PRACTICES
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Natalia Decius  
Natalia Decius is the 
founder of Vitamin D 
Marketing & Design. She 
works with small and me-
dium size businesses to 
help them increase reve-
nue and grow. She can be 
reached at 416.875.7293 

or natalia@vitamindmarketing.com.

Apps build brand recognition. They are 
a straightforward way for providers and 
patients to engage and interact. Many 
also offer unique features such as online 
scheduling, push notifications, and 
monitoring. You can even direct patients 
to mobile portals and provide more 
detailed or specialized information and 
education. Apps aren’t a gimmick or the 
new "bandwagon". They are opportunities 
to improve your service, and quite frankly, 
your bottom line.

If you want to be on the forefront of 
patient-care technology and information 
while also growing your practice, consid-
er a mobile app. It will build your brand 
and patient loyalty by providing patients 
with an expedient means of making and 
confirming appointments, and monitoring 
and engaging with their health.

Here are some of the features and bene-
fits of mobile apps for specialty practices:

Optometry Practice 
—Educate Patients About  
Your Core Services

• Remind patients of annual checkups
• Let them check clinic hours
• Provide emergency instructions
• Promote special offers and products 

(the introduction of a new range of 
glasses or sunglasses in your clinic 
boutique, a primer on contact lens 
use, or an educational session on eye 
disorders and treatments, for example)

• Patient loyalty programs

Practice Benefits
• Net increase in appointments
• A stronger brand
• Better outreach to younger demograph-

ics (first time appointments, corporate 
targeting, neighbourhood targeting)

Remember, communications sent 
through apps are four times more likely 
to be read. Your patients want you to 
communicate with them via mobile devic-
es because they are convenient. People 
who have cell phones rarely leave them 
at home, and who doesn’t check their 
cell texts and messages?

Dental Practice—Increase  
Patient Engagement

• Remind patients about checkups  
via texts

• Share office news and information
• Notify patients of new services  

(laser dentistry, cosmetic dentistry, 
children’s specialties)

• Provide emergency instructions
• Push notifications to communicate 

with your patients
• Provide pre- and post-treatment 

information

Practice Benefits
• Raise patient’s engagement
• Increase patient retention
• Grow reviews on social media and 

Google

Having a mobile app for your dental prac-
tice provides a superior all-around patient 
care experience. 

Veterinarian Practice—Personalize 
The Pet Owner's Experience

• Remind patients about annual checkups
• Request prescription refills
• Check clinic hours
• Provide emergency instructions
• Notify the pet owner via push  

notifications
• Order pet food and other items 

through the mobile app
• Market a client loyalty program
• Enable clients to dial or text  

a clinic directly

Practice Benefits
• Net increase in appointments
• Net increase in prescription refills
• Net increase in pet food sales
• Increased reviews on social media 

and Google

Mobile apps can be a valuable tool to help 
clients make appointments, find informa-
tion, store a pet’s medical information, and 
refill prescriptions.

If you’d like to explore the possibilities of 
a mobile app for your business, we would 
love to hear from you.

BOTTOM LINE: Savvy tech advice 
and a get-with-it approach to using mo-
bile apps in your health care practice. 
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Show Me The Money: When Selling Your Practice 
—It's All About Negotiation
 BY MICHAEL WALSH

Whether you're selling 
your house, your car or 
your health care prac-

tice, it's always about negotiation. 
To advertise that you're interested 
in selling is easy. Negotiating the 
best possible deal? That's where 
the rubber hits the road. You've 
spent a lifetime building your busi-
ness. How can you be sure that 
you're getting the best possible 
price for your practice?

I own a residential real estate brokerage. 
My company is a little different in that we 
work exclusively for home buyers, never for 
the sellers. So what do I know about selling 
professional health care practices? Well, I 
know that to get the best deal, you've got to 
be sure that the party representing you (be 
that an agent, or consultant) is negotiating 
on your behalf, and not for the other guy. 

As a dentist, for example, you've probably 
sold more houses in your lifetime than den-
tal practices, so let's look at a typical home 
sale. The listing agent commits to nego-
tiate for the highest possible price. The 
buyer's agent commits to negotiate for 
the lowest possible price. That can work 
nicely unless the agents happen to be the 
same person. Then there's a problem. 
How does a single agent properly negoti-
ate for two parties with opposing financial 
interests? This is the dreaded double 
ending that CBC Marketplace studied in 
their exposé on agents behaving badly.

That's a pretty obvious conflict of inter-
est. Now consider a situation where the 
buyer's agent happens to work at the 
same brokerage as the listing agent. This 
happens every day. To be clear, there are 
two different agents but they work for the 
same company. You may be surprised to 
learn that this is exactly the same type of 
conflict of interest, just far less visible. This 
practice is known as dual agency.

In residential real estate brokerage, the 
contracts (listing agreements and buyer 
representation agreements) are between 
the individual buyer or seller and the bro-
kerage, not with the individual agent. From 
a legal perspective, agents are simply em-
ployees of the brokerage. It's the broker-
age that carries the contractual obligations.
 
So even though the buyer and the seller 
may be working with two separate agents, 
if the agents work for the same brokerage, 
the agents will have to be impartial with 
respect to the negotiation. In other words, 
they can't negotiate on behalf of their 
client. An astute reader might ask, "What 
services the agents would then be
providing to deserve the sizeable commis-
sion payment that accompanies these
transactions?" Great question. I do not 
have an answer that makes economic 
sense. So, whether selling a house or 
selling a practice, it always boils down to 
negotiation. Is your agent truly negotiating 
on your behalf? Or is your agent merely 
facilitating a deal? In the residential real 
estate business, there is no reason that a 
brokerage could not work exclusively for 
home sellers. It's just that there aren't any 
that operate that way. Yet.

Consider yourselves fortunate. When 
planning the sale of your practice, you 
have firms that will guarantee that they will 
negotiate for you, and you alone. Com-
panies like ROI Corporation, Brokerage. 
They'll appraise your practice, then act on 

your behalf to negotiate the best possible 
deal. And, they won't represent a buyer. 
They'll let buyers know that you are inter-
ested in selling, but that's it. It's up to the 
buyer to engage his or her own represen-
tation. Companies like ROI Corporation, 
Brokerage stick to negotiating on behalf of 
the seller. One final thought about selling 
to a corporate buyer—you know who 
they are. Just let them know that you're 
interested in selling, and you'll get an offer. 
Guaranteed. There's no question that you 
can sell direct, and save the fee of a selling 
agent. So why wouldn't you? Here's how 
I would analyze the situation. How many 
times have you negotiated the sale of your 
health care practice? How many times has 
the corporate buyer negotiated the pur-
chase of a health care practice? Who do 
you think is going to win that negotiation? 

BOTTOM LINE: This column 
provides savvy advice for health care 
practitioners who want to sell their 
practices using appropriate and effec-
tive representation. 

|  PRACTICE SALES ADVICE
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Why We Sleep By Matthew Walker
REVIEWED BY GRAHAM RUDDY

Matthew Walker’s Why We Sleep: Unlocking the Power of Sleep and Dreams is an 
entertaining and wonderfully informative read about the need for a good night’s 
sleep, and the consequences of not sleeping properly which can be scary at 

times. We are forced to ask ourselves “Am I getting enough sleep?” The book presents 
some grisly details about the impact that sleep deprivation has on any of us. Sleeping 
is an act we are all required to do and often take for granted, but which is crucial to our 
well-being. Walker’s book is a wake-up call (pardon the phrase) to the realization that 
sleep is our most powerful biological ally, and that proper sleep practices and culture (if 
you will) are essential to the individual and collective whole of society. Walker is not being 
judgmental and nor does he do any real finger wagging to make the tired among us feel guilty. His approach  
to educating the weary is pleasant and chipper, resembling someone who has had a good night’s sleep. 

Why We Sleep contains a plethora of 
anecdotes, facts, and interesting in-
sights into the benefits of a well deserved 
8-hours of sleep. Walker, a neuroscientist 
and PhD manages to distill any grand 
scientific jargon about our much-needed 
nocturnal activity into layman’s terms for 
the scientifically uninitiated. I found this 
beneficial to my understanding and kept 
thinking throughout “People should know 
this!” The book's popularity has elevated it 
to the New York Times Best Seller list and 
as a result, people everywhere are likely to 
take sleep more seriously.

Walker argues whole-heartedly that a 
minimum of eight hours of daily sleep is a 
result of evolution’s guiding hand over the 
last two million years of human develop-
ment. We are made to sleep, as is every 
living thing. The book discusses the four 
billion year old bacteria which first present-
ed biological rhythms akin to what we now 
refer to as circadian rhythms; dolphins and 
other cetaceans whose REM type sleep 
still alludes scientists in their attempts to 
discover its presence during their aquatic 
naps, and flock birds that have taught 
themselves to sleep with only half their 
brains and sleep with, literally, one eye 
open as a protection against predators.  

Most of us know about people who are re-
ferred to as “night owls” or “morning larks” 
and that as we age our sleep patterns 
can and do change. For example, Walker 
considers it inhumane to have adolescents 
start their education at 7:30-8:00 a.m. due 

to the fact that their rhythms are inherently 
different than their adult counterparts. For 
teenagers waking at 6:00 a.m. to get ready 
for school is on par with an adult rising 
at 3:00 a.m. He also argues on behalf of 
the aforementioned owls and larks, and 
defends the night-time prone owls against 
the prejudice of early-rising larks, that have 
it much easier as the world caters to and is 
built around (for the most part) a morning 
person’s schedule. This makes the owls' 
circumstances quite dire as they now have 
to conform to a lifestyle that is not condu-
cive to their biological make-up. Night owls 
cannot change that which is built into them 
easily and without consequence. They are 
forced to alter their behaviour to conform, 
which in many cases does not happen. 
This development can lead to a lack of 
sleep and an overall higher risk of heart at-
tack, stroke, diabetes, weight-gain, depres-
sion, anxiety, and other health problems. 

The modern industrialized world isn’t 
exactly a sleep-friendly environment with its 
dedicated work-day hours, deadlines and 
schedules; however, the idea of the im-
portance of sleep is now widely acknowl-
edged and its subsequent health benefits 
have been duly noted. The World Health 
Organization in 2007 declared there is an 
increased probability that shift work causes 
cancer because of the unbalancing effect it 
has on the circadian rhythms of the work-
ers—and Walker would no doubt agree 
with that assertion. “…the silent sleep loss 
epidemic is the greatest public health chal-
lenge we face in the twenty-first century 

in developed nations.” he says, and after 
reading the book I’m inclined to believe him, 
for a good night’s sleep and a well rested 
individual is far more capable physically and 
psychologically than their deprived coun-
terpart. Walker also admits that he used to 
believe in sleep as being a third “pillar” of 
health, alongside diet and exercise, but has 
since recanted, instead now believing that 
proper sleep habits form a baseline for all 
the other benefits to build on. He rational-
izes that without proper sleep you won't 
be able to gain any of the benefits of other 
healthy, self-improving habits.

So, there does seem to be a cure for all the 
ailments that befall us throughout the various 
stages of our lives that ultimately affect the 
state of our health as we move towards the 
inevitable. So, for optimal health, no special 
diet, exercise plan, mindfulness meditation, 
or nascent health trend is needed. It’s sim-
ple; all you need is a good night’s sleep.

BOTTOM LINE: Why We Sleep is an 
important book for all of us to read. It 
presents scientific arguments in layman’s 
terms about the nature and importance 
of our sleep needs and habits. 

BOOK REVIEW  |  
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Client Retention Takes Centre Stage Amid Market  
Uncertainty
BY TIM DAWSON

W ith rising interest 
rates, a stagnating 
economy, significant 

tax rule changes for profession-
al corporations and increased 
revenue pressures, 2018 was 
another low point in a string of 
troublesome years for Canadian 
dental practitioners. No single 
event more clearly echoed the 
growing tension than the Core  
Dental Partnership’s unexpected 
receivership in Edmonton, Alberta 
on December 21. Staff, patients 
and the media were all caught 
off guard by the shuttering of a 
number of clinics overnight—and 
many correlated Core Dental’s 
fate with the introduction of a new 
Alberta provincial dental fee guide 
released in January 2018. Howev-
er, with outstanding debts totalling 
more than $9 million and several 
other noted operational issues, 
pricing concerns are only one sub-
plot in a far more onerous story. 

Like all businesses, the profitability of 
a dental practice depends on sound 
business planning, strong financial 
management and impeccable custom-
er service. But while it was previously 
possible to push strategic thinking to the 
backburner, owners are now seeing that 
approach is no longer sustainable. 

None of this is to say that it’s impossible 
to run an efficient and profitable dental 
business in Canada—it certainly is. But 
moving forward, the focus needs to shift 
toward running a leaner, more efficient, 
more customer-centric operation. 

Manage Customer Acquisition 
Costs

While it seems logical that more clients will 
help grow dental practice revenue, owners 

need to consider whether the rewards 
justify the investment. Promotional ex-
penses such as marketing consultants, ad 
placements and incentive programs are 
capital intensive and can quickly eat into 
potential profits.

The most obvious way to avoid this po-
tential roadblock is to evaluate how well 
the practice is serving and maximizing 
the return on existing patients. 

Because they’re already invested in the 
business, current clients require less 
time, effort and capital to target and en-
gage. And because the practice already 
has detailed records about their dental 
history, there are fewer barriers to target 
them with specific and value-added 
service offerings, which will benefit both 
the client and the business.

Turning Point

Practice owners are currently facing 
several headwinds, which are eating 
into profitability. Real estate and equip-
ment financing costs keep going up. 
The market is largely saturated. Staff 
and equipment costs keep rising. And 
patients—who are already navigating 
high unemployment and unsustainable 
debts of their own—are also pinching 
their pennies. 

Now that there’s less freedom to shape 
service fees around other business restric-
tions, those other factors are becoming 
more pronounced. 

|  ACCOUNTING
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Moreover, by leveraging a customer 
relationship management system (CRM), 
owners can form a detailed understanding 
of what it costs to retain, lose and acquire 
new patients while also leveraging existing 
and loyal clients to attract new clients at 
little to no cost.

For example, by targeting the top five per 
cent of patients who are influential in their 
community, show up to their regularly 
scheduled appointments and pay on 
time, practices can nurture and further 
entrench these relationships and leverage 
them for word-of-mouth referrals. For 
as little as ten hours per year—making 
phone calls, sending personalized cards 
and emails—owners can significantly 
reduce their customer acquisition costs 
while measurably increasing their qualified 
new patient leads.

Optimize Operational  
Performance

There’s a saying in business that ‘what 
gets measured gets done’, which has 
never been more pertinent. But while 
costs and revenues are critical, prac-
tices often over emphasize those two 
figures at the expense of all other opera-
tional metrics. 

Balance sheet figures underscore how 
the business is performing, but they rarely 
explain why the business is performing—
or underperforming. Owners also need to 
consider what key performance indicators 
best contextualize the strategic priorities 
of their practice. 

How many appointments is the clinic 
booking each month? How many clients 
are rescheduling and how many are drop-
ping off altogether? What do clients like or 
dislike about the practice? And how likely 
are they to recommend it to family, friends 
and colleagues? 

Creating a system to capture and 
review this data—and it needn’t be cost 
intensive, either; a spreadsheet and 
survey service will often suffice—will de-
liver a significant return on investment. 
Owners can uncover opportunities to 
expand on initiatives that are driving 
patient engagement and retention. They 

can also use that perspective to course 
correct on factors which are hindering 
performance. 

Optimization allows owners to effectively 
differentiate their practice in the market-
place by emphasizing the qualities that 
matter most to their clients.

make follow-up phone calls and manage 
rescheduling. Further, these systems have 
proven to increase patient conscientious-
ness and follow through, as well as grow 
existing client bases. The low barrier to 
entry and ease of service is attractive to 
new and prospective patients and is a 
useful word-of-mouth marketing tool.  

Tim Dawson
Tim Dawson, CPA, CA 
is a partner with MNP’s 
Professional Services 
group in Edmonton. 
For more information, 
he can be reached at 
780.451.4406 or  
tim.dawson@mnp.ca

While Core Dental was perhaps the most 
notable dental insolvency case in Canada last 
year, it was not the only one—and it certainly 
won’t be the last.

Remove Barriers To Entry

Everyone understands that good dental 
hygiene is important. People are fully 
aware of the potential consequences 
of not going to the dentist regularly. Yet 
practices still struggle to convince patients 
to show up for their two-plus scheduled 
appointments per year. Why? 

One possible explanation is that going to 
the dentist is inherently time consuming, 
costly and inconvenient. It could mean 
taking several hours or an entire day off 
work. It’s difficult to predict other potential 
personal and professional conflicts when 
booking appointments several months out. 
And there is little freedom on the patient’s 
behalf to select appointment dates and 
times that are most convenient for them.

The wide range of available customer 
automation software available today may 
help remove many of these barriers to 
entry. Through online booking and chat 
functions, clients can visit the practice’s 
website, browse a calendar of available 
appointments and select multiple dates 
and times that are convenient for them. 
Moreover, these systems can send 
reminder emails or text messages to 
clients several days ahead of the sched-
uled appointment. If a client does need 
to re-schedule an appointment, they can 
easily log on to the practice’s website (or 
app) and quickly choose a new timeslot 
that works—avoiding an awkward and 
time-consuming phone call. 

In turn, the practice requires less admin-
istrative overhead to book appointments, 

Eyes To The Future

While Core Dental was perhaps the most 
notable dental insolvency case in Canada 
last year, it was not the only one—and it 
certainly won’t be the last. But the fate of 
one business does not presage the fate 
of the entire industry. Prudent owners will 
see it as the canary in the coal mine—
cautioning against carrying too much 
debt, running on too thin of margins and 
not taking a strategic approach to effec-
tive business practices. 

Canada is a health-focused nation and 
Canadians will continue to care about their 
dental health. There are still opportunities 
to thrive in the industry country-wide. But 
doing so will require finding ways to better 
engage clients and get them in the chair 
more often.

BOTTOM LINE: This column pres-
ents an informed look at the some of 
the negative aspects in 2018 for dental 
practitioners and presents effective 
strategies, insights and a positive 
approach going forward. 
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Trophy Marketing 20 Years Later
BY ANN WRIGHT

|  A PRACTICE SALE EXPERIENCE

Twenty years ago, I wrote 
a short article entitled 
“Trophy Marketing”. The 

inspiration for the piece was a 
dental practice that had a large 
fish mounted on the wall over 
the front desk. As I sat waiting 
for the owner, I noticed all of the 
patients who commented on the 
fish as they entered or exited 
their appointments. Whether the 
comments were slightly sarcastic 
or awestruck (typically from kids), 
almost everyone had something 
to say. This fish clearly branded 
the office and, in my mind, made 
it stand out from others.  

Recently, I was in a practice that at first 
sight appeared to break all the current 
rules of sales. Anyone who has sold a 
home recently knows the drill—de-clutter 
and de-personalize! However, in this of-
fice, dozens of photographs of the owner 
and staff lined the hallways between the 
operatories. These photos ranged from 
mementos of staff activities, an office trip 
to Disneyland and an evening festivity at 
a resort to group photos over the years 
with staff dressed up in their Halloween 
costumes. Buyers looking at this prac-
tice were mesmerized with the photos 
and I had a difficult time hustling some 
of them through the office. The practice 
also featured a huge “cavity club” wall. I 
haven’t seen a cavity club wall for a long 
time but this one was pretty impres-
sive, and I thought to myself how cool it 
would be for a kid to see himself/herself 
on display over the years (caution: prac-
titioners should always consider privacy 
legislation regulations). 

The second thing that impressed buyers 
was the cleanliness and tidiness of the of-
fice. All areas were immaculate; drawers in 
operatories were neatly organized and the 
floors shiny and bright. Even the mechani-
cal and storage areas were standouts—no 
grease or grime around the suction and 

compressor and all the sundries and 
storage items were labelled and stacked 
neatly. The equipment was older, but well 

Here I would recommend initiating a to-do 
notebook or better still use the computer 
for reminder lists. Sticky notes posted all 

Ann Wright 
Ann Wright, MBA 
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who have become friends as well as colleagues.
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So keep fishing for that “trophy” to make your 
practice stand apart from the others. Even a 
state-of-the-art practice with all the latest tech-
nology will benefit from a personalized touch.

maintained. One person remarked that the 
superb maintenance of the office and its 
equipment helped reduce any emphasis 
on the age of the equipment.

The take-away from more than one po-
tential buyer was that this clearly was an 
office that demonstrated the owner’s sin-
cere commitment to staff. The office just 
seemed like the home of a happy family. 
The staff had clearly responded with 
attention to detail and obvious pride in the 
appearance of the practice. One observer 
stated, “This is just how I thought dentistry 
was supposed to be practised.”

If you are considering a practice transition, 
it is amazing what buyers can pick up 
from a short visit to the office. Certainly, 
top of our list of recommendations is to 
de-clutter and clean. On more than one 
occasion, I have watched someone run a 
finger over the top of the operatory light to 
check for dirt. They almost always look in 
the op drawers as well. Most buyers like 
to take a look at the practice schedule. 

over the front desk and on the computer 
monitor are a distraction and make a 
practice appear disorganized. 

So keep fishing for that “trophy” to make 
your practice stand apart from the others. 
Even a state-of-the-art practice with all 
the latest technology will benefit from a  
personalized touch.

BOTTOM LINE: A seasoned prac-
tice sales associate shares her insights 
in selling a health care practice from a 
unique perspective. 
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Time. My clients, dentists and other the health care vendors often ask me: “How long will it take to sell 
my practice?” The time it takes to go from the desire to sell to sold on average takes a minimum of six 
months to several years. The time depends on how well organized you are, and how ready emotionally 

you are as an owner and practitioner to exit this lifestyle.

The first and most important step is to 
have an appraisal done with an appraiser 
who is recognized by the major banks. 
This way, the purchaser can mitigate de-
lays when requesting financing approval. 
Before the start of the appraisal, find out 
from your appraiser what you can do to 
optimize the value of your practice. This 
could take a few weeks to a few months. 
It may even take two years if you’re con-
sidering taking advantage of your capital 
gains exemption so you can reduce your 
tax liability. On this last point, your best 
advisor is your accountant.

Some of my clients have had their 
appraisal done a few years ago but 
are not psychologically or emotionally 
ready to part from their business and/
or profession. This is a difficult decision 
for many and it is important to surround 
yourself during this time of reflection. 
Have a team who will support you at 
your pace, yet keep you abreast of 
your options. There are always inevita-
ble changes that happen around you 
and these may impact your decision. 
Indeed, new government regulations 
and tax initiatives can significantly help 
or hinder your situation. Health care 
regulatory measures and economic 
turns can have a sudden impact on 
your planned sale. Never underestimate 
the value of a good broker.

The Appraisal

The process of harnessing the reports 
and information for your appraisal can 
seem daunting. The end result though 
is worth it. The purchaser’s accountant 
and the bank will appreciate having this 
detailed information readily available 
because it allows them to study the op-
portunity with accuracy, confidence and 
shortened delays.

Make sure to give yourself plenty of time 
to get organized and guided by an expe-
rienced professional. The more prepared 
you are for sale, the easier it will be for 
purchasers and therefore the higher the 
chances of success for your transaction. 
Our company’s managers and represen-
tatives have collectively written extensively 
in many professional magazines over the 
years about being ‘organized’. Here are 
some highlights of key criteria that can 
have a significant impact on the sale:

• Time left on your lease before  
it expires

• Hygiene program
• Revenue and cash flow trend
• Contracts with partners,  

associates and employees
• Procedures completed in-house  

and referred out
• Patient profile
• Location

The Sale

The process of finding a purchaser, 
negotiating and closing is an altogether 
different experience from appraising your 
practice. For many health care profes-
sionals, this is their first time. 

The key is knowing how to tee up the 
parties properly at the beginning of the 
sales process.

Vendors appreciate knowing what is 
going to happen, what is happening, 
what just happened, their choices and 
the possible outcomes at each stage. 
Through frequent interaction, it allows 
them to understand and make educated 
decisions in real time as they navigate 
through the process. 

They also value frequent, reliable inter-
action with their broker and the buffer 
and shield a broker creates for them to 
carefully weigh and discuss their options 
before acting. By not shouldering the 
burden of negotiation with the purchas-
er on sometimes difficult decisions and 
terms that are critical for them, vendors 
experience greater control and less 
stress during the negotiation process.
It is also important to provide buyers with 
as much information as possible so they 
too can make educated decisions.
 
When both parties feel supported and 
informed, they tend to step forward with 
more confidence and assurance during 
the process of negotiations and are more 
likely to close.

Because no one can predict what will 
be discovered as the selling process 
unfolds, there are few transactions that 
happen with no surprises. An experi-
enced broker provides a hedge against 
these unpredictable events, and helps 
vendors plan and strategize so they 
optimize what they have control over at 
all times. 

BOTTOM LINE: This column 
explains the advantages of hiring a 
professional when you are contem-
plating or are, in fact, selling your 
health care practice. 

Pascale Guillon 
Pascale Guillon is a 
veteran sales representa-
tive for ROI Corporation, 
Brokerage with many 
years of experience.  
She can be reached  
at 514.923.9181 or  
pascale@roicorp.com.

The Value Of Hiring A Broker/Practice Sales Representative
BY PASCALE GUILLON

HEALTH CARE PRACTICE SALES   |  



18   PROFITABLE PRACTICE

La Valeur d'un Bon Courtier
PASCALE GUILLON

|  GESTION DE PRATIQUE

Au fil de ces dernières 
années, l’industrie den-
taire a connu une poussée 

d’activité dans le domaine de la 
vente et de l’achat de cabinets 
dentaires.

En conséquence, de nouveaux conseill-
ers et courtiers ont récemment fait leur 
apparition sur le marché. Les interve-
nants jouent un rôle important dans toute 
transaction car ils fournissent des services 
essentiels permettant de veiller à ce que 
le vendeur et l'acheteur soient solidement 
conseillés et bien représentés. En fait, je 
recommande toujours au vendeur et à 
l'acheteur d'obtenir des conseils auprès 
de leur comptable et avocat respectifs afin 
de procéder à une vérification diligente et 
juridique.

Un courtier joue un rôle complètement 
distinct et unique dans ce type de 
transaction. Il représente généralement le 
vendeur et trouve l'acheteur idéal parmi 
beaucoup de candidats. Le processus de 
recherche de cet acheteur nécessite une 
approche rigoureuse et opportune de la 
part du courtier, qui implique un recrute-
ment approfondi, des recherches ciblées, 
un suivi ponctuel et la fourniture d'infor-
mations clés, le tout géré dans la plus 
stricte confidentialité et avec discrétion.

Un bon courtier va acquérir une connais-
sance intime de la pratique, idéalement en 
ayant une compréhension approfondie du 
contenu de l’évaluation et en expliquant 
très clairement les objectifs et le style pro-
fessionnel du vendeur de manière à trans-
mettre les informations essentielles aux 
acheteurs. Pour les vendeurs possédant 
des biens immobiliers, un courtier devrait 
également disposer de l'accréditation lui 
permettant d'apporter à la transaction 
tous les services nécessaires à cette fin.

En règle générale, les acheteurs ne sont 
pas représentés par un courtier. En tant 
que tel, bien que je représente le ven-
deur, j’ai la responsabilité fiduciaire de 

fournir à l’acheteur des services justes et 
équitables, de sorte que les deux parties 
puissent mieux comprendre en quoi con-
siste ce type de transaction, quel type de 
cabinet est sous étude, quoi et pourquoi 
certains éléments doivent prévaloir et faire 
en sorte que la transaction se concrétise 
par des négociations justes. En effet, 
d’après mon expérience, c’est grâce à 
une éducation plus approfondie, à une 
meilleure compréhension et une bonne 
clarté que les vendeurs et les acheteurs 
se sentent plus maîtres de leurs décisions 
et confiants dans ce qu’ils font.

Il est sûr qu’une agence de courtage 
de longue date, ayant conseillé pendant 
des décennies à l’échelle nationale, 
apporte à toute transaction une équipe 
de talents plus arrondie et expérimentée. 
En raison des activités récentes sur le 
marché québécois, j’ai constaté que la 
richesse de notre expérience de plus de 
45 ans nous permet de savoir ce qui nous 

attend au Québec après avoir déjà vécu 
cette expérience dans d’autres régions 
du Canada. En effet, un cabinet situé au 
Québec ne signifie pas qu’il se ressem-
ble davantage à un autre situé dans la 
même province. Il est juste de dire qu’une 
pratique à Montréal n’est pas la même 
chose qu’une pratique à Chicoutimi. Il 
serait plus approprié de la comparer à une 
autre pratique opérant dans un marché 
similaire dont des honoraires d’hygiène et 
des salaires, le guide de tarifs, le loyer des 
locaux, l’économique sont plus compara-
bles parmi d’autres attributs clés.

Obtenez une bonne évaluation

En outre, le courtier choisira de travaill-
er à partir d'une évaluation réalisée par 
un évaluateur connu et dont la « valeur 
marchande » du cabinet est fondée sur 
l'offre et la demande actuelles du marché 
ainsi que sur le prix des ventes récentes 
de cabinets semblables sur le marché 
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libre. En effet, dans ce marché actif, nous 
constatons de plus en plus d’évaluations 
qui surestiment certains cabinets, incitant 
les vendeurs à s’attendre faussement 
à obtenir un prix de vente élevé. Les 
banques sont maintenant au courant 
de cette approche et ont commencé à 
refuser certains rapports d’évaluateurs 
pour cette raison même. Cela conduit 
à un résultat décevant pour le vendeur 
qui peut être contraint d'ajuster son prix 
à la baisse pour que l'acheteur puisse 
obtenir son financement. Nous recevons 
également parfois un appel d'une banque 
demandant notre avis professionnel, 
après avoir reçu l'évaluation d'un cabinet 
dentaire d'un évaluateur inconnu. Il 
incombe donc aux vendeurs de s’assurer 
de travailler avec un évaluateur reconnu, 
approuvé par les banques et réputé, qui 
reste fidèle à son obligation fiduciaire et à 
sa responsabilité de fournir une valeur im-
partiale et indépendante. Pour maximiser 
les effets d'objectivité et d'opinion juste 
sur la valeur marchande, il convient de re-
chercher un évaluateur qui a: 1. effectué 
un nombre d'évaluations suffisamment 
important pour atténuer toute divergence 
d'opinion et 2. a accès aux données des 
ventes récentes sur le « marché libre » de 
cabinets similaires.

L'état du marché dentaire

J'ai rencontré des professionnels qui 
opèrent à travers différents types de 
marchés et, bien entendu, qui conseillent 
aux acheteurs que, étant le partie faisant 
l'offre, ils peuvent nommer leurs prix et 
leurs conditions. Cela peut être vrai, mais 
cela dépend de l'état de l'offre et de la 
demande du marché individuel. À l’heure 
actuelle, dans le secteur dentaire, il s’agit 
d’un marché de vendeurs. Sachant cela, 
ces acheteurs, selon les recommandations 
de leurs intervenants, feraient certainement 
une offre basée sur des mauvais conseils 
qui les handicaperaient sans doute dans 
une situation concurrentielle.

Méfiez-vous du conseiller qui 
veut « tout faire »

Un client a récemment partagé avec 
moi son expérience avec un avocat qui 
tentait de vendre son cabinet. Pendant 
plusieurs semaines, l’un des employés 

de l’avocat avait été chargé d’assister 
aux visites avec les acheteurs potentiels. 
L'avocat à aucun moment du processus, 
n'avait visité le cabinet. Cela pose une 
question importante: quelles sont les 
connaissances et l’expérience en tant 
que courtier de cabinets dentaires que 
cette équipe peut apporter à cette étape 
cruciale du processus de vente? Com-
ment un acheteur peut-il alors pleinement 
saisir la valeur et l’avenir du cabinet sans 
obtenir des réponses complètes à leurs 
nombreuses questions, notamment en 

S'embourber

Parfois, lors des négociations et de la véri-
fication diligence, les échanges entre les 
parties peuvent s’enliser et rester bloqués 
au niveau des conseils et perdre de vue 
la raison pour laquelle ils participent à ce 
processus. C’est pourquoi il est égale-
ment important de ne pas perdre de vue 
le but final: conclure une transaction qui 
améliorera la vie de deux professionnels, 
l’un pour devenir propriétaire et l’autre 
pour prendre sa retraite.

Avec une faible préparation et des ressources 
inadéquates à la « phase de courtage », vous 
courez le risque de ternir le profil de votre 
cabinet et de vendre à la baisse.

tant que dentiste? Après quelques visites 
et aucune offre, mon client a choisi de ne 
plus continuer à travailler avec cet avocat. 
En tant que courtier de cabinets den-
taires, plusieurs éléments me tracassent: 
comment un professionnel peut-il tenter 
de vendre quelque chose qu'il n'a jamais 
vu ou à quelqu'un qu'il n'a peut-être pas 
rencontré ou servi directement ou en 
personne? Qui fournira les connaissanc-
es dentaires pour aider les acheteurs à 
répondre à leurs besoins, en particulier 
lorsque les questions difficiles se posent? 
Qu'en est-il de la représentation? Au 
stade de la négociation des conditions 
de l'offre, qui cet avocat représente-t-il, le 
vendeur ou l'acheteur?

Avec une faible préparation et des 
ressources inadéquates à la « phase 
de courtage », vous courez le risque 
de ternir le profil de votre cabinet et de 
vendre à la baisse.

Les avocats factureront leurs heures pour 
services rendus, que la transaction soit 
conclue ou non. Certains de mes clients 
ont été confrontés par de lourdes factures 
inattendues à la fin du processus et ont 
parfois été avisés de ne pas poursuivre 
la transaction mi-chemin. Il incombe au 
vendeur et à l’acheteur de s’assurer que 
leurs conseillers négocient pour eux en 
vue d’une vente et de garder en tête que 
la négociation est toujours un choix plus 
judicieux que de recommencer à zéro le 
processus et surtout les frais d’avocat. 

Une bonne approche de vente garantira 
que l’acheteur le plus approprié achète la 
pratique aux conditions les plus favor-
ables pour le vendeur et l’acheteur, et 
que les deux parties aient confiance en la 
transaction compte tenu de leur marché. 
Le moyen le plus efficace d'y parvenir 
est de faire appel à des professionnels 
habiles qui connaissent parfaitement leurs 
compétences respectives, qui ont fait 
leurs preuves depuis des décennies et qui 
apporteront leurs talents individuels au 
processus pour se compléter, de bonne 
foi et succinctement avec une appréciation 
de la valeur et du rôle que chacun joue.

EN RÉSUMÉ: Lorsqu’arrive le 
moment de vendre, armez-vous d’une 
équipe qui inclut un courtier et qui 
est chevronnée dans les domaines 
d’évaluation et de vente de cabi-
nets dentaires. L’alternative est trop 
risquée. 

Pascale Guillon 
Pascale Guillon est une 
courtière chevronnée 
chez ROI Corporation 
Québec qui, après des 
années d’expérience, 
connait l’importance d’être 
proprement représenté 
aujourd’hui dans une 

vente. On peut la joindre au 514.923.9181 ou à 
pascale@roicorp.com
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Calling All Tooth Heroes!
BY DR. WILLIAM AND LAURA SCHNEIDER WITH JAMES RUDDY

Adventures of Dent Strong 
brings exciting superheroes 
to the world of oral health.

hygiene and the importance of regular 
dental checkups.

Children Need To Be Inspired 
About Oral Health

Dr. William and Laura Schneider saw 
firsthand in their practice, the great need 
for children’s oral health education. To 
help stop the rampant cycle of decay, 
they realized that a new take on den-
tal education was required. For dental 
education to be effective with kids today, 
oral health lessons had to be approached 
in a fresh new way. They had to be fun, 
interactive, relatable and memorable so 
that children would gain the knowledge 
and the desire to prioritize their teeth. 

For more than a decade their team 
have focused on helping children learn 
all about their teeth. From their free live 

Can Oral Health Education 
Be Fun? 

You bet it can, and that is just what the 
Adventures of Dent Strong creators 
succeeded in doing. They imagined a 
“fun and zany, toothy world” filled with 
superheroes and villains. Amazing tooth 
hero, Dent Strong, along with his trusty 
ninja sidekick TB Bristle and the magical 
toothpaste princess Flurry Dentifrice pro-
tect Bridgeway’s kids. Watch out! Kraven 
Sweets and his minions, the Bacillus 
Brothers, are always making sneaky plans 
to get sugary sweets into children’s lunch-
boxes. The tooth hero team, along with 
Baby Tooth and his sister Primary, teach 
children all about healthy eating, oral 

Baby Tooth Visits The Dentist
Welcome to the magical little town of 
Bridgeway, in the Township of Tooth, on 
the shores of Lake Clearie. Get ready 
to join Baby Tooth on his visit to the 
dentist. As always, Bridgeway’s sugary 
troublemakers, Kraven Sweets and his 
minions, the Bacillus Brothers, are up 
to no good. Be a part of the adventure, 
meet tooth heroes and villains, and 
don’t forget to bring along your tooth-
brush, toothpaste and floss.

presentations, where they have taught 
over 20,000 children in schools through-
out Niagara, to the release of their Tooth 
Talk TV puppet movies in 2015, the 
team has taken oral health education 
to new and exciting levels for kids. In 
2017, the team released their first fully 
illustrated children’s book, Baby Tooth 
Visits The Dentist. That year, working 
proudly on a joint initiative with the 
Niagara Peninsula Dental Association 
(NPDA) for Oral Health Month, the Dent 
Strong team gave every Niagara school, 
library and dental office a copy of their 
book to share with Niagara’s children. 

Every child should experience this book.
Baby Tooth Visits The Dentist allows 
kids to explore and experience a dental 
office in a wonderfully entertaining and 
imaginative manner from the comfort 
of their own home. Baby Tooth gently 

|  DENT STRONG FOR THE DENTAL OFFICE
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guides children through a step-by-step, 
adventure-filled dental checkup. This 
clinically accurate book introduces chil-
dren to the sights, sounds and activities 
of a dental office. It addresses proximity 
issues, dental tools, bright lights and 
the movements of the dental chair. 
Children learn to open wide with Baby 
Tooth and practice staying very still 
while getting an x-ray. They learn about 
the importance of brushing and flossing, 
healthy eating and what causes cavities. 
Additional bonus content includes 
discussion questions, a special mes-
sage for children who are dealing with 
sore teeth, a fun fuzzy tooth test and 
a tooth hero guide for kids. This book 
gives children the understanding and 
confidence they need to become more 
cooperative patients; it is a gift, not only 
for children but for their parents and 
oral health professionals as well. Baby 
Tooth Visits The Dentist is a complete 
toolkit for children’s oral health!

Adventures Of Dent Strong Is 
Making A Difference 

Incredible and inspiring feedback from 
children, parents, grandparents and 
oral health professionals proves that 
Adventures of Dent Strong is making a 
difference. Children absolutely love the 
characters and thoroughly enjoy immers-
ing themselves in the toothy world of 
Dent Strong. Kids keep asking, “when 
can we get the next book?” 

At a Chapters book signing, a grade 2 
student jumped up and down with joy 
when he met the Dent Strong mascot. 
His mom told the team that her son had 
checked the book out from his school 
library at least fifteen times and was now 
interested in brushing his teeth. She 
laughed, as she explained that he was 
more excited to meet Dent Strong than 
Santa Claus in the mall. 

Are you looking to help children and 
families in your community? Baby Tooth 
Visits The Dentist is perfect for outreach 
programs such as donations to local 
schools, libraries, daycare facilities and 
for local children’s programs. This book is 
great for your waiting room, office lending 
library and as a gift for new families.

What’s Next For The Dent 
Strong Team?

The Dent Strong team is committed to 
providing dental professionals, educators 
and parents with interactive oral health 
tools to help them inspire and educate chil-
dren. New projects in development include 
e-books, oral health curriculum solutions 
for educators, dental office apps and video 
games, dental office decor, patient give-
aways, dental sundries and more. 

Together, with tooth heroes like you, the 
world of Dent Strong can help children 
everywhere. Join the team and make a 
difference!

Dr. William and  
Laura Schneider
Dr. William and Laura 
Schneider have been 
awarded by the Ontario 
Dental Association for 
their work in children’s 
oral health education. 
Their programs have 
been featured in CDA 
Essentials, Ontario Dentist 
and on CHCH Television. 
They, along with their son 
Lyle Schneider and artist 
Ron Berg, continue to 
create the ever expanding 
and exciting world of Dent 
Strong. 

BOTTOM LINE: Adventures of Dent 
Strong provides oral health profession-
als with the tools they need to make 
dental education fun, memorable and 
effective. 

Hardcover and softcover copies of 
“Baby Tooth Visits The Dentist” are 
available at amazon.ca. For infor-
mation on bulk purchases for your 
patients, community, organization or 
outreach programs contact the Dent 
Strong team at info@DentStrong.com.

Tooth Talk TV puppet movies are  
available free for your office. 

Bring the magic of Dent Strong to  
your practice, get started by visiting 
DentStrong.com. 
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Redefining Pet Insurance
Introducing the OVMA Pet Health Insurance Program
BY DOUG RAVEN

In 2017, OVMA was approached by Petline, Canada’s first pet insurance company, about the idea of 
collaborating on an OVMA branded pet insurance product. Petline saw an opportunity to bridge the 
gap and work together to develop an industry-leading program that would build trust with Ontario pet 

owners, give veterinarians confidence about talking about pet insurance with their clients, and have the 
backing of the OVMA.

pet owners receive a letter that clearly 
explains any exclusions in the policy. 
By informing the pet owner up-front, it 
avoids any frustration down the road. 

As a plus, OVMA offers veterinary offices 
access to our 24-hour emergency hotline. 
If pets need emergency treatment and 
policy holders are unsure of their pet’s 
coverage, veterinary staff can call the ho-
tline. Information about the condition and 
the suggested treatment can be reviewed 
by a registered veterinary technologist 
who will determine if the condition is cov-
ered and can approve treatment before 
the work is done. This hotline is exclusive 
to OVMA Pet Health Insurance. 

Not Your Average Claims  
Process

OVMA Pet Health Insurance features a 
unique claims process. All claims are 
reviewed by Petline Insurance Company. 
If the client or veterinarian is uncertain 
about the reviewed claim, an OVMA 
appointee and Petline appointee will work 
towards a mutually agreeable resolution.
 
OVMA understands the importance of 
ensuring that pet insurance claims are 
paid promptly. That’s why OVMA Pet 
Health Insurance offers the following 
industry-leading claims processing per-
formance standards:

The result? OVMA Pet Health Insurance 
was launched in 2018 at the OVMA Con-
ference. It isn’t just another pet insurance 
program. It’s specifically designed to 
address concerns from the veterinarian’s 
point of view and provide the maximum 
benefits for pets and their owners.

Pet Insurance Policies Are Un-
derwritten At Point Of Purchase

All OVMA pet health insurance policies 
are underwritten at the time they’re 
issued, even if the pet owner is signing 
up for a free, one-month trial. Pet records 
are requested and reviewed when the 
pet owner signs up. Based on the review, 

Your Pet
INSURANCE

|  PET INSURANCE
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• Claims less than $351 will be adju-
dicated and paid the same day if all 
required documentation is received  
by Petline. 

• Claims of $351 to $3,000 will be  
adjudicated within five business days.

• Claims over $3,000 (which require a 
more comprehensive review) will be 
adjudicated within 10 business days.

Addressing Inflation And The  
Rising Costs Of Veterinary Care 

Pet insurance companies use a variety of 
methods to offset inflation and the rising 
costs of veterinary care with the premiums 
charged to customers. For example, the 
policy may cover the cost of treatment, 
but not the cost of the examination that 
led to that treatment or the HST on the 
treatment. Another common practice is 
to apply the policy’s co-payment before 
the deductible, which essentially increas-
es the actual deductible. For example, a 
policy holder with a $300 annual de-
ductible and a 20 per cent co-payment 
will have to submit claims totaling more 
than $360 each year before receiving any 
money from the insurer. OVMA Pet Health 
Insurance is completely transparent. It 
covers 80 per cent of the cost of treat-
ment, including the examination and any 
applicable taxes. The deductible is calcu-
lated before any co-payment, so a $300 
deductible is really a $300 deductible.

From a claims perspective, premiums and 
deductibles will never increase because of 
claims with OVMA Pet Health Insurance. 
The only thing that could change is the 
pet owner’s co-payment percentage. The 
policy would initially pay 80 per cent of the 
value of the claim. That percentage could 
decrease for those with frequent claims. 
However, the co-pay rate never changes 
for routine health care, alternative thera-
py, medical devices, behavioral therapy, 
dental care and customer benefits, which 
include holiday cancellation, boarding 
and cattery fees, and lost pet advertising. 
Customer benefits are always covered 
100 per cent.

The claims review process determines 
whether to adjust the co-pay rate based 

to be easy and accessible for pet 
owners. It offers no-surprise, complete 
coverage, a 24/7 hotline you can call to 
confirm coverage details, quick claims 
processing (often the same day), and 
an independent review process for any 
disputed claims.

on the frequency and severity of a pet’s 
claims in comparison with the average of 
all policies. While a pet owner’s co-pay-
ment amount increases because of 
frequent or high claims, OVMA will have 
full oversight over the criteria used for the 
weighting categories and will work coop-

OVMA established the Farley Foundation in 2002 
to help pet owners who can't afford illness or 
accident-related veterinary care for their pets.

eratively with Petline to determine what 
triggers an adjustment in the co-pay 
level on a program-wide basis to ensure 
that any adjustments are done fairly. 
If a policyholder’s co-pay percentage 
increases, that policy will be reviewed 
every six months. If their claims history 
improves, their co-pay percentage will be 
reduced accordingly. Coverage can never 
go below 50 per cent. 

A Solution For The Busy  
Veterinary Practice

Submitting claims on behalf of clients can 
be a time-consuming effort in a busy prac-
tice. To reduce the administrative workload, 
veterinary practices can access Petline’s 
Practice Messenger system, which simpli-
fies claims submissions by integrating that 
process with the practice’s management 
software. Practice Messenger is available 
for free. 

OVMA Pet Health Insurance also offers 
practices the option to use Practice 
Messenger as a free, easy, paperless way 
to activate your customer's Healthy Start 
four-week trial.

Helping People And Healing Pets

OVMA established the Farley Foundation 
in 2002 to help pet owners who can’t af-
ford illness or accident-related veterinary 
care for their pets. To help the foundation 
assist even more pets and pet owners 
in need, a portion of the proceeds from 
each OVMA Pet Health Insurance policy 
supports the Farley Foundation. 

OVMA Pet Health Insurance is the only 
insurance designed and backed by  
Ontario’s veterinarians. It’s also designed  

Doug Raven
Doug Raven is chief  
executive officer of  
the OVMA. He can be  
reached at info@ovma.org  
or T: 1.800.670.1702.  
OVMA Pet Health Insurance 
is underwritten by Petline 
Insurance Company.

Image below: Doug Raven with his dog Teddy 

If you have questions or would 
like a member of the OVMA Pet 
Health Insurance Program team 
to review the program with your 
practice team, call 1.844.PHI.OVMA 
(1.844.744.6862). For more informa-
tion about how OVMA Pet Health 
Insurance can benefit your practice, 
visit ovmapetinsurance.com.

OVMA encourages members to review 
the program and consider recommending 
it to their clients. To learn more, go to 
ovmapetinsurance.com. 
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Dr. Gilady graduated from 
the Ontario Veterinary 
College in 2001; we spoke 

with him in Toronto.

Dr. Eran Gilady
Dr. Gilady is a locum veterinarian who specializes in 
medical and dental surgery. He can be contacted 
through the OVMA Locums Bank or via email at 
erangilady@hotmail.com.

Dr. Gilady, thank you for sharing your 
views on being a locum. Why did you 
choose this path?

I became a locum because I did not 
like being a small business owner and 
because I did not fit into the type of 
associate veterinary jobs available. My 
wife is a veterinarian who works full time; 
in addition, I have two small, school age 
children who make working evenings 
and weekends very difficult. I will say one 
thing—if I had a clinic manager like the 
one I am working with now at this clinic—I 
would become and remain a clinic owner. 
Good clinic managers are hard to find. 
They allow you to practise veterinary 
medicine, not spend valuable time dealing 
with management issues.

Were you ever a clinic owner?

After I graduated, I worked as an associ-
ate for three years. During that time, I had 
some professional disagreements with 
the veterinarians for whom I was working. 
Please don’t misunderstand…these were 
all excellent practitioners, but we saw 
things differently. For example, at the first 
clinic where I worked, the veterinarian 
believed that animal pain was protective, 
that it would keep animals from moving 
around after surgery. So he would not let 
me order or use the recently developed 
Metacam, even though I saw it as nec-
essary for the well-being of the animal. 
That was his prerogative as he was the 
clinic owner, but it was something I could 
not live with. The second veterinarian I 
worked for was much more open, but 
there was always a ‘but’. He said to me: 
"Fine, you can order the drugs you think 
you need, but if any of them are dis-
carded, you pay for the unused drugs." 
So I decided to work at the emergency 
clinic, a place I thought would provide 
the best possible care. But there too, I 

Dr. Eran Gilady: Small Animal Veterinary Locum
WITH KAREN HENDERSON

|  FEATURE INTERVIEW

still found deficiencies that were upset-
ting to me. For example, I believe that all 
animals that are on intravenous should 
have their electrolytes checked twice a 
day—period. I could not convince people 
to do this, because it would be an added 
expense. I also had disagreements again 

I would arrive at clinics to find that 
things I needed were not there. I do not 
think we can do this any more. I am 
now an established locum, so I usually 
end up in clinics where I have been 
before. I also find opportunities though 
word of mouth. 

Good clinic managers are hard to find. They allow 
you to practise veterinary medicine, not spend 
valuable time dealing with management issues.

about the use of Metacam, which can 
be very effective when used properly. In 
my opinion, it was not used enough. So 
I realized that if I wanted to be able to do 
things my way, I had to be a clinic own-
er—something I did not want because I 
wanted to practice veterinary medicine, 
not manage people. I ended up selling 
my practice to become a locum.

If one is a locum veterinarian, does 
that mean that the locum does not 
need to develop the same relation-
ship with pets and owners that their 
full-time veterinarian develops?

No, on the contrary, I know how import-
ant these relationships are. I also know 
my strengths, and am always so appre-
ciative when an owner trusts me with 
their animal. And as a locum, I can adapt 
more easily to new relationships because 
I can practise the way I like—the way that 
suits my personality and strengths.

How do you choose or find locum op-
portunities? Do you have any require-
ments of a clinic you are considering, 
such as the permission to order drugs 
you feel necessary if the clinic does 
not stock them?

Firstly, I am listed in the OVMA Locums 
Bank. The people who hire me accept 
my independence; I need to work in 
clinics whose practice methods and 
beliefs are similar to mine. Also, I used 
to carry a toolbox with the drugs and 
suture materials that I needed, because 

What have you learned over the 
years about the practice of veterinary 
medicine?

I became a veterinarian because I wanted 
to provide the best possible care for any 
animal that came under my charge. I also 
became a veterinarian because quite 
frankly, I enjoy animals more than I enjoy 
people; however, I have found that in the 
long run I am working more with clinic 
support staff/owners than the animals. I 
do bond with people over the love they 
have for their animals and their desire for 
excellent care, but owners cannot always 
provide the best care for financial and 
other reasons. At times I really did not 
know what to do—I felt helpless. It took 
me years to learn to accept this reality and 
not be judgmental about the owners who 
were unwilling or unable to do everything 
I felt needed to be done. But now I have 
come to the realization that I can do the 
best for both the animal and the client, 
regardless of the circumstances or my 
personal beliefs, because of the passion I 
have for veterinary medicine.

BOTTOM LINE: Dr. Gilady shares 
his insights into the role of a veterinary 
locum—a job that may appeal to those 
who love both veterinary medicine and 
their independence. 
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Top 10 Reasons Why Pets See A Veterinarian
COMPILED BY KAREN HENDERSON

Skin and stomach issues took the number one and two spot, respectively, as reasons why dog and cat 
owners take their pet to see a veterinarian. In its third annual report, Cost of Pet Health Care 2018, 
Healthy Paws Pet Insurance ranked the top 10 ailments that triggered a visit to a veterinary clinic 

based on almost 500,000 claims the company received over a one-year period.

Cats:

1) Stomach issues  
(29 per cent of all cat claims)

2) Urinary tract infections
3) Skin conditions
4) Cancer
5) Eye conditions
6) Ear infections
7) Pain
8) Growths
9) Foreign body obstruction

10) Allergies

BOTTOM LINE: This report indi-
cates that it isn't always the 'big' health 
issues that both veterinarians and pet 
owners face over the life of a pet! 

Source: www.healthypawspetinsurance.com/cost-of-pet-care

Karen Henderson
Karen Henderson is the 
managing associate editor 
of Profitable Practice.
She has a special interest 
in long-term health care. 
Karen writes and reports 
for the magazine regularly 
and can be reached at 

karen@profitable-practice.com.

Dogs:

1) Skin conditions  
(22 per cent of all dog claims)

2) Stomach issues
3) Ear infections
4) Eye conditions
5) Pain
6) Growths
7) Urinary tract infections
8) Allergies
9) Cruciate ligament tears  

and surgery
10) Cancer

NEWS AND VIEWS  |  

The following top accident and illness claims for dogs and cats are:
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Many Canadians experience the joys of having a pet. In fact, pets are often considered part of the 
family, with one survey suggesting that almost 20 per cent of dog owners celebrate their pet’s 
birthday!1 So it’s no surprise that Canadians want to make sure that their pets are well cared for 

after they are gone.

Pets Are Considered Personal 
Property Under Common Law, 
But Quebec Law Considers  
Animals To Be Sentient Beings!

Canadian common law considers pets 
to be personal property. Consequently, 
they do not have capacity to receive gifts 
made in Wills.

In Quebec, an Act to improve the legal
situation of animals (Bill 54) introduced 
Article 898.1 into the Civil Code of 
Quebec providing that animals are not 
“things” but are considered “sentient 
beings and have biological needs.” How-
ever, it appears that this does not give 
animals in Quebec legal personality per 
se such that they can be the recipients 
of gifts and, in fact, Article 898.1 C.c.Q. 
confirms that “…the provisions of this 

 Estate Planning For Pets
 BY THOMAS GROZINGER, LL.B, C.S., TEP

|  ESTATE PLANNING FOR PETS

Code concerning property nonetheless 
apply to animals.”

Testamentary Gift To A Trusted 
Family Member Or Friend

One planning technique is to gift your pet 
to a trusted individual along with money 
to care for your pet during your pet’s life. 
This is a simple solution provided that your 
beneficiary does not die before your pet 
or become insolvent or bankrupt (with the 
result that the gifted money might benefit 
creditors instead).

Pet Trusts?

Canadian jurisdictions  
(other than Quebec.)  
Because animals are considered 
personal property, a trust designed to 

benefit a pet would, at common law, be 
considered a “purpose” trust. Such a 
trust would not be considered chari-
table, and is therefore described as a 
“non-charitable purpose trust". 

A non-charitable purpose trust for the 
maintenance of a specific pet is one of the 
very limited categories of non-charitable 
purpose trusts considered valid at com-
mon law, even though such trusts may 
not have a beneficiary who can enforce 
the trust. But, while such trusts may be 
validly created, they are still subject to the 
rule that they cannot last longer than the 
relevant perpetuity period2.

Such trusts can generally only exist for 
a period of 21 years from their creation 
(except in those provinces that have 
abolished the rules against perpetuities, 

Note: A version of this article was originally published by RBC in the Estate & Trust Insights, November 2018 edition:  
rbcwealthmanagement.com/estateandtrust/_assets-custom/pdf/ET_Insights_November_2018.pdf
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 Source:
1 “It’s puppy love for dog owners”, Ottawa Metro, Feb. 16, 
2011, pg. 4 (results of a January 2011 poll).
2 This is sometimes referred to as a rule against perpetuit-
ies, although perhaps better described as the “rule against 
perpetual trusts”, “rule against inalienability” or “rule against 
indestructibility”: see e.g., P.W. Hogg, Ontario’s Perpetuities 
Law, Estates and Trusts Quarterly, vol.2, 1975, pp.19-44, 
at p21; and Adam Parachin, Charities and the Rule Against 
Perpetuities, at footnote #117 found online February 27, 
2018 at https://thephilanthropist.ca/original-pdfs/Philanthro-
pist-21-3-370.pdf
Because non-charitable purpose trusts might last indefinitely, 
they could contravene the “rule against perpetual trusts” or 
the “rule against inalienability.”
Alberta, British Columbia, and Ontario have specific legislation 
that construes certain non-charitable purpose trusts as 
powers to appoint the income or capital which can only exist 
for 21 years: Alberta: Perpetuities Act, R.S.A., 2000, c.P-5, 
ss.20(1), (2);  British Columbia: Perpetuity Act, RSBC 1996, 
c.358, s.24; Ontario: Perpetuities Act, R.S.O. 1990, c.P.9, 
ss.16(1),(2).  
3 In British Columbia, it is possible to select an 80-year 
perpetuity period for trusts; however, for non-charitable 
purpose trusts that create no enforceable equitable interest 
in a specific person, the British Columbia Perpetuity Act limits 
such trusts to 21 years (see note #2 above).
4 Jacques Beaulne updated by Christine Morin, Droit des 
successions (d'après l'oeuvre originale de Germain Brière), 
5e édition, 2016 (la collection Bleue, Série Précis) (Montreal: 
Wilson & Lafleur Ltée, 2016) at para.90, pp.36-37.

 5 Jacques Beaulne updated by André J. Barrette, Droits 
des Fiducies 3rd edition, 2015 (la collection Bleue) (Montréal: 
Wilson & Lafleur Ltée, 2015) at para.111 referencing footnote 
#376.
6 See Art.1273 C.c.Q. which states: “A private or social trust 
may be perpetual.”
7 For more information, see: http://www.ottawahumane.ca/
donate/a-legacy-for-the-animals/how-to-care-for-pets-in-
your-will/ 

namely, Manitoba, Nova Scotia and 
Saskatchewan, and those where the 
perpetuity period may be longer, e.g., 
60 years in Prince Edward Island)3. With 
cats, horses, turtles, and some other 
pets having the potential to live beyond 
21 years, a pet trust may not achieve 
your pet care objectives.

Since pets cannot enforce the terms of 
the trust, there is no guarantee that the 
trustee you appoint will carry out the 
trust’s terms. This risk may be mitigat-
ed with the appointment of a protector 
whose role is to supervise the trustee—
including an alternate trustee appointment 
to take effect in case your initial trustee 
dies is also prudent.

Not to be overlooked are tax consid-
erations for validly created pet trusts, 
including the requirement for trustees 
to generally file annual tax returns under 
Canadian income tax rules.

Quebec 
It appears that in Quebec “private trusts” 
could be used to benefit a specific 
pet4. Such trusts would be considered 
similar to the common law non-charitable 
purpose trusts for the maintenance of 
a specific pet described above5, except 
that Quebec law permits private trusts to 
be perpetual6.

Pet Foster Programs

Another option is to check with your 
local humane society as to whether it 
has a foster program. For example, the 
Ottawa Humane Society (OHS) offers the 

Ottawa Humane Society Pet Stewardship 
Program. This allows a pet owner to 
make a testamentary gift of the pet to 
the OHS. The OHS will take custody of 
the pet and searches for an appropriate 
caregiver with whom to place the pet 
having regard to the pet owner’s wish-
es. The OHS will then monitor the pet 
and arrangement and may take the pet 
back if there are issues with the care 
being provided7.

What If You Become Incapable?

Don’t forget to plan for your pet should 
you become incapacitated. Consider 
putting instructions in your enduring or 
continuing Power of Attorney for Property 
(Protection Mandate in Quebec), which 
survives your incapacity and enables your 
appointed attorney (mandatary in Quebec) 
to manage your assets and property, 
including care for your pet.

Another suggestion is to keep a card 
in your wallet that contains information 
about your pet and where it is located 
(e.g., your home address) so that first 
responders or medical staff can advise 
your attorney, family or friends that there 
is a pet that needs looking after!

Conclusion

There are many potential options to 
consider when it comes to planning for 
the care of pets in your estate plan. Since 
the law may differ between jurisdictions 
as to what is permissible (and how), it is 
important that you speak to your legal 
counsel and get his or her advice. 

RBC Estate & Trust Services refers to Royal Trust Corporation of Canada and The Royal Trust Company. This document has been 
prepared for use by Royal Bank of Canada, Royal Mutual Funds Inc., RBC Phillips, Hager & North Investment Counsel Inc., RBC 
Global Asset Management Inc., RBC Dominion Securities Inc.*, Royal Trust Corporation of Canada and The Royal Trust Company. 
Royal Mutual Funds Inc., RBC Phillips, Hager & North Investment Counsel Inc., RBC Global Asset Management Inc., RBC 
Dominion Securities Inc., Royal Trust Corporation of Canada, The Royal Trust Company (collectively, the “Companies”) and Royal 
Bank of Canada are separate corporate entities that are affiliated. RBC Phillips, Hager & North Investment Counsel Inc., RBC 
Global Asset Management Inc., RBC Dominion Securities Inc., Royal Trust Corporation of Canada and The Royal Trust Company 
are member companies of RBC Wealth Management, a business segment of Royal Bank of Canada. * Member–Canadian Investor 
Protection Fund.

The Companies and the Royal Bank of Canada do not endorse or recommend any information, content or services offered in any 
third party publication or on any third party website. This publication is not intended to provide specific financial, investment, tax, 
legal, accounting or other advice for you, and should not be relied upon in that regard. Readers should consult their own profes-
sional advisor when planning to implement a strategy to ensure that individual circumstances have been considered properly and 
it is based on the latest available information.

® / ™ Trademark(s) of Royal Bank of Canada. Used under licence. © Royal Trust Corporation of Canada and The Royal Trust 
Company 2019. All rights reserved. Printed in Canada.

Thomas Grozinger
Tom is a Principal Trust 
Specialist for RBC Estate & 
Trust Services’ Profes-
sional Practice Group, and 
provides legal analysis for 
a national team of trust 
professionals. He has a law 
degree from the University 

of Toronto, was called to the Ontario Bar in 1994, 
is a certified specialist in estates and trusts law by 
the Law Society of Ontario, and is a member of the 
Society of Trust and Estate Practitioners (STEP).  
He is a frequent contributor to internal and external 
publications, and a regular speaker at industry 
events on estate and trust topics.

BOTTOM LINE: Although the ma-
jority of Canadians consider their pets 
family members, and want to ensure 
the pets are looked after in the event of 
their death, very few have taken legal 
steps to ensure this happens. This 
article describes the options available 
to pet owners when deciding on the 
ongoing care of a pet. 
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Selling An Eye Care Practice
LANCE EDWARDS WITH JAMES RUDDY

Recently, Profitable Practice 
spoke with Lance Edwards, 
a veteran optician who has 

retired from the eye care profes-
sion (ECP) to become a health 
care practice sales representative. 
He suggested a number of quali-
ties that health care practitioners 
should look for in a broker/practice 
sales representative.

Briefly describe your background.

I have been an ECP for 39 years and 
during that time I started, operated and 
sold three professional offices.

How successful were you in selling 
your practices without the aid of a 
professional practice sales represen-
tative/broker?

I was fortunate to have employees 
purchase my first two practices. If I had 
known then what I know now, I would 
have hired a practice sales professional 
to at least do an appraisal of my office. I 
realized that by relying on my accountant 
to help value my office I left a fair amount 
of money on the table.

What impressed you about how your 
last practice was sold?

I was impressed with the confidentiality, 
professionalism and responsiveness of my 
sales associate. She helped me prepare 
my office and the paperwork that I needed 
to assemble. My sales associate (Jackie 
Joachim) dealt with all the details of the 
sale—including the legal questions and 
purchasers' questions. All the while I was 
free to continue my work.

What should a practice owner expect 
from practice sales professional?

The sales professional will create a 
practice profile and ad based on the 
information acquired from the business 
appraisal, a site visit and a one-on-one 

My final thoughts on the business side—
prepare for the future now. Get a profes-
sional appraisal to correctly value your 
business. Use a brokerage that special-
izes in your field to market and sell your 
business. Be patient with the sale and 
have a plan with goals in mind for after the 
sale of your business.

BOTTOM LINE: A long time opti-
cian relates his experience selling his 
third practice, and explains why he 
joined the brokerage company that 
sold his last practice. 

interview. He or she will become an ad-
vocate of the practice, help qualify pur-
chasers, assist the buyer, seller and their 
respective consulting professionals while 
always guiding the sales process along 
in a timely and confidential manner.
 
Why did you join the practice sales 
brokerage that sold your last practice?

There were many things that impressed 
me. The company is a national brokerage 
celebrating 45 years in business and has 
accumulated a wealth of experience. The 
office is humming with staff who include 
experts in tangible assets, lease arrange-
ments, financial document reviewers and 
marketing and sales specialists.

And as you know, the company par-
ticipates in conferences, publishes and 
distributes Profitable Practice magazine, 
a resource for business owners in the 
dental, veterinary and eye care fields.

Do you have any regrets to convey or 
final thoughts for our readers?

|  HEALTH CARE PRACTICE SALES

Lance Edwards
Lance Edwards is a 
registered optician with 
39 years' experience who 
works with eye care pro-
fessionals (ECPs) ready 
for their practices to be 
appraised, marketed and 
sold to the next caring 

owner. He believes that the hard work of all 
ECPs can be monetized by the services of a 
professional health care business broker. Lance 
Edwards can be reached at 705.457.6020 or 
by email lance@roicorp.com.
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Studying Colour Vision In A Dish
COMPILED BY KAREN HENDERSON

Researchers can now 
grow miniature versions 
of the human retina—the 

light-sensitive tissue at the back of 
the eye—right in a lab dish. While 
most “retina-in-a-dish” research is 
focused on finding cures for po-
tentially blinding diseases, these 
organoids are also providing new 
insights into colour vision.

Our ability to view the world in all of its 
rich and varied colours starts with the 
retina’s light-absorbing cone cells. In 
this image of a retinal organoid, you 
see cone cells (blue and green). Those 
labelled with blue produce a visual 
pigment that allows us to see the colour 
blue, while those labelled green make 
visual pigments that let us see green 
or red. The cells that are labeled with 
red show the highly sensitive rod cells, 
which aren’t involved in colour vision, 
but are very important for detecting 
motion and seeing at night.

Researchers recently discovered that 
in retinal organoids, just like in the 
developing human retina, the blue-
detecting cone cells are the first to 
appear. Next come the green or red-
detecting cone cells. The brain then 
processes these visual signals in a full 
spectrum of colour.

Previous work in animals had indicated 
that the retina’s development may 
depend on hormonal signals from an 
organ that we don’t usually associate 
with vision: the thyroid. How could 
that be? Researchers in the lab of 
Robert Johnston Jr. at Johns Hopkins 
University, Baltimore, turned to retinal 
organoids for a closer look.

The Hopkins team determined that retinal 
tissue actually degrades thyroid hormone 
early in development. That allows 
production of the blue-detecting cone 
cells. They went on to discover that, 

later in development, retinal tissue does 
exactly the opposite: it actually activates 
thyroid hormone to stimulate production 
of red or green-detecting cells.

When the researchers created retinal 
organoids that lacked receptors for 
thyroid hormone, those organoids 
produced only blue-detecting cone cells. 
In other words, these retinas-in-a-dish 
suffered from red-green colour blindness!

As is the case for many other types of 
organoids, creating a retina-in-a-dish is 
no simple task. After coaxing induced 
pluripotent stem (iPS) cells derived from 
mature human skin cells to differentiate 
into retinal organoids, each about the size 
of a pinhead, Eldred and her colleagues 
tend to them carefully to keep them alive 
and well. In fact, they report that they now 
have some retinal organoids that are 500 
days old.

The Hopkins researchers have found that 
their retinal organoids develop much as a 
retina would in a living human. While the 
cells aren’t packed quite as orderly as in 
the real thing, all of the cell types are there 
and they even show similar patterns of 
gene activity.

Most of our current understanding of 
vision comes from studies conducted in 
animals. However, mice and many other 
animals don’t view colours like we do, 
which has made it very difficult to answer 
some important questions about human 
colour vision. But the emergence of 
organoid technology is helping to provide 
a way around those limitations, and that’s 
a beautiful thing to see.

BOTTOM LINE: This articles 
describes how retinas grown in a lab 
dish reveal the origin of colour vision in 
humans. The research could lead to a 
cure for colour blindess and to treat-
ments for such diseases as macular 
degeneration. 

Source: NIH Director’s Blog nih.com

EYE CARE NEWS AND VIEWS  |  

Karen Henderson
Karen Henderson is the 
managing associate editor 
of Profitable Practice.
She has a special interest 
in long-term health care. 
Karen writes and reports 
for the magazine regularly 
and can be reached at 

karen@profitable-practice.com.
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Profitable Practice Veterinary Book,  
A Pioneer, A Celebrated Retirement And Voicemail

I am happy to present the 
following ECW book news 
release.

Pioneer, Entrepreneur And More

In the last year, dentists who purchased 
their father’s practice have contacted 
me. What I enjoy is hearing their 
memories of meeting with my father 
to orchestrate the transaction and to 
buy the practice. This first generation 
of dentists started after WW2 and 
pioneered a new dental delivery system. 
These dentists introduced high-speed 
drills, dental anesthetic and disposable 
needles to their patients. My father 
introduced many of these developments 
to Canadian dentists and had exclusive 
access to some of them. These were 
the entrepreneurs who ventured into 
communities where no dentist had been 
before. No proven track record. No 
established patient base. No strained 
staff. Landlords questioned if dentists 
could pay rents. Banks were cautious.
 
The next generation that I represent 
as they now come to their retirement 
planning express great respect and 
gratitude for the risks taken by their 
fathers. When we chat, I say the same 
of my dad. Forty-five years ago he 

|  PUBLISHER’S PAGES

Profitable Practice: Why a Veterinary 
Practice Is an Exceptional Investment 
is an essential guide to the often-
neglected business side of veterinary 
practices in Canada. Timothy A. Brown 
has been selling dental and veterinary 
practices for over 30 years, and with 
seasoned practice appraiser Jackie 
Joachim, offers advice on setting up a 
business, efficient office management, 
and selling a veterinary practice. Useful 
for new graduates and experienced 
veterinarians alike, Profitable Practice 
helps veterinarians have a successful 
career and then retire profitably and 
with dignity.
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Nand my mother started a business 

from scratch. In the home. I was 11. 
They took chances and faced many 
detractors and non-believers. My dad’s 
vision proved to be correct.
 

Today there are over 25,000 dentists 
in Canada and about 12,500 dental 
offices. With average fair market value 
of ~$1 million per practice that suggests 
$12.5 billion in total practice value.
 

Roy Brown with 
ROI Corporation, 
Brokerage 45 
years Anniversary 
Certificate 

The book will 
be available at 
amazon.com, 
amazon.ca and 
indigo.ca.
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Timothy A. Brown, Publisher
CEO ROI Corporation, Brokerage

Things To Remember
Subscription information can be 
found below. Profitable Practice 
encourages our readers to send 
us comments and suggestions;  
if you would like to write for us  
or have a story to tell, contact:  
editor@profitable-practice.com. 

For back issues of the magazine 
go to: profitable-practice.com/
magazine.

Media Kit
If you would like to be a sponsor 
author or take out an ad in Profitable 
Practice or have questions about 
doing so, contact Stephanie Roberts 
at stephanie@roicorp.com.

In 1974 values were about $1 per 
practice—well done Roy Brown.

Dr. Milan Somborac

As was briefly mentioned in this issue’s 
editorial pages, Dr. Milan Somborac is 
officially retiring from practising dentistry. 
This is not a retirement in the normal 
sense as my dear Milan is no ordinary 
person. Milan is one of those men to 
which many words apply—bon vivant, 
author, musician, investment guru, 
husband, father, entrepreneur to name but 
a few. He will continue to write columns 
for this magazine, administer to his 
Monday Morning Millionaire Program and 
be my friend and confidante. 

Milan will be honoured and roasted at 
the Bear Estate in Collingwood, Ontario 
on June 6th from 5:00 p.m. to 8:00 p.m.

The Telephone And Voicemail

I debated with someone recently about the 
telephone and that I have my phone on 
silent all the time—no ringing, no vibrating, 
no buzzing. Why?  Because I find it 
disruptive. It means I miss calls if I don’t 
see my phone light up for incoming calls.

What surprises me is recently people often 
choose not to leave a voicemail. This is 
puzzling—if it was important enough to 
call me, why not leave a voicemail?

Younger colleagues tell me voicemail 
is dead. That no one uses the phone 
anymore. They text each other and then 
and only then, agree to talk on the phone 
after more texting.

Is voicemail dead? I don’t think so.

A client of mine has difficulty completing 
his thoughts if he is interrupted while 
talking by others or me asking questions 
or making comments. I advised him to 
use voicemail to his advantage. Call my 
voicemail and when the machine asks you 
to leave a message, start talking. He will 
not be interrupted and can speak freely 
and confidentially at his tempo and pace. 
Similarly, I am using voice dictation for this 
article. I do not keyboard anymore.

The use of voice messaging through 
iPhone, voicemail through one-way explicit 
voice communication and voice dictation 
allows us to start talking and continue a 
thought process without interruption. I am 
not against speaking on the phone, one of 
the greatest business tools ever invented. 
In fact, I suggest that more of us pick 
up the phone and make an actual call. If 
somebody does not answer, it is okay to 
leave a voice message. And yes, quite 
often people will text afterwards to say I 
just left you a voice message.

My message: Please call me anytime and 
feel free to leave a voice message. 
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