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Get them through  
the door!

Build the relationship.

Empathize/Show Enthusiasm. 

Avoid Diagnosing Over the 
Phone.

Resist the urge to put money 
and insurance ahead of the 
relationship .

ASK for the appointment!

5 Ways to Ensure New Patients Schedule

1
2
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‘Smile’ when you answer the phone 

Believe it or not, they can ‘hear’ you smile.  

Your attitude when you answer the phone sets the 
tone.  Place a mirror near the phone at the front desk 
as a reminder.  

Get their name immediately and 
use it several times throughout the 
conversation 

Before answering any questions at all, introduce 
yourself and connect by name.  

Hearing our name is music to our ears! You simply 
cannot connect with someone until you can call 
them by name. You may even ask for a quick call 
back number in the event you lose the call, but more 
importantly it will make follow up easy in the event 
the patient does not schedule  

1 Build the relationship
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Don’t put new patients on hold.   
   
Nothing puts a dent in the relationship and first 
impression more than patients being placed on hold.  
Be aware of your upcoming new patient availability 
so that you can quickly find a spot for them.  

EVERYONE on the team ought to be 
able to schedule a new patient  

See above -  ‘dont’ put new patients on hold’   

Cross training is essential.  
Place a notecard with bullet points near every phone 
and computer as a reminder of what information 
should be gathered.  By having a set time for new 
patients each day, you not only maintain control over 
an effective schedule, but everyone knows where to 
schedule a new patient.  

Build the relationship continued:
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Encourage them to visit your website/
social media.   

   
to get more connected prior to their visit.  

Be sure to have patient testimonials on your home 
page - this further cements the relationship and builds 
trust.  

Be certain that your potential patient 
receives something from you between 
the call and visit  

a welcome letter, testimonials, etc., can be sent via 
snail mail, or email if time is short.

What if your doctor called them the 
night before

to touch base letting the patient know they are 
looking forward to meeting them?  

This can make an amazing impression and may be the 
difference between the patient showing up or not.  

Build the relationship continued:
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Show empathy in pain/emergency 
situations.

‘I’m so sorry you’re having to deal with this.  
Dr. Brady is fantastic and I’ll know he’ll be 
able to make your comfortable’

Take the opportunity to demonstrate compassion or 
empathy for their discomfort and inconvenience and 
show concern for their individual situation.    

Just asking “how long has this been hurting” is 
NOT sympathetic. Let them know you genuinely 
care! 

It is not our job to educate them over the phone, but 
to find out why they want a specific treatment, i.e. 
extraction. Perhaps this is what their parents chose 
and they assume it’s the best choice. Remember, you 

cannot change what people value. True value 
starts when the patient feels 
listened to and understood.  
Handling an emergency call is routine for us – but 
not for the patient. Approach each call as if it’s the 
first time you’ve ever heard of a patient with a 
toothache!

By focusing on what you can do for the patient 
rather than what you cannot do, you will have 
drastically different results

2 Empathize/Show Enthusiasm
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Empathize / show enthusiasm continued:

Please.... Show a little enthusiasm!

If you are not excited about what you do, how the %&*# 
CAN YOU EXPECT YOUR PATIENTS TO BE 
EXCITED ABOUT IT?

Several years ago I coached a practice that was struggling.  
The front desk goddess told me that patients were 
complaining – complaining that it was not a happy place.  

Well, I get that.  
People don’t like to go to the dentist.  

Well, I had the opportunity to physically visit the practice and 
the patients were right!  Not only was it not a happy place, 
it resembled a funeral home.  Not kidding.  The music, the 
somber personalities slowly milling around the office…  I 
couldn’t get out of that place quick enough.

There is a  definite common thread among those who are 
having success – 

there is sincere joy among the team.  
Those of you who are not having the consistent success 
you’d like – please, please, please – take a look in the mirror!  
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Empathize / show enthusiasm continued:

Unfortunately some of you continue to look for 
reasons outside of yourself to blame on your current 
circumstances.  

Maybe you think it’s the economy. 

Or your team.  

Or Insurance.  

By blaming, you are giving up control.  
And by giving up control, you give up joy.      

We’ve already determined that patients make the 
decision to come to your practice and spend their time 
and money emotionally.  

Why take yourself so seriously?  
I mean, dentistry is far from a life or death thing, right? 

If you are ‘ho-hum’ about coming into the office and you 
are just trudging through your day trying to get to 5:00, 
your patients can tell!!!  

They no more want to be a part of your practice than you 
appear to want to be.  

KNOWLEDGE DOES NOT EQUAL 
ENTHUSIASM.   
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Empathize / show enthusiasm continued:

You can educate and work to build value for your 
patients ‘til the cows come home. 

But without enthusiasm, 
it’s an empty effort.  

Your level of enthusiasm cannot be controlled by 
anyone but you.  

Why on earth would you choose your level of happiness 
based on that of those around you?  

How freeing is it to know that you, and only you, are in 
charge of your own happiness?  

It sounds cliché, but so true – 

success is NOT the key to happiness, but rather 
happiness is the key to your success.

So… Choose
joy.
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3 Avoid Diagnosing Over the Phone 

Often times patients will call your office 
with specific questions.  

Before you become the ‘answer person’, 

make sure you understand their frame of reference.  
They often have an answer their looking for - when 
we respond to questions from our frame of reference, 
we’re likely to miss their motivation.  Try this:  

Get more information 
Don’t forget to discover their ‘story’ and connect on 
a personal level, showing empathy/enthusiasm as 
appropriate. 

Endorse the practice  
‘You’ve called the right place! Dr. can definitely help you!’

Focus on end-results benefits 
Avoid the ‘Three P’s’ - the process, parts and 
procedure. Instead, focus on the benefits that your 
solutions offer.  ‘It sounds like you’re looking for a dentist 
that can help you avoid pain - we can do that!

See, Patients, or really all people in general, make 
decisions emotionally.  When you go down a technical 
road on the phone, you risk overwhelming them.
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4 Resist the urge to put money and  
insurance ahead of the relationship 

Shoppers:   

• Get more information. 

‘tell me more about what’s going on’. ‘it sounds like you’ve 
been told you might need a crown – tell me more about that.’

• What do they know about the procedure they are 
asking about?  

‘It sounds as if you’ve done your homework – tell me what you 
know about teeth whitening and more about what you have 
in mind.’

• Ask about desired end result. 

‘Tell me what you’re wanting to accomplish.’ 

‘Are you looking for a long term solution, or something 
shorter term/quick fix’?

Some will certainly be intent on just 
price-shopping - here are some more ideas... 
‘Other than the fee, can you tell me what’s most important to 
you?

‘I would love to be able to give you an accurate fee – it’s just 
tough to do so without more information.  It sounds like cost 
is a major factor for you – we have some great ways to help 
our patients with their treatment investment – would that be 
helpful to you?’
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Resist the urge continued:

Let the Patient bring up insurance first.    
We’ve all been trained to ask ‘do you have dental 
insurance?’ before we do anything else. 

This sends the message that insurance is very important 
in your practice, setting a precedence. 

Try this - let the patient bring it up first.   

It doesn’t necessarily mean you handle insurance any 
differently - it just means you aren’t putting it before the 
relationship.

Charge one fee for your new patient   
– probably not more than $200. 
By simplifying the fee, you don’t have to factor in all 
variables, ie: whether or not they have xrays, fluoride, 
etc.  All of the different fees can potentially confuse and 
overwhelm your potential patient.

Remember, just because a patient asks about cost, it 
doesn’t mean they don’t have the potential to be a great 
patient in your practice.  Cost is the only barometer they 
have for comparing you to other practices when they call 
you.  Your goal should be to build the relationship in a 
way that cost becomes secondary by the end of the call.  
Put the money on the shelf and focus on the person. 



12

5 ASK for the appointment!

We are great information-givers, but 
often fail to make the transition to the 
schedule. 
 
Invite them to come in for an 
appointment.  

Block time especially for limited exams on your 
schedule -   

‘We have some time set aside this week – how about 
Wednesday at 2pm?’  

If appropriate, offer a no charge quick visit to 
evaluate.    

‘I’ll bet I could even talk Dr. Brady into taking a look at 
that tooth without charging you. We can then get more 
information about what you want to accomplish and come 
up with a plan to proceed.’  
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What Message is your ‘Message’ 
Sending to Potential Patients

First impressions are everything!  
If you have a new patient, or existing patient for that matter, 
call your office at a time when you are unable to answer the 
phone, what are they hearing?  

Do you even know?  
Well, it’s time to find out.  

Out of sight, out of mind
We don’t hear what patients are hearing, so it’s not important.  

Or is it?  

Message for office hours when you can’t get to 
the phone:  

Hi, thank you so much for calling Dr. Brady’s office! We are 
in the office today, DATE, but we are helping another patient 
right now.  If you will leave your information, we promise to 
get back to you within an hour. If you’d like, go check out our 
website, www.happydentist.com,  and join us on facebook 
for the most up to date info and special offers.   If you are a 
new patient, we look forward to meeting you!   

BONUS ?
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Message for afterhours or on the weekend:  

‘Hi, thank you so much for calling Dr. Brady’s office!  We 
are out of the office, but will return on DAY AND TIME. 

If you are a new patient, we can’t wait to meet you.  

If you’d like to leave your information, we will get back 
with you first thing tomorrow morning.  

In the mean time, please feel free to visit our website, 
www.happydentist.com, or become our friend on 
Facebook for the most up to date information and special 
offers.  

If you have a question about a current appointment, or 
you have an emergency, please call Dr. Brady at home – 
555-555-5555.’

(this will actually thwart cancellations, as they will 
not want to call doctor at home)

If you are doing some heavy marketing that will result in 
higher call volume, you might designate a dedicated phone 
number just for new patients .  

In that case, you may want to consider sharing the 
responsibility of carrying a cell phone after hours – of 
course you would want to have access to the schedule or at 
least know when the new patient opportunities are for the 
following week.   
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• Don’t include any ‘policy’ driven information regarding 
cancellations, etc.  ie: ‘We require 24 hours cancellation 
notice to avoid a charge…’  This actually gives patients 
permission to cancel, as long as it’s before the 24 hr window.  

• Focus on what you CAN do for patients in your message.  

• Keep it short and sweet.  

• Don’t include all of your office hours and days that you 
work, time you take lunch, etc.  This information not only 
makes your message too lengthy, but it can send a message 
that your time is very limited in the office. 

• Update your message every day and evening. 

• ‘SMILE’ when you record your message.   
Do patients sense happiness and enthusiasm in your 
message?  Or do they hear dread and pre-occupation?  You 
can apply the script verbatim, but if you lack enthusiasm, 
you’ll still send the wrong message.

TRY THIS… At your next team meeting, 
call your message 
and listen to it on speaker phone.  

How are you doing?  
What changes can you make?
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You may want to put the following bullet points on a 
3x5-laminated card so that you can place it near your 
phone at the front desk.

• Name - repeat several times. 

• Referral Source?  
‘Who can we thank for referring you?’

• ’What are you looking for in a dental office?’

• ’What can we do for you? ‘ 
’What would you like to accomplish during your visit?’

• ’Can we go ahead and schedule another family member for 
you?’ (upsell)

• Offer specific appointment times where you know 
your office will be calm and quiet, resulting in a great 
experience for the patient - don’t ask ‘when would you 
like to come in?’

• Medical conditions/allergies

• Address, phone, email

• Directions

• Reaffirm reason for appointment, with date and time.

• Anything else? 

• Refer to website/social media

New Patient (sales) CallBONUS


