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Dr. Ben Fishbein

Give Patients What They 
Want

PCSO 2019
Honolulu, HI
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Dr. Ben Fishbein
Originally from Baltimore, MD

Met my wife in residency, moved to her hometown of Pensacola FL

Worked in a corporation for a year

Bought a small practice in Pensacola FL
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Our Story
2013

Purchased small practice from Dr. Austin.  Became Austin & 
Fishbein Orthodontics.  

2013

Attempted to make no changes to the practice.  No growth 
and 2 doctor salaries.  

2014 - 2015

Started to make changes.  Previous doctor retired.
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Our Story (2015)
Fishbein Orthodontics

Removed ‘Grading’ Patients – At initial phone call, 
Credit Check, etc.

Flexible Financing

Reduced New Patient Exam Time

Started Direct Marketing
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1
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Coordinador

(2013)
6 Team Members

2 Off ices
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80+ Team Members 8 Offices
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Our Story (2016)

Continued to Grow Opened 3rd office (Pace, FL)



10

Our Story (2017)
Opened 4th office (Crestview, FL)

Expanded and Remodeled Navarre Office

Dr. Sarah Howle joined our team
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1800 sq ft 3600 sq ft

Navarre Office
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Navarre Office - Before
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Navarre Office - Progress 
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Navarre Office

Before After
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Navarre Office

Before After
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Our Story (2018)
Dr. Rezaie joined our team

Expanded and Remodeled Pensacola office

Started Fishbein Foundation

Added Call Center

Opened 5th and 6th offices
(Fort Walton Beach and Perdido)
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4400 sq ft 6800 sq ft
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Pensacola Remodel - Before
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Pensacola Remodel - Before
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Pensacola Remodel - Progress
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Pensacola Remodel - After
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Pensacola Remodel - After
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‘Team members respect what you inspect, 
not what you expect’
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Our Story (2019) Dr. Demoya joined our team

80+ Team Members

Opened 7th and 8th offices
(Niceville and Cantonment)
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New Patient Systems
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What do Patients Want?

reputation of practice, 
comfort or discomfort of 
visits, 5 senses, results, 

updated attractive 
offices

Experience
# of visits, length of 

visits, travel to office

Convenience
Price, down payment, 

insurance, monthly payments, 
Value-adds (lifetime retainers, 

whitening, cosmetic upgrades –
Invisalign)

Value



29

Consultation (90 Minutes)

Diagnostic Records (60 Mins)

Prophy / Separators (30 Mins)

Band Placement

Initial Bonding (120 Mins)

New Patient Process (2013)

2-4 week process

Consultation (30 Mintues)
Same Day Invisalign Itero Scan 

or Braces

New Patient Process (2018)

30 Minutes
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Dental
Clearance

Policy
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Timeline

Records

10
Mins

5
Mins

Diagnosis Fees Scan ? Schedule

5
Mins

5
Mins

5
Mins

The 30 minute ‘Convenient’ Consult
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What We Ask 
Every Mom At 
The Consultation
Do you still wear your retainers?

Would you like Dr. Fishbein to take a 
look at your teeth too?
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Wayne Gretzky

“I skate to where the 
puck is going to be, 

not where it has 
been.”

Anticipation
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Invisalign Vs. Braces (2013)

Invisalign Braces
Total Cost

Down Payment

Monthly Payment

Doctors Recommendation

Which one do you think most patients chose?

<5% Invisalign 
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Invisalign Vs. Braces (2019)

Invisalign Braces
Total Cost

Down Payment

Monthly Payment

Doctors Recommendation

Which one do you think most patients chose?

~30-40% Invisalign 

Same

Same

Same

Same

Same

Same



36

Whoever Makes It Easiest Wins

Braces Down Payment 

Same
Invisalign Down Payment

Same

R e m o v e  O b s t a c l e s  t o  T r e a t m e n t
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How Is It The 
Same Price?!

“Your not paying for the appliance, your paying 
for our doctors expertise”
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No Additional Cost

Invisalign  à Braces

No Additional Cost

Braces  à Invisalign

Experience Above All Else
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The Ritz Carleton Golden Rule

The Ritz Carleton empowers their employees to 
spend up to $2,000 an incident to solve their 
customer’s issues.  And this is without getting 
their managers permission!

Most stays at the Ritz Carleton are under 

$2,000!
The average loyal customer spends 

$250,000 
at Ritz Carleton over their lifetime

Instead of focusing on profit per case, shouldn’t we consider what the average 
family spends on their orthodontic care over their lifetime, and their friends!
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Whats Our 
Purpose?

Experience Above All Else:  
Create Raving Fans Culture is King
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The #1 thing we hear from visiting 
Team Members

41
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My Time In New Patient Room

42

The Patients think 
you know what 

you’re doing…Don’t 
convince them 

otherwise
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Retainer Plan
6 Years Post Treatment

4 Replacements a Year
(Trutain retainers only)

Easy Sell – All in 
wording/presentation

95% of Patient Get The 
Retainer Plan

Phase I Retainer Plan
2 Years Post Treatment 

2 Replacements a Year
(Hawley and lower lingual arch)
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Zoom Whitening

1 hour in office session

Take home bleach 
tray/syringe of bleach

Present AFTER down payment 
is taken   

26% of Patients add 
this
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TC 
Compensation

Bonus based on goals

Changes every few months

SDSs, retainers, zoom

Competitive Incentivizing

Pool Commission Between all TCs
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Starting the day on Time

Sticking to your 
tardy policy

ü 1st one is free
ü 2nd verbal warning
ü 3rd written warning
ü 4th sent home without pay

Emphasize the 
importance of starting 

your day on time
ü If you start on time you’ll 

end on time
ü Everyone wants to eat 

lunch and go home at 5 

Having a Morning 
Huddle 

ü Start promptly at 7:50 
every morning

ü Close the doors
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‘Everything that matters needs a system, and 
everything matters’
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Clear/Concise 
Job Descriptions

“Statement Of Work” For All Positions

Communicate Thoroughly And Often To 
Ensure You Are On The Same Page

Bonus Behaviors You Want To See 
(Bonuses Should Have A Clearly Defined 
Start/End Date) 
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Performance
Review
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“I had every intention of shopping around a bit before 
deciding on a orthodontist, but we felt so confident in 
the team at Fishbein that we actually decided to move 

forward and we were able to get started on our 
treatment plan with them today!”
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Training
Checklist
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Billboards, 104, 3%

PCDs, 1407, 36%

Direct Mail, 59, 2%
Events, 17, 0%

Ext Pts, 1072, 27%

Word of Mouth, 253, 6%

Insurance, 114, 3%

Signage, 122, 3%

FB, 54, 1%

Google, 
303, 8%

Website, 20, 1%

Radio, 10, 0%
Invisalign, 10, 0%

Other, 410, 
10%

Marketing

2018 STARTS
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Budget Report
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ROI
Trackable ROI vs Brand Awareness
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Swag & Materials
Logo on EVERYTHING

What is Trending, Unique, or Classic?

Branded Office Supplies

Available in Every Office and at Events

Aliza@fishortho.com



57

Events

FishOrtho 5k

Basketball Tournament

Feeding the Homeless

Hunger Heroes

Habitat for Humanity
Girl Scout Parties

Pace Center for Girls

ECPS Premier Sponsor
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Videos

About New Office or Dr Campaign Lifestyle 
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Billboards
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Blue Wahoo’s 
Baseball

Official Smile Provider

Smile Suite

Party Deck

First Pitches

Table Dates

Season Ticket 

SmileCam

Employee Discounts
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Staff Morale

Contests

Prizes Like a Shopping Spree

Team Building Meetings (Quarterly)

Family Fun Day

Painting with a Twist

Sam’s Fun City

Beach Brawl

Sky Zone

Christmas Parties

Cruise

Annual Retreat
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Appreciation

Snacks And Drinks In Every Office

Monthly Full Team Lunches 
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Core 
Values
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Keeping Morale Up
Quarterly Meetings

68



69

Keeping Morale Up
Quarterly Meetings

69



70

Keeping Morale Up
Quarterly Meetings

70
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Keeping Morale Up
Quarterly Meetings
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Keeping Morale Up

72
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We’ve had 300+ Orthodontists/Team 
Members visit our offices
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Fishbeinfundamentals.com
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Fishbein Fundamentals

Sep 11-12  2020
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Amanda@fishortho.com
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Fishbeinfoundation.com
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Humane Society

Kennel Sponsorship
Adoption Events

Paws on Palafox

Barktoberfest
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Dr. Ben Fishbein

410 935 6146

benfishbein@gmail.com


