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Whenever I go to one of the Disney resorts, I come back with 
invaluable business lessons I pick up during my trip. I know 
I’m going to have a blast no matter what, so I’m always on the 

lookout for something I can take back with me to the office and use to 
increase profits and make life more enjoyable. 

Dentistry’s #1 Resource for
Practice Growth & Profits
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“Always forgive your enemies. Nothing 
annoys them more.”

Oscar Wilde

“Gratitude is a quality similar to 
electricity: it must be produced and 
discharged and used up in order to exist 
at all.” 

William Faulkner

“What we do for ourselves dies with us. 
What we do for others and the world 
remains and is immortal.”

Albert Pine

In fact, every time I go somewhere 
new I look for things businesses are 
doing right and wrong and make sure 
I learn something from the experience. 
Restaurants, resorts, Nordstrom, etc. It’s 
all fair game. I’d encourage you to adopt 
the same curiosity and behavior. You 
never know where the next “big idea” 
for your practice or business will come 
from.

My last trip to Disney, no different. 
In fact, I identified enough things that 
I eventually gave up keeping track. I did 
my best to jot notes on my iPhone as I 
cruised around the parks.

It’s true you can learn a lot from 
visiting other dental offices. You can 
learn even more jumping outside the 
realm of dentistry and getting nosey 

about what other businesses are doing 
to make them successful in a tough 
economy.

One thing I 
found inter-
esting: Disney 
is selling the 
daylights out 
of their “Best 
Kept Secret” 
Disney vacation 
club. For $20k, 
you too, can 
be a member. I 
toured this back 
in 2007 and 

their sales pitch was awesome. (Yes, I 
am considering it, again. Disney is one 
of my family’s favorite destinations and 
you’d be surprised, or not, how many 

over 50 and 60 year olds there are 
scrambling from ride-to-ride. I 
wasn’t. So there’s hope I can use this 
for the next 45 yearsA.) 

This was perhaps my 12th or so trip 
to a Disney park and it never gets old 
since they are always reinventing and 
making their parks interesting and 
more importantly, “of interest.”

How are you reinventing your 
practice and making it interesting, 
different, new and, more important-
ly, always of interest to your patients?

If your answer is “nothing really,” 
then we’ve got some work to do, don’t 
we? (Check out my other article on 
Disney later in this issue.) Listen: 
there’s a month and a half left of 2012 
by the time you get this. There’s work 
to be done, so let’s get at it. Deal?
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Comments From a Few of Jerry’s 
ClearPath Society® Members...

Additional Resources for
Dentists to GROW their practice without 

all the hassle and overhead...
aClearPath Society®. This is Jerry’s ex-
clusive Membership-based group that meets 
in-person, every year, for a closed-door 
Mastermind Roundtable meeting. Members 
are entitled to use Jerry’s practice-building 
resources, including all of his postcards, 
ads, and more. Plus, Members get exclusive 
discounts on other services. Info available at 
http://bit.ly/cp-membership. NOTE: There 
is a price increase effective 12/31/12.

aNEW PATIENTS: Easily attract new pa-
tients using Jerry Jones Direct’s strategic, 
turn-key, Killer New Patient Postcard Pro-
gram. Let JJD take care of all the strategy 
and heavy lifting on your next new patient 
acquisition project using postcard – from 
design, copywriting (using only proven copy 
from postcards Jerry creates, mails and uses 
for SofTouch Dental™ and his other clients 
around the US), list rental, mailing, and much 
more. For a 1:1 no-cost consultation, contact 
Jerry via email: jerry@jerryjonesdirect.com. 
At this time, there are just 2 private client 
spots available. Dentists only, please.

JERRY JONES DIRECT
Dentistry’s #1 Resource for Practice Growth & PROFITS!

Phone: 503-339-6000 | FAX: 503-218-0557 | info@jerryjonesdirect.com
www.JerryJonesDirect.com | 4742 Liberty Rd S #262 | Salem, OR 97302

Hey, 
I know that you’ve seen better results from others but 

I’m still very happy. 10 patients from the reactivation 
campaign in the first week. 5 patients following your 
Facebook advice in the ClearPath® newsletter in two weeks. 
So 15 ‘butts in chairs’ that wouldn’t have been there. 
Thanks and I know it will grow. Lookin’ forward to your 
next newsletter!

-Lew Richardson, D.D.S.

Hi Jerry, 
Just mailed my ‘guilt free’ cards on 8/10. On 8/13 my sec-

ond new patient in the office gets approved and appointed 
for a $6800 case. Her last dentist was one block away and 
didn’t feel comfortable doing what she needed. Jerry, you’re 
the man!

-JD Murray, D.D.S.

Hi Jerry,
Thanks for taking time out to speak with me. The infor-

mation was very helpful and I really felt energized after 
our conversation. You are really awesome for sharing with 
us your insight into marketing and practice mgmt.

-Vineet Sohoni, D.D.S.
You can learn 
even more 
jumping outside 
the realm of 
dentistry and 
getting nosey 
about what 
other business-
es are doing 
to make them 
successful in a 
tough economy.

Need a speaker or expert interview for an upcoming event? Jerry’s available to select audiences and brings 
new and exciting information on the topic of practice building – not the same old tired and worn-out infor-
mation, you’ve all heard. Jerry’s in the trenches, and knows what it takes to build a practice...from a business-
man’s perspective. For more information, email: melody@jerryjonesdirect.com with your proposal.
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Peer:Peer Advertising
I had an ad sent to me recently by Silver ClearPath® 

Member, Dr. Jack Wightman, dentist in Sioux Falls. In my 
opinion, Jack is one of the edgiest, smartest marketers of 
dentistry out there. And, he is constantly trying new stuff 
to shake up his community. I really enjoy seeing what he 
is doing and what he comes up with. This time, nothing Continued on Page 2

short of smart… Although I am not going to show his ad 
here, I’ll give you the major premise behind it and WHY 
it works.

The ad speaks directly and almost immediately to Jack’s 
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SuccessTM Magazine – A MUST READ

Long ago, I thought this magazine was dead. Good news: 
it has made a strong comeback the last few years. I get each 
issue via mail and devour almost immediately. There are 
some great lessons the magazine exhibits on its own, to 
keep it relevant. 

The BIG thing they’re doing right: Each month, they fea-
ture one or more top-of-mind celebrities and what makes 
them tick, insider interviews with them and more. For ex-
ample, recent issues featured Denzel Washington, John C. 
Maxwell, TVs Mark Burnett (creator of Survivor and many 
other hit reality TV shows), pop and music icon Usher, and 
many other notable celebs you’d recognize (There’s a formu-
la here – do you see it? Can you apply it in your practice?)

I enjoy and I know others do, reading about modern chal-

lenges, what they’re doing to stay relevant, the best in 
their field, and what motivates ‘em.

The November issue is in my oldest daughter’s hands 
right now, with two articles I marked for her to read. If 
I don’t expose her to “Success,” who will? You can’t leave 
it to chance, nor their teachers. It has to be you giving it 
to them, leading them down the path early, instead of 
late or not at all. Success practices are not in our main-
stream education. Sports is as close as it gets, and not 
everyone is involved in sports (although, on some level, 
they should).

I encourage you to get a subscription and make it a 
priority to read. It’s just $34.95 for the year. 

YELLOW Pages WARNING:

If you’re buying into “the only place to get new patients 
is online” crowd and implementing a switch from a mix of 
media to only online, you’re going to be disappointed, and 
perhaps, broke.

For some time now, I’ve warned that leaving the yellow 
pages may not be a bright decision. According to a study 
from LocalSearchAssociation.org, it shows that the two top 
resources used by consumers in choosing local businesses 
are: search engines and the Yellow Pages. In a given month, 
67% have used online search engines and 62% have used the 
printed Yellow Pages books for this purpose. In the past 12 
months, the YP claims 11 billion searches conducted with 
its print books (and 5.6 billion with its online Yellow Pages 
sites). Consumers surveyed rank the print books easier to 
use than online search engines for finding local providers, 
by a 7-point margin. Age data against these stats was not 
provided.

That last part is important. After having a conversation 
with a yellow pages’ rep recently over lunch I believe I can 
fill in some of the data where demographics wasn’t avail-
able. My source tells me that the smaller towns are hot beds 
for yellow pages, as are a crown above age 35 to 37. Inciden-
tally, my wife and I still use and refer to our book often and 
throw out the old one when a new one arrives.

I know for fact the older demographic, where the money 
lies in tough economic times, uses this resource. The vast 
majority of our big cases is from a mature demographic and 

most often 55+. Coincidentally, I invest most of my den-
tal office marketing in that sector whenever possible. You 
may benefit in 2013 by being IN this media while every-
one else, especially, has left it.

My source also told me he has great leverage in pricing 
his ads. Use that to your advantage. Treat them well, like 

real human beings and not some 
sordid traveling salesman and it’ll 
go far for you.

In the last 2 years of running it, 
2010 and 2011, my dental assisting 
school picked up 2 students each 
year, from having an ad in the yel-
low pages.

Those are two we may not have otherwise picked up, 
and represent about $3500 profit per student vs. a $1200 
per year cost to be in the yellow pages. A good return, no 
matter how you measure it.

We placed a double truck ad (2-pages facing each oth-
er) in an Oregon Coast ZIP LOCAL edition of the yellow 
pages. Already, we’ve seen a 5:1 ROI on our investment. 
Granted we took a huge discount from ZIP to run it (well 
over 50% off list price), but to me, I’ll run an ad any-
where that will give me a solid return. Especially if it sits 
in my ideal prospects’ homes for a year or more!

My source 
tells me that 
the smaller 
towns are hot 
beds for yellow 
pages, as are 
a crown above 
age 35 to 37.
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Imagine an ad so powerful, so com- 
pelling, it literally breaks your 
phone system from too many calls.

This is what happened to me not once, 
but twice in the month of Sep- tember. 
(I even have the phone tech tickets 
to prove it.)

On one side, it’s a real problem when 
your phone system breaks from too many 
calls. On the flip side, can you think 
of a better problem to have to solve? 
I mean, we even have 4 incoming lines!

Now, I’m not going to go so far to 
say this ad will break your phone 
systems, but, here’s what a dentist 
in Warwick, NY, Dr. Vipul Patel told 
me,

“Jerry... I used your new patient [ad] for two 
drops costing $1800.00 and so far have pro- duced 
$46,000. Needless to say we are going to run it 
again. We also used your [ad]: cost $1800 and 
production about $6000.”*

If you’d like to learn more about 
this phone busting ad, even get a copy 
of the ad, and learn more about how it 
works, there are three ways you can 
do that:

1.) FAX your name and address on your office 
letterhead (this weeds out imposters and copycats that 
chase my ads all over the US): 1-503-218-0557; or,

BREAKING NEWS

“New  Patient  Ad  
Floods  Dental  Practice... 

Literally  Breaks  Phone  System”

2.) Email your name and address to: 
phonebustingad@jerryjonesdirect.com, OR,

3.) VISIT my website:www.PhoneBustingAd.com

There are a couple of qualifica- 
tions that I ask you to meet... First, 
you must be a dentist. Second, this 
ad could actually ruin your office if 
you’re not actually ready for it. 
So, I ask that you and your team are 
already successful with handling a 
large number of new patients (i.e. 
If you can’t handle more than 20 new 
per month, right now, please pass. 
So, I ask that you and your team are 
already successful with handling a 
large number of new patients (i.e. If 
you can’t handle more than 20 new per 
month, right now, please pass).

Adios,

Jerry
Jerry A. Jones 
SofTouch DentalTM Inc.

P.S. Since I’m mailing this Phone 
Busting Ad information via US Mail, 
and, it’s completely FREE and requires 
no obligation, I’ve only printed 100 
of the information packages. So, once 
they’re gone, sorry, they’re gone.
P.S. #2 Act now before someone else in 
your area gets it!

*Results are not typical. The typical dentist won’t place this ad, 
won’t believe it’ll work, and won’t have the staffing and skillset to 
achieve these results.



“Peer: Peer Advertising”, Continued from Page 1

Silver ClearPath® Member, Dr. Lon Peckham, ran this ad recently in his local paper.

He’s running on the perception out there among denture wearers that the “denture mills” (I’m thinking of 
Aspen Dental’s $249 denture) are not the place you may want to go to get a good-fitting, useful denture. Lon 
asked some smart questions in his email to me, including:

“What color and weight are you using on your FSI?”

He took four calls on the 1st day and booked 2 new pts. Very, 
very cool. Here’s my response to Lon: 

Hey Lon, I like to do 8.5x11, regular colored copy paper, 
appropriate for the season (color). I do however, sometimes run 
the slick crap the newspapers like to sell me - hard to pass up 
$1350 for 45,000 distribution! If the ad’s a workin’, just keep 
‘er runnin! Just run ‘er in more places like in the Spokesman?? 
All the rural papers, too, in eastern Washington are fair game. 
People are traveling 50+ miles answering our denture ad that 
doesn’t even quote prices...Just the service and the free consult 
and $100 off denture discount.

Adios, Jerry

P.S. You’re smart on this ad to give the real reason behind the 
price and to use your expert and positioned status for the benefit 
of the patient. That’s one of the keys as to why this works. You 
give the reason “WHY” behind the discount!

P.S. #2 I also like the headline: “We FIX $249 Dentures”A

Embarrassed By Your Marketing?
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My trip to Disney inspired this question: If you hired 
a Disney Imagineer (the word is a combination 
of imagination and engineer and was language 
“invented” by Walt) to look over your practice, what 
do you think they’d come up with? What if you asked 
your team: “If we were to use the principles of Walt 
Disney’s Imagineers to change the way our patients 
view us and dentistry, what would we do to accomplish 
that?” Maybe a trip to Disney is in order for a future 
Member Mastermind and Roundtable, eh?

Dentists and practice owners have unique challenges 
in their business, for sure. But, don’t jump to the 
conclusion that Walt’s Imagineers have it easy. There 
are a couple of things to keep in mind about Disney 
and what the Imagineers have as business challenges:

•	They’ve	got	a	legend	named	Walt,	a	mouse	and	
some pretend characters to work with
•	They’ve	got	to	constantly	re-invent	themes,	rides	
and attractions every few years so they remain “of 
interest” and interesting and “new” to young and 
old, new riders and repeat riders
•	They’ve	got	to	keep	growing	their	operation	and	
stay profitable by expanding beyond their comfort 
zones and have done so brilliantly
•	They’ve	 got	 to	 look	 at	 every	 kind	 of	 market	
they can get that darn mouse into (time shares, 
retail stores, licensing (huge for them), movies, 
TV, restaurants (do you have any idea how many 
restaurants are on Disney properties?), and more
•	They	 have	 to	 keep	moms,	 dads,	 grandparents	

What Would Walt’s Imagineers Do?

and kids engaged (My wife and I were as excited 
about some of the rides as our kids and you could 
see the tempo of walking and of conversation 
increasing as we neared a ride we all were excited 
for – particularly Tower of Terror, one of my 
personal favorites.)
•	They	have	to	be	expert	at	and	present	in	every	
media all the time (Ever see their ads follow you 
around the Internet? That’s called “re-marketing” 
and it’s big in the online world. They’re online, 
in the newspaper, magazines, TV, books and 
characters – everything directs the consumer 
back to the experience to be had in-person at one 
of their “resorts”)
•	Probably	 the	 biggest	 task:	 Decrease	 resistance	
and sensitivity to the thing: MONEY

The business of Disney is extremely complicated and 
ever-expanding. To unwind what they’ve put together 
would be nearly impossible. It makes running the 
businesses I have seem like amateurish child’s play. 
And, when I hear a dentist whine about having 3 
different ads out at once and wonder how his staff 
is going to keep them all straight, I chuckle. Imagine 
keeping just ONE revenue stream at Disney straight! 
Imagine the job Michael Eisner had! Now that would 
be chaos and not many mere mortals could or would 
handle what he did and what the current President of 
Disney, Robert Iger, has as a challenge. But, back to 
the original question for a Team meeting Brainstorm: 
What would an Imagineer suggest you do at your 
practice?
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true target market: Seniors. Jack’s ad’s headline focuses on one Senior helping another Senior. The headline: “Announcing 
Senior to Senior Dentistry.”

He’s taking the conversation that is in the mind of his prospect and putting it in the ad; using it to get their attention, 
get their heads nodding and saying, “yeah, that’s more me!”It’s nothing short of brilliant. I may share the ad in its entirety 
some other time. 

Big Lesson: How can you use that concept to your advantage? If you were a female, you could easily. If you were a Jewish 
Dentist in a heavily Jewish area, you could perhaps use it. If you are the “young stud” on the block, there’s an angle. And, 
if you’re the guy, mid-career, opportunity arises, there, too.

Whatever your advantage or uniqueness is, USE it in your advertising and promotion. Put a fresh, positive spin on it!

24 Mistakes...
Not long ago, I 
released a book that 
many docs have 
yet to read. Sadly, 
at their own peril. 
The feedback I have 
gotten from it has 
been unbelievable. 
I’ve had emails, 
letters and faxes from 
all over the country...
dentists who’ve 
avoided mistakes, 

and, unfortunately, dentists who read my book 
a bit too late. It may not be too late for you. 
Check it out on Amazon.com. Just search: 24 
Common Mistakes Doctors Make. $9.95


