Dear Friends:

My friend and fellow TDC Owner, Irwin Bayever, called me saying he purchased a marketing book by the 1-800 DENTIST founder and thought it would be of interest to me. Like Irwin, I purchased the book as a way to learn more about the marketing and operational aspects of dentists with the aim of becoming a more learned resource for you other TDC franchise owners. 
It didn’t take long to realize that this is a must read for all dentists. It is full of proven ways to boost their patient loyalty and word of mouth.  It includes secrets to building a strong (and happy) team that their patients will fall in love with and ultimately improve their profitability. About half-way through the book it occurred to me that it would make a wonderful gift for you to give to existing dental customers and prospects alike and would clearly set you apart from all other competitors.
As you all know our goal is to become a valued resource to our customers with respect to handpieces. It seems to me that if we can offer education and information that improves their practices it adds to the value proposition of working with us. 
So I reflected on what it would mean to me as a businessman/franchisor if someone stopped in my office in Dana Point and handed Myrna a book entitled Everything is Marketing: The Ultimate Strategy for Handpiece Franchise Growth and asked her to give it to me compliments of Pete The Printer. It would go something like this:  Myrna walks into my office and sets the book on my desk since I am on the phone as usual. Glancing at the book I quickly notice Pete’s business card and a brochure inside the front sleeve of the book.  Intrigued, I quickly open the front cover and find inside a summary of the highlights of the book and a brief introductory letter solving the puzzle of why Pete gave me the book. Then, later that night over a glass of red wine, I read the book summary that Pete prepared to save me the time of reading it. Before the wine glass was empty I learned several things I could do immediately to drive more franchise sales and improve my relationship with our franchisees. There is no doubt in my mind in this hypothetical story  that regardless of who does our printing for us,  I would have picked up the phone and called Pete to thank him for the thoughtful gift and allow him to schedule a time to meet with Nona and share with us the benefits of engaging his local print services. In other words, Pete got my attention in a powerful way and I was open to learn more about his services and what’s in it for me. 
My next step was to discuss the idea with several veteran TDC Owners of doing the same sort of thing fictitious Pete did for me and they all agreed that it made a lot of sense and were willing to test it out. So I went to work creating the Summary (CliffsNotes) of the book and the introductory letter to dentists (see attached).  You will see that the cover/introductory letter from you is in Word format so you can edit it as you see fit to make it more in keeping with your personality and you may want to change the offer. The text will also vary in the event the book is given to an existing customer or to a customer prospect.
The next step was to cut a quantity discount deal with the author, Fred Joyal. We are happy to report you can buy the books for $10 each which represents a 60% savings to you. If you are interested in giving the books to either existing customers to strengthen your relationship with them and/or to prospects you can order the books directly on-line by going to www.goaskfred.com/store, and use the code PARTNER10 to receive the discount.  The introduction letter attached once again is meant to go to customer prospects so if you are going to furnish them to certain customers it will require customization.
The suggested Roll Out plan is as follows: 
· Select 10 or more (100 is a better statistical sample size) customer prospects in your territory to give the book to. 
· Purchase the book and customize the introductory letter for each one by addressing it to the Doctor and inserting your name and contact info and picture (optional) and offer (coupons and handpiece maintenance clinics work big time but you may not agree.
· Then personally hand-deliver the book (with letter and CliffsNotes) to the receptionist of a prospect and ask that it be delivered to the Dentist compliments of you (or better yet personally deliver it to the Doc if you can).
· Be sure to drop your business card and brochure into the front sleeve of the book and place the CliffsNotes inside the front cover. .
· Then, prepare a spreadsheet with the prospects contact information and date of delivery and track the results. If you have not heard from the dentist within 7 days, call them and ask to speak with them. If you go to voice mail, leave a message that you are following up with the book that you left for them last week and wanted to make sure they received it. And if there is anything you can do for them to feel free to call you anytime. Leave your telephone number, repeating it slowly twice at the conclusion of the call.
· A few weeks later after giving it sometime call me and let me know your results of the marketing campaign.
Lastly, until we have more fully tested the marketing strategy it is impossible to predict your expected return on investment. But let’s put it this way, if you decide to conduct the test with 100 prospects your investment will be approximately $1000. How many new customers do you need to attract in order to break even? Just a few when you consider the typical customer does close to $1000 per year in gross revenue with you. Sounds like a worthwhile investment to me and hopefully to you too.
If there any questions or comments about this new marketing strategy please do not hesitate to contact me or Dave.
All the best,

Steve

P.S. If you decide to try it please let us know and equally important, share your results with us so that over time with enough participation we can develop some reliable hard data on what franchisees can expect (i.e. new customer conversion rates and ROI or comments from existing customers etc.). 

