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A very big welcome to the second issue 

of our new digital magazine! We do hope 

you enjoy it and find the content informative 

and interesting.

In this issue we focus on retention & loyalty, 

include feature articles on Investors in People 

and profitable marketing conversations, plus 

marketing tips, success stories and updates 

on how we can help you.

We really want this magazine to be of 

value to our clients so please email me, 

zoe@bluehorizonsmarketing.co.uk or call 

01242 236600 if you have any suggestions 

for future articles; things you’d like more of, 

or perhaps things you’d like less of 

– we’d love to hear your thoughts!

Enjoy the issue,

Zoe
Zoe Davitt, 

Managing Director of Blue Horizons

Managing Director 
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Director 

Marcus Davitt

Client Manager 

Jo Tippin

Head of Design 

Lee Groenewegen
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Steven Henderson
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EditorsLetter

IndepenDent provides a range of Dental 

Care Plans that are tailored to the 

individual practice, allowing dentists to 

offer their patients a customised and 

branded dental plan. IndepenDent take 

care of all the administration for you 

allowing you to focus on your patients.

So, if you are considering a dental plan for 

your practice for the first time, or looking 

to switch plan provider, then IndepenDent 

offers the perfect solution. 

Special offer:
Join now and enjoy 0% administration 

fees on all new patient registrations 

for nine months – simply quote Blue 

Horizons when you call 01463 223399

Dental Care Plans 
from IndepenDent

www.ident.co.uk
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Retention 
& Loyalty
All businesses need a healthy stream of new life 
blood – but don’t fall into the trap of focusing all 
your efforts on acquiring new patients.

The bottom line, 80% of your 
revenue will come from 20% of 
your patients.

Clients assume that increased sales are only a result 

of ‘selling’ to new clients. What about your existing 

patient base? It makes far more sense to upsell to 

your existing patients and get them to recommend/

refer their friends/family/colleagues on to you. 

Chances are, such referred patients will become 

better, more loyal clients than a new client who has 

been tempted into your practice with a promotional 

offer (and is therefore statistically more likely to 

hop to the next practice for the next offer).

There is also a great economic reason for focussing 

on your existing clients first. The cost of keeping an 

existing customer can be as low as one fifth of the 

cost of finding a new one. So the rule should always 

be to farm existing customers by identifying more 

of their needs, than fishing for new customers, 

whose needs you don’t know.

Of course all businesses experience churn and as 

such you will always need an influx of new clients 

to ensure business thrives.  But the lifetime value 

of a patient is what you should be considering. 

Good, quality patients who attend regularly and 

who recommend you to their friends and family.

In order to achieve this you must regularly 

communicate with your patients. Loyalty needs to 

be earned and you cannot expect your patients 

to trust you if they don’t hear from you in 

between visits. 

A recent piece of research in the USA asked why 

customers stopped buying from companies. 

Was it price or quality? Had they changed location? 

68% respondents ticked no specific reason. So they 

did further research amongst this group to try and 

find a reason and the main response was ‘because 

they didn’t keep in touch’.

So regular contact with your customer base 

is critical!

The power of 
testimonials
One of the most powerful ways 

to get your marketing message 

across is to use testimonials. Real 

patients providing real testimonials 

do your marketing for you. People 

will connect much better with a 

patient saying how great you are 

rather than you providing a great 

sales pitch about yourself!

Remember though that you 

must always seek permission 

before using them.

Never falsify testimonials; 

if you need to do this there 

are fundamental issues with 

your service provision that 

need addressing before you 

market yourself.

According to Forbes magazine, Google is in the process of 
making the SEO industry obsolete. SEO will be dead in 2 years!

NEWs



bluehorizonsmagazine 6 bluehorizonsmagazine 7

Referral offer
Here at Blue Horizons, we are always 

delighted to welcome new clients 

on board. If you refer a colleague who 

goes on to become a Blue Horizons 

client we will show our appreciation 

by offering you a choice of:

1. An iPad mini

2. A case of champagne

3. £200 John Lewis gift voucher

Plus, your chum will get a 20% 

discount off their first order*!

Please pass on details to any 

colleagues who you feel would 

benefit from our services, or 

alternatively, pass on their details to 

us and we’ll take care of the rest.

* Minimum spend apply.

Team Profile: Lee
My role at Blue Horizons is as a graphic 

designer. I graduated with a degree in 

Visual Communications and have over 

12 years’ experience within the industry. 

In my career I have worked with a wide 

range of clients from small start-up 

companies to international blue chip clients 

including Diageo, Sky and Continental.

What do you enjoy most about your job?

Getting to see the end product has always 

been my most enjoyable part of my job. It 

makes all the hard work seem worth it!

What’s your favourite brand and why?

I guess at the moment my favourite 

brand has to be Amazon. A company that 

delivers high standards consistently, and is 

quick to correct problems when they arise 

– and ultimately without a fuss!

What’s your top marketing tip?

Differentiate yourself from your 

competitors and present the added value 

that your company will bring to your 

customers’ experience.

What is your top tip for creating 

a successful marketing campaign?

Keep it simple and try not to be all things 

to all people! You have a limited window 

in which to capture someone’s attention 

and it is more effective to have one 

strong core message.

• Membership schemes – patients like the security 

of knowing their dental needs and the subsequent 

costs involved are taken care of plus the added 

benefit of insurance cover and/or discounts on 

additional treatment.  For you, it means a steady 

income stream.

• Treatment packages – for example, offer tooth 

whitening as part of orthodontic treatment or 

provide a goodie bag containing dental sundries 

after cosmetic work.

• Finance options – provide patients with the 

option of spreading the cost of higher cost 

treatments.  This could be the only stumbling 

block in their purchase decision.

Do your homework.  Get to know your numbers 

– ratio of active to dormant patient numbers, 

average revenue per patient, average frequency of 

attendance, how much you spend on advertising, 

number of enquiries through your website and so 

forth until you build a clear picture of who/what the 

most profitable patients/treatments are and where 

they come from.

You need to ensure that your marketing focuses on 

the retention as well as the acquisition of patients.  

By offering excellent service, communicating regularly 

with patients and encouraging and rewarding 

referrals you will find that your appointment book is 

looking healthy and you can focus on what you do 

best – dentistry.

If you’ve got any ideas you’d be happy to share 

please do let us know.

Since the downturn in the economy, regardless of disposable income, 
everyone has become more value conscious. Rather than thinking in terms 
of slashing prices (not advisable for professional services like dentistry), 
think in terms of how you can add more value to your offering.

Offer value
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The ultimate aim 
is loyalty

You build loyalty by:
• Treating your team well so that they in turn treat 

your patients well

• Showing your patients that you care and remember 
what they like and don’t like (simple notes on 
a patient’s file, both clinical and personal, act as 
a conversational prompt and really make the patient 
feel valued)

• Keeping in touch with your patients in between 
visits via newsletters, emails, cards and such like

Do what you say you’re going to do and act 
professionally at all times. If your receptionist says 
she’ll pop a brochure in the post today, make sure she 
does. Be honest, be predictable. Give the right advice 
and know what you are talking about; a patient must 
believe that you have their best interests at heart.

Loyal patients attend frequently, spend 
frequently and bring you even more 
patients. In order to build loyalty, your 
patients must trust you.

Trust n. 1. Firm reliance on the integrity, ability, or character 

of a person or thing.
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4 Scotland Bridge Rd, Addlestone, Surrey KT15 3HD 

Call 01932 352486 or visit www.iqorthodontics.co.uk/go

SAVE £1000

SHOW OFF YOUR SMILEWITH INCOGNITO™ HIDDEN BRACES
Orthodontic News

How to refer
We are committed to making the referral process as fast and easy as possible for GDPs.  
Referrals can be made: 
✔ over the phone   ✔ via our website   ✔  by post or fax with one of our formsWe will then contact the patient to arrange an initial consultation. Following this a full written 
treatment plan will be forwarded to the patient, together with the associated costs.

First choice for referrals

We are introducing a regular newsletter from iQ Orthodontics 
to help keep you up-to-date with our referral service and any 
changes that we introduce.

Why choose us?
•	 Quality care: our aim is to ensure you and your patients are delighted with the quality of our clinical expertise and the level of care and attention we provide. 
•	 Short waiting list: we have one of the shortest waiting lists in Surrey.
•	 NHS and private: whilst we continue to take NHS referrals we also offer a wide range of private treatment options for patients of all ages. •	 Extensive treatment range: virtually invisible, hidden braces such as Incognito™ lingual braces, Simpli5 and Clearstep® clear aligners and tooth coloured braces.

•	 Complex cases: 
we are well equipped 
to deal with even the 
most complex cases so you can relax knowing 
that your patients are in very good hands.

•	 Advice: we will happily advise on each case in terms of suitability and help work with you so you can treat the more straightforward cases if you wish.If you would like to discuss a specific case or if you have any questions about our referral service please get in touch.

We would like to thank all those of you who have been referring to us so far. 
We look forward to continuing to provide high quality treatment for your patients.

4 Scotland Bridge Road, New Haw, Addlestone, Surrey KT15 3HD 
t/f 01932 352486  e info@iqorthodontics.co.uk  w iqorthodontics.co.uk

iQ Orthodontics

ISSUE 
ONE

iQ Orthodontics... the smarter way to smile

Client requirements:
Specialist Orthodontist Bilal Qureshi approached 

us over 3 years ago now for assistance with the 

marketing of an orthodontic practice he was 

taking over. He wanted to increase the private 

side of the business and the number of self 

referrals to enable him work further hours/days at 

the practice.

The solution:
We have been working with Bilal since he started 

iQ Orthodontics to ensure a consistent and 

integrated approach to his marketing.

Over this time we have assisted with a wide range 

of projects to strengthen the professional image 

of the practice and increase awareness with both 

GDPs and the general public. 

We created the brand identity for the practice 

and applied this to a range of quality business 

stationery and referral pads for GDPs.

A stylish new website was created to inform 

and impress potential new clients and referring 

dentists.

Targeted direct mail was used out to promote the 

benefits of private treatment at iQ Orthodontics.

We also managed a radio and press advertising 

campaign to generate awareness of the practice 

through the promotion of a special offer on 

Incognito braces. 

We produced an information leaflet for GDPs 

and followed this up with a newsletter mailing to 

ensure awareness and reinforce the reasons to 

refer to iQ Orthodontics.

We regularly update their Facebook page 

with interesting and informative posts to 

encourage interaction. The number of followers 

continues to rise. 

The outcome:
Due to the success of iQ Orthodontics, Bilal 

and his wife Zahra have expanded and relocated 

the practice. A dental side of the business was 

created with iQ Orthodontics and Dental opening 

in West Byfleet in October 2013.

Blue Horizons designed and arranged production 

and installation of a wide range of signage items. 

The new purpose-built practice looks fantastic 

inside and out.

Thanks to orthodontist Bilal Qureshi 
for this testimonial:

“I am grateful for all the help that 

Blue Horizons have given me over the 

years. I appreciate knowing that there 

is always someone at the end of the 

phone ready to help if I need anything. 

I have been impressed with the quality 

of their work and look forward to 

continuing to work with them as our 

business continues to grow.”

Success story
Here is another success story from one of our many 
happy clients. We were delighted to help iQ Orthodontics 
in Surrey.

PICK UP YOUR LEAFLET

FOR LIFE 

ChAngIng 

smILEs

4 Scotland Bridge Road, New Haw, Surrey KT15 3HD 

t 01932 352486 e info@iqorthodontics.co.uk 

w iqorthodontics.co.uk

JUST A  10 MINUTE WALK

the smarter way to smile

with hidde
n braces
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ReTenTIOn
What it’s all about

Introducing a patient newsletter is an excellent 

communication tool for any dental practice.  

Benefits include:

• Encouraging patient loyalty and making patients 

feel valued.

• Educating patients about preventive dentistry 

and good oral health.

• Promoting new and existing treatments/services.

• Promoting dental plans and finance schemes.

• Reactivating dormant patients.

• Encouraging referrals from existing patients.

• Attracting new patients.

From our experience, those clients who 

incorporate a newsletter as part of their six-

monthly appointment recall process and 

regularly mail out to dormant patients get the 

best results. In one piece of correspondence you 

can remind them of the importance of regular 

visits, advise of any changes taking place at the 

practice, inform them of all the treatments and 

services you offer and let them know that you 

are always happy to see new patients that they 

recommend to the practice.

It is dangerous to assume that your long-

standing patients know why regular check-

ups are so vital or indeed the full array of the 

treatments that you offer; you must gently but 

constantly remind them.

Imagine what a difference it would make to 

your bottom line if a mere 10% of your dormant 

patients called up to book a check-up.

The humble patient newsletter: 
an excellent patient retention tool

Marketing isn’t just about advertising. It’s about communicating with your patients 
to ensure that their needs and wants are anticipated and met in a way that 
satisfies your customer and is profitable for you.

As a dental practice, you are a constant, dependable part of the community. Dentistry 
itself is all about long-term oral health so it is so important to build and maintain strong, 
lasting relationships with your patient base. This doesn’t happen instantaneously 
overnight. As with all relationships, it takes time, effort and regular contact.

Add a ps to your letters/emails  
with special offers & marketing 
messages etc – the eye is 
automatically drawn to it.

TOP TIP 
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• Greeting cards – Birthdays &/or 
Christmas. Make patients feel valued 
and cared for and ensure your practice 
remains at the forefront of their mind 
when they think all things dental

• Personal note from dentist – at the 
end of a more extensive course of 
treatment, send a personalised note 
to the patient. The level of after-care 
leaves a lasting, positive impression

• Small gifts – if a patient provides you 
with a glowing video testimonial or 
refers a friend to you, say ‘thank you’ 
with a token of your appreciation – 
a simple bouquet of flowers or box 
of chocolates always go down well 
but perhaps try something more 
memorable – a lottery ticket, a meal 
out, cinema tickets and so forth.

Remember to thank your patients for any referrals you 
receive. Patients are human beings and crave praise, 
reward and to feel valued – don’t take them for granted.

‘Thank You’ goes a long way
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MAke YOuR 
MeSSAGe 

STAnD OuT

Call us today to discuss your 
seasonal printing requirements

sANTA’s cOMING! 

What can we 
do for you?

We’re here to help you make your 

business a success and be a true 

marketing partner. Whatever marketing 

needs you may have, Blue Horizons are 

here to help. As a full service agency we 

offer a whole host of services including:

• Marketing strategy

• Branding & logos

• Printed literature

• Promotional items

• Websites & ecommerce

• Video

• SEO

• E-marketing

• Advertising

• Photography

• PR & copywriting
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Because your patients don’t have the clinical 

knowledge you do, they need you to tell them about 

the services you provide (some of which they might 

simply not be aware of), and which of these will 

benefit them and why. 

The marketing materials you have to promote your 

services and treatments are vital, but they work best 

when you use them as part of a conversation.  

Let’s look at an example:

Take your hygiene service. 

You’ll appreciate this is a key patient service for 

optimum oral health. Plus it is a great source of 

potential income* for you. 

(*If you haven’t yet looked at the numbers, consider 

this simple example:

» Number of active private patients = 1,000

» 90% of whom should see the hygienist = 900

» Number of active patients seeing hygienist = 450

» Potential patients to see hygienist = 450

Assuming:

» 2 visits on average at 30 minutes per year = £110 

income / £75 profit per hour

» Potential untapped profit is 450 patients x £75 = 

£33,750 per year

What a lot of untapped profit! And it’s typical of 

the scenario I continue to see in dental practices. 

Take a few minutes to make this calculation for your 

practice.)

So successfully promoting hygiene to those patients 

who can benefit from it is a win-win. 

So how can you make sure you have effective 

conversations about hygiene with the patients who 

need to hear about it?

The answer is to create a straightforward system. 

For instance, you can:

• Agree with your fellow clinicians what visual tools 

(intraoral camera, microscope or a simple hand 

mirror) you will use in your dental business to 

promote the benefits of hygiene for better oral 

health

• Highlight the patients who don’t yet see the 

hygienist on your day lists

• Take a few minutes during check-ups to speak 

about hygiene to these patients specifically

• Share monthly hygiene ‘conversion’ results 

between the dentists to establish the best 

conversation system and increase the number of 

patients who see your hygienist overall

Straightforward? Yes. Effective? You bet.

And you can take it a step further too...

The dentists I meet with the highest number of 

patients seeing their hygienist add a couple of further 

dimensions to their conversations.

Some talk about a scoring system with patients. 

Dentists and hygienists take measurements, pocket 

depth and so on, but these are rarely shared or 

understood by the patient. As a race, we are used 

to ‘keeping the score’. It’s a concept your patients 

will understand and be able to talk about. So when 

you keep the score for them, explain what their 

‘scores’ are in a way they understand and what you 

would like their scores to be, it contributes to your 

ability to illustrate the value of keeping to regular 

hygiene appointments.

And the very best hygiene rates across the UK being 

achieved by dental teams who are also creating a 

‘game’ which their patients appreciate.

Some are producing a set of balls, each with a 

different level of firmness and giving the ball to the 

patient which most closely illustrates their perio 

situation. They are demonstrating pockets depths 

through the use of a pocket on their tunic. They are 

getting creative.

What are you doing to get creative and increase the 

number of productive hygiene conversations you 

have with your patients?

Specialist dental accountants and dental business 

consultants Clear Vision Accountancy help make a 

difference to the lives of dentists across the UK. The 

team has been working with dentists every week 

since 2001 and you can read the insights and best 

advice they have to share in their blog for dentists.

Dee Gerrish is a Clear Vision Dental Business 

Consultant. She continues to help dentists adopt 

successful, low-cost marketing strategies and 

create the systems they need to enhance their 

patient experience and increase the value of their 

dental businesses.

Dee Gerrish, Clear Vision Accountancy Limited 

Phone: 01249 712074 

Email: dee.gerrish@cvag.co.uk 

Web: www.clearvisiondental.co.uk 

Blog: www.clearvisiondentalblog.co.uk

What does the word ‘marketing’ conjure up in your mind? Designing 
brochures? Creating logos? Placing adverts? 

It certainly includes these things but allow me to widen the picture 
further. I suggest to you that ‘marketing’ also includes conversations. 
The conversations you have with your patients

Profitable 
marketing 
conversations
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Ideas 
for your

page
Facebook is becoming an 
increasingly popular way for 
dental practices to connect 
with patients. Here are some 
hints and tips to help you 
make your posts effective.

Consider your audience – 

what might they be interested 

in? What is in it for them?

See what others are doing 

– check out other practices’ 

facebook pages, especially 

the ones with large numbers 

of ‘likes’. Is there anything 

you can learn from them? 

What sort of posts are people 

interacting with?

keep it short – facebook 

users are more likely to read 

short snippets of news and 

information than reams and 

reams of text.

use pictures – using 

appropriate images with your 

posts can draw attention. This 

may not always be possible 

but it can work well in many 

cases.

Make it personal – include 

news stories from the practice 

such as a staff member having 

a baby, getting married or 

doing a charity event.

Consider the frequency 

of posts – there is a fine line 

between communicating 

regularly with your audience 

and bombarding them with 

too many posts.

Show off your work – upload 

before and after pictures of 

cases to show people the 

transformations that are 

possible.

Promote new treatments and/

or special offers – facebook 

is a great way to get these 

messages out to people, after 

all it is free.

encourage action – e.g. call to 

book an appointment, email 

us if you have any questions, 

or visit our website for more 

information.

Share oral health tips 

and advice – people will 

appreciate that you are 

passing on useful information 

and aren’t just using facebook 

as a sales tool.

Add a bit of fun – in addition 

to helpful tips and advice you 

might like to occasionally 

include a joke or a funny 

picture.

Include testimonials – if you 

receive a letter of thanks or 

a thank you card share it on 

facebook. This is a great way 

to promote yourself.

Ask questions & encourage 

interaction – as well as giving 

information, encourage people 

to get involved. The more 

interaction there is, the more 

people are likely to see your 

posts.

Grow your audience – ask 

fans to share posts with their 

friends and to ask them like 

your page.

Did you know that Blue Horizons offer a facebook management service? If you are 

interested in using facebook to promote your practice but don’t have the time to do 

it yourself please get in touch. We will be happy to give you more information about 

our service.

need more help?
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You would be forgiven for thinking that the Investors in 
People (liP) accreditation is just an excuse for a certificate or 
extra hassle for bothering with an external body to examine 
the performance of your practice, but it might be time to 
think again....

BOD talks to Simon Thackeray and the journey he has taken 
with Investors in People and how it has affected his dental 
practice, team and patients. 

At the beginning of Simon Thackeray’s career in dentistry, there was 
very little information about what Investors in People was, what it 
entailed and how to go about achieving it. Even now, there are only 
eight Gold IiP practices in the whole of the UK and only a handful of 
organisations achieving Investors in People who are able to reach 
the gold standard. 

So what made a dentist stop and think, ‘this is something I want to 
take part in’? 

‘I wanted to do something that would differentiate my practice from 
others, something that was external and measured in a professional 
manner. I first looked at Investors in People in early 2000, it was just 
shortly before the BDA launched its Good Practice Scheme. To be 
honest, the Investors in People award got slightly eclipsed as I could 
see that having a clinical assurance system would at the time be 
more beneficial to me and my practice.’ 

‘I looked at both the IiP and Good Practice requirements, and the 
IiP seemed very geared to all the things that were a bit ‘woolly’ to 
me then, things like strategic planning, KPI measurements and 
management structure. At the time, I was a NHS practice and I 
didn’t really look at my business in the way I do now; the clinical 
aspects of Good Practice seemed to be more relevant. I could 
also see how things were likely to go in the future with clinical 
governance, and I thought I could get ahead of the game and took 
on Good Practice first.’ 

‘In addition, the requirements for IiP seemed to be much more 
complex and related to ‘proper’ businesses, and that was at a time 
when I thought dentistry was unlike all other businesses, so a lot of it 
would be largely irrelevant. The thought of having to learn business 
skills and then have them looked at by an independent assessor 
worried me.’

Simon attained his BDA Good Practice membership and has held 
it ever since. 

However, as Simon’s practice grew in the early part of the 2000s 
and converted to a private practice successfully in 2005, he 
felt that there was something lacking. Then he realised, he now 
had a business that required planning and a team that needed 
consideration and engagement. He now had a proper business to 
run and his previous experience had not really prepared him for the 
business he had effectively created.   

the business of dentistry50

Investors in People
Thackeray Dental Care...

Thackeray DenTal care is noT like mosT DenTal pracTices. JusT Three shorT 
years afTer being awarDeD an invesTors in people bronze accreDiTaTion, They 
have achieveD The presTigious golD sTanDarD. The accreDiTaTion is a rare 
achievemenT in any business secTor anD especially in DenTisTry.  

I wanted to do somethIng that would 
dIfferentIate my practIce from others, 
somethIng that was external and 
measured In a professIonal manner

“ “
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However, as Simon’s practice grew in the early part of the 2000s 
and converted to a private practice successfully in 2005, he 
felt that there was something lacking. Then he realised, he now 
had a business that required planning and a team that needed 
consideration and engagement. He now had a proper business to 
run and his previous experience had not really prepared him for the 
business he had effectively created.   
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Investors in People
Thackeray Dental Care...

Thackeray DenTal care is noT like mosT DenTal pracTices. JusT Three shorT 
years afTer being awarDeD an invesTors in people bronze accreDiTaTion, They 
have achieveD The presTigious golD sTanDarD. The accreDiTaTion is a rare 
achievemenT in any business secTor anD especially in DenTisTry.  

I wanted to do somethIng that would 
dIfferentIate my practIce from others, 
somethIng that was external and 
measured In a professIonal manner

“ “
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Through a series of interviews with all the team, the assessor would 
ask key questions about the ethos and culture of the business 
to help determine whether or not the business had the required 
evidence. So it was actually going to measure if my team understood 
and were buying into the vision set by me rather than saying what 
they’ve been told to say. I was also keen to measure the new 
structures we had put in place, discover what was working and 
understand if more was needed.’ 

The assessment took place and the practice was informed that 
they had indeed achieved the Bronze standard immediately, which 
the assessor had never experienced, and certainly not from a 
dental practice.

‘I was really happy and the team were proud. We had all worked so 
hard with Kevin and it was nice to get the confirmation that the work we 
had put in was working.’ 

However, the journey wasn’t over; it would need reassessing every 
three years, and it was early in 2013 that the reassessment was done. 
By this time the practice had changed significantly, with a doubling in 
floorspace, a change in management structure and a huge increase in 
the level of business information and KPI’s at Simon’s fingertips. 

New Practice/Business Manager Sam Poyser had joined the team and 
it would be the first time she had been involved with an IiP assessment. 
Whilst she had overseen a significant amount of the development of the 
practice over two years, both Sam and Simon worried with everything 
going on that some of the aspects of the IiP standards had slipped.

‘I had been so tied up with the huge project of expanding the practice 
that I worried if my vision and strategy had been shared effectively. 
Even though the project had stemmed from the initial work to get the 
team fully on board, I was nervous to hear if the staff were still fully 
engaged with what these aims were. In addition, we’d also had new 
staff members join since the original assessment, and again were a bit 
unsure if we had supported them enough to truly understand the real 
ethos of the practice.’

The day came and the assessment was carried out by the same 
assessor who did the original accreditation. The practice had booked 
a full day of meetings as required for the reassessment for Bronze, but 
it became apparent very quickly to the assessor that the structures and 
ethos in the practice had indeed changed dramatically since the first 
assessment. So much had changed that the assessor felt that a Bronze 
reaccreditation was not worth doing.

‘At this point I felt that my concerns about losing touch with the team 
were true. I didn’t grasp immediately that the assessor was actually 
telling us that he felt we should try for the gold standard instead. He 
explained that from what he had heard in his initial interviews we would 
have a chance of attaining this. I was taken aback but obviously I felt we 
should go for it, a Gold award is incredibly rare with only about 5% of all 
IiP companies achieving it.’

The assessment was done over the next week, with individual interviews 
with all of the team. At the end of the two day assessment, Simon and 
Sam were told that the practice had been successful in obtaining the Gold 
award, achieving 179 of the standards (Gold is awarded at 165 of 195).

‘It showed me that we are doing the right thing and that I can trust the 
business management structures I had learnt and implemented with 
Kevin. We proved that a dental practice can be externally measured 
for its business abilities and team success rather than just use its 
own industry as a benchmark. Through our accreditation journey, our 
professional standards have developed, our business results have 
improved and we are a strong happy team, all because we took the 
time to implement sensible and proven business structures. Would I do 
it again? Yes. Should others? Most definitely!’

“Without a doubt, a major area of strength of Thackeray 
Dental Care is the people and the culture of the organisation. 
There is a tremendous sense of togetherness and teamwork 
within the practice, with all members of staff from the owner 
down working towards a common goal.”

“Key to the success is people involvement. The expansion 
has been successfully carried out in the middle of a  
recession due to people being fully involved.”

‘I believed passionately that the new NHS contract would not allow 
me to care for my patients in the way I had been trained, and made 
the decision to convert. However, despite discussing this at great 
length with the team, I wasn’t convinced that they were all on board, 
and had no way of really knowing whether my beliefs were shared by 
all of them, especially the other clinicians. There was no structure or 
mechanism to engage with people in my practice effectively to make 
sure they were all working together to the same ends. Patient care was 
always of paramount importance and I knew that that was shared by 
all, but the survival of the business was a different thing, and one that 
I wasn’t convinced that everyone had bought into. It was just a job to 
some of them, and they could leave if they wanted to. I wanted a stable 
team who considered themselves a family who would take care of the 
patients and the future of the practice.’

On occasions, Simon experienced huge frustrations and it became 
apparent that whilst he had the passion to make things change in his 
practice, he was lacking the skills and understanding of the business 
and personnel side of management to do this.

‘As I see it, there is a common problem in UK dentistry; we are all 
trained to be competent clinicians and then we qualify. The majority 
of us have no real business skills and often see running practices as 
a cottage industry. There is little sharing of information about dental 
business other than the usual ‘I grossed X last month’. Success tends 
to be measured by a new car/house/holiday. I realised that I wanted 
more information on my business performance, and I wanted a team 
that were united, at the top of their game and as passionate about the 
job as I was.’

What followed was a concerted effort to develop his skills around the 
business side of dentistry. He saw very quickly after his conversion 
that dentistry was a business like every other service industry, and 
needed to have similar structures in place to measure its success and 
staff performance.

Simon started working with business coaches in the dental industry at 
this point, hoping to fill in the gaps in his knowledge. He worked with 
Chris Barrow for a couple of years, which was one of the changing 
points of his career. ‘I finally saw that there were ways of developing 
the team to develop the business; and whilst still concentrating on the 
patient care, the business could flourish. As a practice, we found our 
confidence to challenge and develop.’ 

In 2009, Simon then started working with Kevin Rose.

‘Kevin helped me to see what made the individuals in the practice tick, 
what their motivations for development were, how they could fit into the 
development of the practice, and what the business needed to measure 
to ensure it was robust enough to weather the oncoming recession.’

Surprisingly, Investors in People didn’t come to the forefront at this time. 
There was so much other ‘stuff’ to now put in place, including launching 

an ambitious plan to double the size of the practice. But quietly, the 
foundations were being put in place. 

‘I now know that all the mechanisms that were being implemented 
due to the involvement with Kevin were the building blocks to gaining 
Investors in People. I knew they were needed, but sometimes (nearly 
always!) had no idea how to put them together. Six months into the 
new structures we had put in place, I happened to get an email from 
Investors in People and it came back on my radar. I still had no real 
idea about what it involved, and really didn’t want any extra paperwork 
to have to prepare. CQC registration was around the corner, and the 
thought of more box ticking wasn’t a good one, but I decided to take up 
the offer of the free consultation in order to find out more about it.’

After the initial consultation, it became apparent that due to the 
new structures, the practice was probably ready for an assessment 
immediately. Normally, the IiP consultants work with an organisation 
to help it develop and then submit for an assessment, but Simon 
found that it wouldn’t be necessary in his case. In addition, rather 
than going for the standard assessment which measures 39 evidence 
requirements, the practice was advised to try for the higher Bronze level. 

‘At the very least I thought that the assessment would show how close 
we were to the Bronze level and what we would need to attain it.’

A total of 65 evidence requirements would be needed for Bronze. Silver 
required 115, and Gold 165. 

‘What was key for me was little or no paperwork. I discovered that the 
IiP wasn’t the tick boxes exercise I had feared, but an organic and 
analytical way of measuring my business. 

Investors in People facts
1.  it is a business assessment and not exclusive 

to any sector.

2.  The success indicators are based around 
sensible business investment such as strategy, 
learning, investment and overall performance.

3.  it encourages ownership, responsibility and 
decision making at all levels of the business.

4.  it has been recognised by cranfield university 
school of management as leading to a ‘chain of 
events’ that result in better financial performance 
and higher profitability.

Thackeray Dental Care Report - Key comments
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Practice Plan have teamed up with Simon Thackeray and his business mentor 
Kevin Rose to offer a one day workshop that reveals the secrets behind Investors 
in People and how you can obtain better profits from your business. The event 
will be held on Friday 24th January 2014 and only £195 to attend. A colleague 
can also attend for £95. To book your places call 01845 526721 today!

Fancy going for Gold? 
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Through a series of interviews with all the team, the assessor would 
ask key questions about the ethos and culture of the business 
to help determine whether or not the business had the required 
evidence. So it was actually going to measure if my team understood 
and were buying into the vision set by me rather than saying what 
they’ve been told to say. I was also keen to measure the new 
structures we had put in place, discover what was working and 
understand if more was needed.’ 

The assessment took place and the practice was informed that 
they had indeed achieved the Bronze standard immediately, which 
the assessor had never experienced, and certainly not from a 
dental practice.

‘I was really happy and the team were proud. We had all worked so 
hard with Kevin and it was nice to get the confirmation that the work we 
had put in was working.’ 

However, the journey wasn’t over; it would need reassessing every 
three years, and it was early in 2013 that the reassessment was done. 
By this time the practice had changed significantly, with a doubling in 
floorspace, a change in management structure and a huge increase in 
the level of business information and KPI’s at Simon’s fingertips. 
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team fully on board, I was nervous to hear if the staff were still fully 
engaged with what these aims were. In addition, we’d also had new 
staff members join since the original assessment, and again were a bit 
unsure if we had supported them enough to truly understand the real 
ethos of the practice.’

The day came and the assessment was carried out by the same 
assessor who did the original accreditation. The practice had booked 
a full day of meetings as required for the reassessment for Bronze, but 
it became apparent very quickly to the assessor that the structures and 
ethos in the practice had indeed changed dramatically since the first 
assessment. So much had changed that the assessor felt that a Bronze 
reaccreditation was not worth doing.

‘At this point I felt that my concerns about losing touch with the team 
were true. I didn’t grasp immediately that the assessor was actually 
telling us that he felt we should try for the gold standard instead. He 
explained that from what he had heard in his initial interviews we would 
have a chance of attaining this. I was taken aback but obviously I felt we 
should go for it, a Gold award is incredibly rare with only about 5% of all 
IiP companies achieving it.’

The assessment was done over the next week, with individual interviews 
with all of the team. At the end of the two day assessment, Simon and 
Sam were told that the practice had been successful in obtaining the Gold 
award, achieving 179 of the standards (Gold is awarded at 165 of 195).

‘It showed me that we are doing the right thing and that I can trust the 
business management structures I had learnt and implemented with 
Kevin. We proved that a dental practice can be externally measured 
for its business abilities and team success rather than just use its 
own industry as a benchmark. Through our accreditation journey, our 
professional standards have developed, our business results have 
improved and we are a strong happy team, all because we took the 
time to implement sensible and proven business structures. Would I do 
it again? Yes. Should others? Most definitely!’

“Without a doubt, a major area of strength of Thackeray 
Dental Care is the people and the culture of the organisation. 
There is a tremendous sense of togetherness and teamwork 
within the practice, with all members of staff from the owner 
down working towards a common goal.”

“Key to the success is people involvement. The expansion 
has been successfully carried out in the middle of a  
recession due to people being fully involved.”

‘I believed passionately that the new NHS contract would not allow 
me to care for my patients in the way I had been trained, and made 
the decision to convert. However, despite discussing this at great 
length with the team, I wasn’t convinced that they were all on board, 
and had no way of really knowing whether my beliefs were shared by 
all of them, especially the other clinicians. There was no structure or 
mechanism to engage with people in my practice effectively to make 
sure they were all working together to the same ends. Patient care was 
always of paramount importance and I knew that that was shared by 
all, but the survival of the business was a different thing, and one that 
I wasn’t convinced that everyone had bought into. It was just a job to 
some of them, and they could leave if they wanted to. I wanted a stable 
team who considered themselves a family who would take care of the 
patients and the future of the practice.’

On occasions, Simon experienced huge frustrations and it became 
apparent that whilst he had the passion to make things change in his 
practice, he was lacking the skills and understanding of the business 
and personnel side of management to do this.

‘As I see it, there is a common problem in UK dentistry; we are all 
trained to be competent clinicians and then we qualify. The majority 
of us have no real business skills and often see running practices as 
a cottage industry. There is little sharing of information about dental 
business other than the usual ‘I grossed X last month’. Success tends 
to be measured by a new car/house/holiday. I realised that I wanted 
more information on my business performance, and I wanted a team 
that were united, at the top of their game and as passionate about the 
job as I was.’

What followed was a concerted effort to develop his skills around the 
business side of dentistry. He saw very quickly after his conversion 
that dentistry was a business like every other service industry, and 
needed to have similar structures in place to measure its success and 
staff performance.

Simon started working with business coaches in the dental industry at 
this point, hoping to fill in the gaps in his knowledge. He worked with 
Chris Barrow for a couple of years, which was one of the changing 
points of his career. ‘I finally saw that there were ways of developing 
the team to develop the business; and whilst still concentrating on the 
patient care, the business could flourish. As a practice, we found our 
confidence to challenge and develop.’ 

In 2009, Simon then started working with Kevin Rose.

‘Kevin helped me to see what made the individuals in the practice tick, 
what their motivations for development were, how they could fit into the 
development of the practice, and what the business needed to measure 
to ensure it was robust enough to weather the oncoming recession.’

Surprisingly, Investors in People didn’t come to the forefront at this time. 
There was so much other ‘stuff’ to now put in place, including launching 

an ambitious plan to double the size of the practice. But quietly, the 
foundations were being put in place. 

‘I now know that all the mechanisms that were being implemented 
due to the involvement with Kevin were the building blocks to gaining 
Investors in People. I knew they were needed, but sometimes (nearly 
always!) had no idea how to put them together. Six months into the 
new structures we had put in place, I happened to get an email from 
Investors in People and it came back on my radar. I still had no real 
idea about what it involved, and really didn’t want any extra paperwork 
to have to prepare. CQC registration was around the corner, and the 
thought of more box ticking wasn’t a good one, but I decided to take up 
the offer of the free consultation in order to find out more about it.’

After the initial consultation, it became apparent that due to the 
new structures, the practice was probably ready for an assessment 
immediately. Normally, the IiP consultants work with an organisation 
to help it develop and then submit for an assessment, but Simon 
found that it wouldn’t be necessary in his case. In addition, rather 
than going for the standard assessment which measures 39 evidence 
requirements, the practice was advised to try for the higher Bronze level. 

‘At the very least I thought that the assessment would show how close 
we were to the Bronze level and what we would need to attain it.’

A total of 65 evidence requirements would be needed for Bronze. Silver 
required 115, and Gold 165. 

‘What was key for me was little or no paperwork. I discovered that the 
IiP wasn’t the tick boxes exercise I had feared, but an organic and 
analytical way of measuring my business. 
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