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(P.S. The above topic will be published in a series of articles containing 

many parts – each part roughly 5,000 words) 

 

ABSTRACT 

It fathoms me sometimes how quickly we come to a conclusion about 

someone we don’t know. We watch a television show and in just a minute or 

so, we make an opinion about that person especially when it comes to liking 

or hating him/her. We judge so quickly sometimes and most of the time 

with so little information. Unfortunately, the same thing happens in 

dentistry. The dental profession has already been the most stressful of all 

the health professions and this is true for all stages of the dental career i.e., 

for established dentists, the middle road, the newbie young dentists and 

also, the dental students as well. We try to make it even more stressful by 

our hate emotions like envy and jealousy etc. Envy and jealousy are feelings 

that have been found in all cultures of the world in all historical periods, be 

it the Ramayana or the Mahabharata etc. Envy is a negative emotion which 

occurs when a person lacks another's possession or the egotistical ill-feeling 

caused by another's achievement or superior quality or welfare. Envy is 

found in all professions, yet more frequently among doctors, especially 
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among surgeons and dentists. It may be classified in surgical envy, 

hierarchical envy and patient-related envy. Professional envy in doctors 

makes socializing and inter-relating difficult, as the peers are always seen as 

competitors and socializing with them is a competition and not a collective 

effort directed to help the patient and to do good for the profession. The 

remedy for professional envy is self-discipline and devotion to the profession 

and to the patient, the pursuance of a higher life ideal and the awareness 

that the doctor/dentist practices a noble science for the benefit of the 

patient and not for anyone's personal interest.  

 

 

(Image Courtesy: Google) 

INTRODUCTION 

Dentistry is one profession where brickbats behind the back are pretty 

much common, be it any part of India and very rarely, towns or places are 

an exception. We slam those colleagues whom we deem as being more 

successful or having more than us on their plate on one pretext or the other. 

Maybe it is jealousy, envy or just plain ignorance, but we go into the attack 

mode when someone has what we don’t and try to find some “flaw” in that 

person. We may have some idiotic (which seem normal to us) or bogus 

reasons to justify our behavior, while trying to convince ourselves that we 
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don’t want the kind of success that person has (as if his selected mode of 

success path has been unsavoury). My take is that we shouldn’t feel 

threatened by a dentist in another practice if we offer empathetic, 

compassionate, latest and quality care to our patients in our clinic. We just 

have to worry more about making ourselves better, rest everything else 

would take care of itself. Unity is something that is definitely missing for 

sure in dentistry. Rivalries exist between dentists of same city and 

sometimes in the same area of one city; conflict goes on between some of the 

specialists and general dentists and even more bitterness is displayed by 

many practitioners towards organized dentistry. Perhaps, some of the most 

absurd hostilities relate to the barbs thrown at the ‘high charging’ practices. 

The fees of these practices only have to be a little higher than others for 

misinformation and lies to spew forth. If the energy spent ripping each other 

was spent learning to be better dentists, we would have a better profession 

in which to practice. Never, ever is our status raised when we try to lower 

that of others? Our integrity is compromised when we attack others. We 

must quit giving credence to the pertinent lies of dentistry viz. greed, envy, 

jealousy etc.  
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REVIEW  

Financial insecurity amongst dentists is a very common problem and as I 

see it; it has nothing to do with how many patients you have.  Even if the 

‘insecure’ dentist has a change of fortune and hits a pot of gold in a lottery 

scheme, it won’t relieve him of financial insecurity for more than a brief 

moment.  Following any temporary high that comes with a financial spike, 

comes a more severe low as you realize that you are counting on an entirely 

unreliable source for your feeling of security. I read a quote somewhere that 

‘Financial insecurity is a manifestation of a self-worth problem,  

not a net-worth problem’ and I find that pretty apt for dentists. In the prelude 

to this part of the series, posted in last issue, I had mentioned the difference 

between the needs and wants of a patient. Let us look at the other side of 

the grass now. We as dentists always want to treat the star patients via 

which we are also visible on Page 3 news like them and become a celebrity 

dentist. The ‘wants’ for that eternal ‘need’ always make us push more and 

more for the same.  We had discussed some part of Rule No. 12 and full 

Rule No. 13 in the last part of this series. The only point we have to 

remember in this journey is that we don’t have to push our colleagues right 

and left for survival or flourish. That is what the Rule No. 14 is all about. Let 

us delve deep into this now.  

 
14. Rule No. 14: Grow by leaps and bounds but without any 

consternation from peers in your area or your competition 

 

(Image Courtesy: Google) 
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Are all dental practices the same?  

I would say a strong NO………..  

But do your patients think the same way? 

I would reply with a YES to that by saying, most of them (patients) do 

so; because this is the assumption we may find ourselves fighting with 

when it comes to differentiating our practice from the competition. After 

all, what the patients might not know is that the level of service can 

vary significantly and as can the knowledge and experience of the 

treating clinician or dental practitioner. That is for most of us willing to 

jump in to price only tactics at that very opportunity. 

 

(Image Courtesy: Google) 

              Some dentists put in a lot of time and money into attending 

seminars and purchasing expensive equipment, so that they can offer 

the latest advances and technologies to their patients (as explained in 

Rule 11 in the Part 2 of this series) so then, it is our job to let current 

patients and prospective patients know what we have to offer; but in 

pursuit of what we call as excellence or one-upmanship, some of are 

treading the dangerous paths and trying to destroy each others’ 

practices (read – fellow colleagues or to be more specific, our 

neighbouring dentists). In almost every whatsapp group or discussion 
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forum on social media, there is a discussion of fellow dentist criticizing 

/ badmouthing the other in front of other colleagues or ridiculing his / 

her work or charges, albeit in sophisticated undertones. Unfortunately, 

in our profession unlike hotel management students, we do not 

undergo a grooming school and our work behaviour is based on what 

we learnt in the clinics, where we might have worked / observed as 

associates immediately after our graduation. All of a sudden from 

doctors we become businessman from the 1st day of our clinic opening. 

There are a few golden rules which should be followed even as a 

business man dentist or better call it an entrepreneur dentist to have a 

positively professional life: 

 

(Image Courtesy: Google) 

1. Be a person of integrity: Our word and reputation are the 

valuable commodities in an industry riddled with hype and lying 

wannabes. We need to be truthful, no matter; the consequences 

and we have to stand out as a person of integrity. This is one of the 
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topmost golden rules to have a positive professional life as a 

dentist. 

2. Be a courteous person: Courteousness is being friendly, 

respectful, polite and well-mannered with a gracious consideration 

towards others. It gives social interactions in the workplace to run 

smoothly, avoid conflicts and earn the respect. Respect is defined 

as the positive feeling of esteem or deference for a person or 

organization. It is to be built over time and can be lost even with 

one stupid or inconsiderate action. Continued courteous 

interactions are always needed to maintain or increase the original 

respect gained. 

3. Respect begets respect: We can have as many people in our 

corner or our side as possible when we are on the rise. So, we need 

to treat everyone we have employed right from the assistant to the 

associate dentist with respect, kindness and honesty. A doctor 

surely needs to be an ideal person; people would always expect and 

with whom everyone wants to work. We need to be fully aware that 

the ‘trained’ assistant, we have employed today may leave us for 

another dentist in search of greener pastures, making all our 

training given to him go total waste and the associate dentist, we 

have employed may also become a high-profile dentist in the 

society in the near future. 

4. Nobility of soul reflects character: An honorable action is the 

way of behaving that portrays “nobility of soul, magnanimity and a 

scorn of meanness” that is derived from virtuous conduct and 

personal integrity. It is the concept of “wholeness or completeness” 

of character accordance with certain values, beliefs and principles 

with consistency in action and outcome. 

5. A promise breaker is a shoemaker: People love to make 

commitments they usually don’t honor for a myriad of selfish 

reasons. We need to depend on people in life as much as they need 

to depend on us. Thus, keeping our word is of paramount 

importance unless the objective of our promise is illegal, immoral 
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or likely to harm someone other than our promise.  

15. Rule No. 15: Charge your worth or you slowly become worth of 

what you charge 

 

(Image Courtesy: Google) 

The price you charge for your clinical services is one of the most 

important technical decisions you will ever make in your practice. The 

first thing we have to remember is that we are not shopkeepers who sell 

products or in our case, dental materials. I have seen many fellow 

colleagues arguing with patients and vice versa too, about materials 

being expensive as the reason for the high cost of dental treatment and 

a few even going to the extent of explaining the patient about the break-

up of treatment charges making the materials appear inflationary and 

being responsible for 80% of the cost of the job or process, they 

finished. I would say that is a wrong approach to sell your self. Please 

remember, the bottom line is that we sell our skill via our services and 

not our dental materials which we use in our clinical practice. No 

matter what type of services you sell (technical or non-technical) 

depending upon urban or rural set up, the price you charge your 

patients will have a direct effect on the success of your clinical practice. 

The above mentioned technical (skilful) or non-technical (routine) in our 
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language means skilful services like implantology, surgeries viz. 

apicoectomy, impactions etc., rotary endodontics or routine services 

like a restoration (filling), normal extractions, prophylaxis (scaling and 

polishing). I don’t want to demean any of the above mentioned services 

by categorizing them into technical or non-technical, it is just a simple 

classification to distinguish the more tedious and the less tedious ones. 

Apologies if any one felt hurt by the same.   

For pricing and charging in clinic, it is sometimes really easy to get 

caught up in the internal perceptions of the market. We have to look for 

external market influences and how they might affect your practice and 

the competition. Consider the political, economic, social and technical 

issues surrounding your patients including regulatory requirements.  

Are political conditions and economic factors like inflation a major 

concern to your patients?  

All of the above usually sums up to one line –  

Charge your worth or you slowly become worthy of what you 

charge. 

 

(Image Courtesy: Google) 

The first question that pops up is how do we increase our self-worth so 

that we can charge more for our services?  

This is a question asked by a lot of my lecture/workshop participants 

that I conduct all over India. This is something that affects everyone 

and what you get paid plays far too much of a role in our modern day 
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society. 

How do we elevate our sense of worthiness that we feel like we can 

charge more so as to feel justified and have a sense of certainty in what 

we are charging?  

This is just to make sure that what we are offering is worth what we are 

charging or does it need more, either way? 

If we want to be remunerated for what we are worth, we do need to have 

a level of certainty and confidence in what we are offering and there are 

quite a few components in there, viz.:  

 
1. The need to have a sense of self-belief in ourselves.  

2. The need to have a degree of confidence in what we are offering.  

3. The need to have a level of competency to back that up.  

 
Fundamentally, our sense of worthiness is just a concept that is made 

up and in some industries, it is also called an imposter syndrome with 

a feeling that like an imposter, we are getting paid or valued well and 

truly above, what our genuine competency is. We all know inside what 

the truth is – well, at least most of the times and it oscillates between 

the feeling like we are out of our depth and that we are definitely getting 

overpaid versus we are being underpaid and are being undervalued. 

There is always going to be an incongruence there because we know 

intellectually that we have the skills, competency, knowledge and 

experience and sometimes, those are well beyond what we are actually 

being paid, but for some reason or the other, we lack a sense of 

certainty or confidence to actually demand that we get paid our worth 

and want to ask for a pay raise (from superior) or enhanced charges 

from our patients, we make this raised ‘call’ slowly and in a slurred 

speech for our services. Even though we know that we are worth more, 

there is still some sort of a tickle in our throat, a bit of pause and a wee 

bit of hesitancy to really stand by our value. So, we have to constantly 

remind ourselves of the value of what we can offer in the market place 

and this is one of the most important things that determine how much 
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we get paid, eventually. The other variables contributing to this include 

whether we are aware of our worth, whether we appreciate our own 

value and decide what we actually end up getting paid or we earn.  

 We need to be quite aware of the impact that we are making on 

someone’s life.  

 We need to be aware of what is the benefit that we are providing our 

patients with? 

Just think of the colleague/s doing a Zirconia or a Metal free Crown in 

7000 or 8000 INR.  

What do you think the patient is going to do? 

Of course, apart from flaunting it in his/her social circles, the value of 

the same will be told as 18000 or 20000 INR and not what the 

colleague/s charged actually. 

So, as I said, we have to look at the benefits that we provide to an 

individual with our services. Remember, we are helping so many to tap 

into and access the infinite part of themselves by transforming their 

lives via their smile and function (chewing) which is the most 

magnificent, creative, empowered, beautiful, inspiring part of them so 

that they can live their best life ever.  

 

(Image Courtesy: Google) 

How do we put a price on that?  

Although, it is very difficult to put a price on liberating someone from 

the indiscernible handcuffs in their mind and the invisible hand rags 
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that they have got in their life preventing them from living the most 

expansive, inspired life ever.  

 

How do we put a price and then equip someone with the tools and 

knowledge to be able to go out and live a magnificent life?  

We just can't put a price on it.  

 

When I say we can't put a price on it, it just simply means it is 

priceless, special and magnificent.  

 

The patients might be trapped in a smile or functional disability that 

they feel like they can't get out of. Remember, we have the ability to 

impact someone’s life profoundly and on that level, it is priceless, for 

example, imagine a farmer whose job is to grow crops, made into edible 

food (via wheat or rice), which sustains people's lives and keeps them 

alive. If we look at the price of a bag of wheat/rice, it might be a few 

hundred rupees. Well, that bag of wheat is worth a lot more than those 

few hundred rupees because it sustains someone's life and can feed a 

family. Thus, the market value that we place on something and the 

rupee value that we charge for it is always going to be less than the 

value that it actually deserves.  

 

Why? 

 

Because, there is market equilibrium process in motion and a series of 

market forces that go together to determine what people eventually end 

up paying and a large percentage of that is to do with just their 

perception of the cost of how much they value it, but the point here is 

that if you truly and deeply reflect on the impact that you make on a 

patient's life and if you can actually track that, look at the trajectory, 

look at the effect and the benefits, it is almost immeasurable.  
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(Image Courtesy: Google) 

The ‘charges’ or the ‘worth’ issue is quite intriguing as some friends and 

colleagues deliberately lower their charges in an endeavour of one-

upmanship. I will give you a few reasons for NOT doing so: 

1. Protect your brand: Your brand is more than a logo and this is 

how your ideal patient feels about you. You are an integral part of 

your brand thanks to the enthusiasm, personal flair and individual 

attention you present to each of your patients. From your identity 

to your consistency, your niche, your reputation and your gush-

worthiness, having a positive brand goes a long way to charge what 

you are worth. 

2. Understand Your Numbers: There can always be a debate about 

the charges for your services (higher or lower), but that doesn’t 

hold any value, if you want to charge what you are worth. Copying 

your competitors is not the right answer. Start by understanding 

the cost of each treatment option you have – this includes any 

overheads including your electricity, rent, assistants’ and 

associate/s’ salary etc. and then you mark up your costs based on 

the laws of proportion and aggregation. Once you understand these 

laws along with your figures & numbers, you will have your bare 
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minimum cost. From there, you can look at setting your charges 

depending upon the net profit you want to earn. Before you decide 

upon anything, always remember, Medicine / Dentistry is a prized 

science. You have slogged a lot getting through your entrance 

exam, burnt a lot of midnight oil in dental college and even 

struggled, thereafter, as you hopped on from one job to another 

before opening up your practice which is also an expensive 

proposition since it is more like a business where you wait for the 

patients after doing a lot of investment. If all the above has been as 

easy as falling off a log, you are free to lower your charges and do a 

nice charity. Nothing wrong in it, unless you have an ancestral 

income flowing which will take care of your routine monthly 

expenses in this ever demanding and inflationary world.  The key is 

to do a nice job while earning a decent bread and butter at the end 

of the day which will keep the river flowing. Don’t ever send a 

wrong message by offering freebies like your nearby Kiryana store. 

You are a doctor / dentist, so better behave like one. Choose the 

right ways to attract patients who love what you do, never attract 

the wrong price sensitive buyers (read patients) with discounts 

only. 

 

(Image Courtesy: Google) 
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3. Make Marketing Decisions that thrill: To charge what you are 

worth, you must have offerings that are not easy to imitate. 

Marketing starts with products and services that your patients 

can’t easily get elsewhere. Your patients should go gaga over you if 

you want them to pay more for your services. To do that, you need 

to have offerings that are extra special, customized, unmatched, 

interesting or even shocking. They need to be special enough to 

make someone want to talk about them and not just because of the 

price. Rather than searching for ways to raise prices, slash your 

costs or become faster, instead find the empty space for your ideal 

patient where you can add a thrill for them. The more customized 

your offerings are, the more difficult it will be for anyone to copy 

you and your perceived value will continue to rise. I have always 

believed myself that you can’t control the output i.e. the number of 

patients and the income from those patients, but what you can 

definitely control is the input i.e. the costs. There are two ways to 

earn either externally market yourself too high, reap rich dividends, 

pay the costs and what you are left with is the profit (which may be 

occasionally very high) or the other way, where you internally 

market yourself, control the costs and though with limited income, 

you can still end up with a higher profit. The former is a double 

edged sword where you spend too high with a risk of all investment 

being wasted sometimes albeit also with a chance of yielding very 

high profits, whilst the latter poses a lesser risk of your investment 

going down the drain while still earning a reasonable profit. The 

choice is yours, whichever way you choose. I also believe that 

drawing a line of satisfaction over your earned income sometimes 

gives you a sound sleep in the night rather than spending the night 

dreaming and aiming at certain targets, well beyond your reach. I 

am in no way telling you to stop dreaming or stop chasing them 

either. What I mean by the same is that ultimately, it is the peace 

of mind that matters at the end of the day.  

http://www.wjasr.in/


Dr. Bhavdeep Singh Ahuja: Managing Clinic for Dentists – Part IV 

 

www.wjasr.in          World J Adv Sci Res Vol. 3 Issue 4 July – August 2020 Page 29 
 

4. Promoting Differently: Promotion is what you do to tell people 

about your offerings and it goes beyond paid advertising. For the 

most part, dentists should steer clear of traditional advertising and 

focus not on reaching the masses, but instead reaching the right 

people (or the target group) who may be drawn to what you do. 

Ideas for promotion include giving a presentation or educational 

session that highlights your expert status, working with charities 

or organizations like Red Cross, Lions, Rotary etc. to help elevate 

their cause while attracting new patients to your practice and 

developing a promotional piece that makes your ideal patient gush 

about you to their friends. Remember do the above (read: camps 

etc.) as a part of your CSR (Corporate Social Responsibility) and 

not as a turnover or conversion rate vis-à-vis your clinic OPD. 

5. Sell Better: Dentistry isn’t about schmoozing, high pressure or 

manipulation. If that is what you are doing, this may be where you 

are going wrong. In dentistry, there is high engagement between 

you and your patients. You need to build a rapport, get to know 

your patients and spend time educating them. Your first thought 

should be ‘What problem do they have?’ ‘How can I help them?’ The 

process should be relationship based and the service and 

experience should continue after the transaction as well. Instead of 

just giving them a smooth talk, you should search for solutions 

that will absolutely, positively satisfy their needs and bring them 

joy. 

Charging your Worth 

Now the most trivial question that props up is how to charge what you 

are worth. Setting a price that is too high or too low will at best limit 

your own expansion and growth plans. At worst, it could cause serious 

problems for your sales and cash flow. If the price for your services 

doesn't cover all your costs, your cash collection will be cumulatively 

negative, you will exhaust your financial resources and your clinical 

practice will ultimately fail. Established clinics can improve their 
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profitability through regular pricing reviews. Though pricing strategies 

can be very complex sometimes, the basic rules of pricing are pretty 

much straightforward: 

1. All pricing of your clinical services should at least (minimum) cover 

all costs and profits. 

2. The most effective way to lower your prices is to lower your costs 

because you can’t control the output, but you can definitely control 

the input. 

3. You have to keep reviewing the prices frequently to assure that 

they reflect the dynamics of cost and fulfill the primary aim of any 

business; to see a flourish in achieving the profit objectives. 

4. Prices must be established to ensure proper sales and productivity. 

 

(Image Courtesy: Google) 

If you are starting a new set up of clinical practice, carefully consider 

your pricing strategy before you start and don’t just stoop to the worldly 

pressures of keeping prices ultra-low to kill competition. I am not sure 
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about the competition, but you can surely kill yourself with such a 

timid approach. Before setting the pricing in your clinic, you have to 

know the costs of running your clinical practice. To determine how 

much it costs to run your clinic, kindly do include rental, any property 

or equipment lease, cost of EMI or loan repayment, cost of inventory, 

cost of materials, any financing costs from parents or any other, 

salaries and wages etc. Never forget to add the costs of markdowns 

(discounts), shortages, damaged, expired or wasted materials, cost of 

small utilities and your desired profits (of course, decent ones) to your 

list of operating expenses. When setting your prices, you must make 

sure that the price and sales levels you set, will allow your clinic to be 

profitable from day one. You must also take note of where your services 

stand when compared with your competitors (not necessarily comparing 

with an established one). The single most important RULE is to 

ALWAYS add profit in your calculation of costs. Treat profit as a fixed 

cost, like a loan payment EMI or salary/wages, since none of us is in 

the clinical practice to just break-even in the final financial analysis. 

One thing you need to remember is that, we don’t have to recover our 

COSTS, but recover our VALUE (skill and worth) as well. 

I sincerely hope that the above write-up throws some light on how to grow 

without worrying about the competition and also a brief update on how to 

charge or price your services in your set-up. I shall be continuing Point No. 

15 and covering more on pricing and charging in our clinics in the next 

issue. If you all have found some tips really useful, please do write back and 

share with me; your experiences in the form of your feedback at my email 

address: drbhavdeep@gmail.com or Call/SMS/Whatsapp at 98761-93039.  

 

Prelude to the Next Part of the Series 

Every clinical practice needs to cover its costs in order to make a reasonable 

profit. Working out your costs accurately is an essential part of working out 

your pricing. To price your services, you need to get familiar with the pricing 

structures, especially the difference between margin and markup (discount). 
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When you set a price, it must be higher than the variable cost of providing 

your services. Each sale will then make a contribution towards covering 

your fixed costs and making profits. No knowledge of such aspects and 

constant doubts might prompt us to lower our charges and ask for less from 

our patients, but if you have a good sense of market norms and you are not 

requesting something outlandish or exorbitant, then that is a mistake. I am 

reminded of an equation / formula courtesy Ms. Vanessa Ugatti (Author of 

True Worth). 

UV + CV + CD = CWTM  

(Understanding your value, plus communicating that value plus comfortable 

discussing fees equals charging for what you are worth really).  

We have to decide on the same truly by reflecting on this topic and keep our 

charges for every procedure in sync with this. Keeping them too low won’t 

surely kill our competitor, but will surely make us lose a big chunk of 

revenue for growth and clinical expansion in future. Also, we will attract the 

wrong clients which can end up knocking our confidence and leave us 

feeling undervalued; especially the people who want the moon on a stick. 

The confidence goes down as we struggle more and more and there are very 

good chances of a burn out as well. When we charge too little, we will need 

to work more hours to get the income that we need. It is actually a fairly 

easy fix but the mindset needs time to change with a little bit of time and 

effort.  

 

How can we go about this task? 

How can we really charge what our worth is? 

Price is often a perceived proxy for quality.  

If your skills and capabilities can justify it, ask for what you deserve.  

In the end, you may well get it along with more respect. 

Is price the only reason, our patients chose us? 
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How and Why? 

 

We shall find out more on this in the next issue of the Journal 

I will continue the Rule No. 15 and divulge on various ways and means to 

price your services and decide your charges along with taking up of other 

aspects of pricing and charges, building up a pricing strategy, different 

pricing tactics and various ways and means to price your services so that it 

is a win-win situation for all.  

Don’t afford to miss this one…….!!!! 

(To be Continued) 

 

 

(Image Courtesy: Google) 
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Dear Readers: Important Announcement 

 

The above article by Dr. Bhavdeep S. Ahuja will be published in many 

parts. 

 

The above is Part 4 in WJASR Vol. 3 Issue 4 July–August 2020. 

 

Check out WJASR Vol. 3 Issue 5 September–October 2020 for the 5th 

part of the above article. 
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