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Appreiating value

Michael Sultan asks how much a good dentist is really worth.
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entistry has changed an

awful lot in the last few

years, and not least in the
way we market our services to the

general public. Most dental practices
now have their own website, and
many will also have social media
pages where team members can
interact with patients in ways like
never before. But while the internet
has clearly had many positive
repercussions in the way we market
our practices, it has also had a
number of important consequences
as well. This includes a shift in

with online retailers all trying to

‘out do” each other to offer the most
choice and the best value possible.
The success of Amazon and the slow
demise of the high street bookstore
is but one example of how online
retailers are fast becoming the go-

to place for the best offers and the
cheapest products.

But it doesn’t just stop with online
stores. The internet is now the place
the way the public perceive our to find the lowest prices for just
profession, and the value the public ~ about anything at all. Even insurance
place in the services we have to offer. is a massive area of competition
on the internet now, and | am sure
colleagues will be familiar with the
advertising campaigns that have
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Commoditisation culture
Anyone who is anyone these days

will know that the internet is teeming  been run by the likes of Compare the

Reference 1: GSK Data on File, MMR Research, 2013.

Product Information: Corsodyl Mint Mouthwash, Corsodyl 0.2% Mouthwash (alcohol free)
Presentation: Colourless solution containing 0.2% chlorhexidine digluconate. Indications: Plaque
inhibition; gingivitis; maintenance of oral hygiene; post periodontal surgery or treatment; aphthous
ulceration; oral candida. Dosage & Administration: Adults and children 12 years and over: 10 m|
rinse for 1 minute twice daily or pre-surgery. Soak dentures for 15 minutes twice daily. Treatment
length: gingivitis 1 month; ulcers, oral candida 48 hours after clinical resolution. Children under
12 on healthcare professional advice only. Contraindications: Hypersensitivity to chlorhexidine or
excipients. Precautions: Keep out of eyes and ears, do not swallow, separate use from conventional
dentifrices (e.g. rinse mouth between applications). In case of soreness, swelling or irritation of
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the mouth cease use of the product. Side effects: Superficial discolouration of tongue, teeth and
tooth-coloured restorations, usually reversible; transient taste disturbances and burning sensation
of tongue on initial use; oral desquamation; parotid swelling; irritative skin reactions; extremely
rare, generalised allergic reactions, hypersensitivity and anaphylaxis. Overdose: Mint Mouthwash.
Due to the alcohol content (7%) ingestion of large amounts by children requires medical attention,
Legal category: GSL. Product Licence Numbers and RSP excl. VAT: Mint Mouthwash: PL 000790312,
300 ml £4.17, 600 ml £8.17. Alcohol free Mouthwash: PL 00079/0608, 300 ml £4.26. Licence Holder:
GlaxoSmithKline Consumer Healthcare, Brentford, TW8 9GS, UK. Date of preparation: July 2011.

CORSODYL is a registered trade mark of the GlaxoSmithKline group of companies.
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Market, Go Compare and Confused.

While of course there is nothing wrong with people
trying to save money where they can, the problem
arises when you consider the impact that this price-
driven buying culture is having on dentistry. Quite
simply our profession, and the services that we offer are
becoming commaoditised, and our patients are being
encouraged to mistake price with value and quality.

Value

If any proof was needed of the ‘commoditisation’ of
dentistry, | recently stumbled upon a newly launched
website: CompareMySmile.com. As you may expect,
the site allows members of the public to compare

price estimates for dental treatment in locations across
the UK. So, Joe Public can log on, type ‘veneers in
London’ and they will then receive a list of quotes from
registered practices in the area.

To most dentists, the problems with this type of
website would seem clear. On one level, it pampers
to the misconception that good dentistry is just a
numbers game. If | can do a root canal treatment for
£X and you can do a root canal for £200 less, then
clearly the patient will opt to have the treatment with
you and not me. After all, your treatment is cheaper,
so if the product is identical then one is better value.
The worrying thing here is that many patients really
do believe this to be the case. They don’t appreciate
the value to be found in good dental treatment; nor do
they understand the simple fact that not all dentists are
the same, and not all dentists can provide the same
standard of care.

As you would expect, the comparison site makes
no attempt to dispel this myth. However it does go
to great lengths to assure patients that the treatment
they will receive will be of the highest quality. On
the ‘our dentists’ page it clearly states that all its
members must meet ‘strict criteria to ensure that only
the UK’s most reputable practices become part of the
CompareMySmile.com family’. These criteria require
that dentists:

1) Are registered with the General Dental Council,

2) Have completed one year’s accredited private or
hospital based training, and

3) Have completed at least 75 hours of verifiable CPD
in the last five years.

I think these strict criteria speak for themselves.

As a profession, clearly we still have an awful lot
more work to do. While comparison websites and the
likes of GroupOn encourage patients to look at our
work in purely financial terms, our efforts should be
directed to showing patients what real value in dentistry
is — that teeth are just too valuable to be treated as
something that can be bought and sold. Good dentistry
is and always will be about forming strong professional
relationships with our patients, understanding their
needs and providing the very best standard of care
possible. We are, at our heart, a caring profession, and
if we let price become the determining factor in what
we do, then that relationship will slowly start to fade.
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23 minutes.
The standard cycle time
of the new
Optima autoclave.

5 minutes.
The cycle time of a
typical vacuum
autoclave.

Opt| MA. the fastest

vacuum autoclave on the
market.

That's a big incr
of instruments you can s

and a big

and year that adds up
time saving and increase in

productivity.

Reduce all your cycle times with Prestige
Medical’s decontamination solutions.
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UltraClean 3 Optimax Optima

i For Decontamination advice and
Optlma solutions call Prestige Medical today and
Autoclave ask for more details.

Tel. 01254 844 103
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Integrated decontamination solutions
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