
Q: It’s been said that dentistry has 
a great business model for those 

who know what they’re doing. What are 
your thoughts on that idea?

A:   Dentistry has been a great-
paying job, but if dentists do not 

think more entrepreneurially, they ultimate-
ly trade time for dollars. The challenge that 
many dentists have not been able to get 
over is the transition from being a business 
operator to a business owner. Owners can 
reap the rewards of a business, “making 
money while they sleep,” so to speak. 
Most dentists need to learn how to run a 
business so they can take advantage of 
the incredible gifts the business model can 
give, such as economy of scale. 

One of the transitions going on in den-
tistry is a decline in the single-practitioner 
offi ce. Traditionally, a dentist would work 
32 hours in a four-day week; we’re going 
to see that go away. Dentistry will go the 
path of organized medicine, and ultimately 
it is the consumer who will win, because 
what does the consumer want? They 
want better, they want faster, they want 
more affordable, and they want more 
convenient. Dentistry will fl ourish in the 
21st century if dental operators learn to 
evolve. That means multiple dentists work-
ing under one roof, offering considerably 
more hours, using technology, and making 
dentistry faster, safer, more affordable, and 
more convenient.

Q: What are some of the main 
challenges dentists face today?

A:   Financially, if they’re not willing 
to take advantage of economy of 

scale, then the lower insurance reimburse-
ments can be an issue. Maximization of hu-
man capital—surrounding themselves with 
a great team—can be challenging. Also, 
some dentists are fi nding digital marketing 
and social media a challenge.

At Fortune Management, we work with 
practices to turn challenges into advan-
tages. If dentists are not willing to evolve, 
they’re going to fall way behind, not just 
in technology, but also in the ability to 
provide services like placing implants. 
Again, that can be either a gift or a curse, 
depending on how it is addressed. An-
other impediment is when dentists do not 
put their systems in place. The sharp ones, 
the ones creating a repeatable business 
model, have learned how to systemize 
their business and make it predictable. 

Q: Are there things everyone should 
be doing with technology?

A:   Absolutely. At Fortune Manage-
ment, we see ourselves as the 

leader in digital-dentistry practice manage-
ment. Some things are mandatory if that 
practice is going to evolve. One is digital 
impressions and, if I had it my way, every 
dental practice would be working with 
CEREC and CEREC Omnicam. If you couple 

A seasoned motivator, public 
speaker, and acclaimed coach 
with over 30 years of business 
leadership in the healthcare 
community, Bernie Stoltz was 
the founder of fi ve successful 
companies before joining Fortune 
Management more than 20 years 
ago. He has conducted thousands 
of training programs across the 
country to help thousands of 
doctors become their personal and 
professional best. We sat down 
with him to discuss dentistry and 
the modern practice.

Making the Most 
of Your Business
WITH BERNIE STOLTZ

Bernie Stoltz
fortunemgmt.com

PRODUCT EVALUATION      Q&A      FROM THE PODIUM   |   EARLY ADOPTERS   |   WHY I USE...
peer

to
peer

106  |  DENTAL PRODUCT SHOPPER www.dentalproductshopper.com



ON THE FUTURE OF THE DENTAL TRADE SHOW

With Dentsply Sirona World coming up this September in Las Vegas, we asked Bernie Stoltz his thoughts on the trade show.
“The traditional trade show has been very, very slow to evolve, and that left a huge void for what we consider to be really 

high-end, quality continuing education. I think you’re going to see the corporate sector really fi ll that void, and that’s what 
Dentsply Sirona is doing. It’s why we’re committed to it. We believe that we can create better continuing education through 
corporate America. 

“If you take a look at Dentsply Sirona World, which will be in Las Vegas this September, we’ll have thousands of people and 
it’ll be a really cool learning environment where there’ll be entertainment, motivation, and 11 different dental training tracks. It 
is about building a creative event where the whole team can go, and they get back to the offi ce on Monday all fi red up and all 
executing from the same playbook.”
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that with a different delivery of restorative 
dentistry, you have something that’s better, 
more affordable, and faster. Good technol-
ogy should make the care more affordable 
for the patient and more profi table for the 
practice. We also believe in combining 
technology; for example, more dentists 
are treating sleep apnea. We’ve taught 
our dentists to understand that people 
don’t buy for logical reasons; they buy for 
emotional reasons. They want to learn how 
to look better, feel better, sleep better, and 
live longer. A modern practice can accom-
plish these things if it is willing to educate 
the patients on what is available. 

Q: At Fortune Management, how do 
you see the role of a coach versus 

a traditional consultant?

A:  We are not really consultants. Tra-
ditionally, consultants have been 

very willing to come into a dental practice 
and tell them what they should do, how 
they should do it, and who they should 
be. Much of the time it’s a cookie-cutter 
environment, and they’re putting their own 
expectations on the practice, and that’s 
why there has been so much pushback 
from the team. A coach approaches it from 
a completely different angle. A great coach 
sits down with a doctor and team and 
says, “Tell me who you want to be; show 
me how you want to deliver dentistry.” The 
coach asks goal-related questions: How 
much do you want to make, what’s your 

work-life balance going to look like, what 
culture do you want, what kind of standard 
of care do you want to deliver?

At Fortune Management, we help them 
develop a strategy to get to where they 
want to be in 5, 10, 15, 20 years. We wear 
three major hats—we’re their executive 
coaches, both personally and profession-
ally. We also are key business strategists, 
which is much more than working with 
the front desk on systems. It’s about how 
to expand their business, their footprint. 
Some want to learn how to have multiple 
locations, how to take on more doctors 
underneath one roof. They need help with 
negotiations, with associate contracts. 
The third hat is being practice advisors, 
where we address the many levels of the 
practice. 

Those qualities make Fortune Manage-
ment different and underscore why we are 
No. 1 in the space. We’re in our 27th year, 
and we’ve got advisors in 65 major mar-
kets throughout North America. On the 
dental side, we have over 1,000 practices 
under management. We keep every client 
on an upward trajectory, where they have 
contributed to their own success. In other 
words, it’s impossible for someone not to 
support a plan they helped create.

Q: What is the importance of having 
a presence in so many major 

markets and allowing for face-to-face 
meetings and hands-on training? 

A:  We have close to 100 front-line 
practice advisors—what we call 

boots-on-the-ground advisors, who live 
and work in the same communities as their 
clients. It gives them a unique set of skills 
as far as knowing that market, the com-
petition. Plus, we provide local accredited 
training to our client base, so that also 
makes us unique.

Q: What are some noteworthy 
changes you’ve seen in the 

industry over the past 15 or 20 years? 

A:  First is technology, which is 
absolutely driving dentistry 

today. Second is corporate dentistry, 
which is succeeding because they’re 
paying attention to the patient’s needs. 
The patient wants faster, more affordable, 
more convenience. Corporate dentistry’s 
been able to do that. They’ve also found 
a way to take everybody’s insurance 
plan, and they don’t fear insurance. They 
see it as just another form of marketing, 
whereas many private practitioners don’t 
understand that volume and economy of 
scale are the way forward. A third thing 
that’s shifted the profession is digital com-
munication, whether it be social media or 
Internet marketing. The ability to market 
more cost-effectively is there, but also the 
ability for a dissatisfi ed patient to post a 
bad review. 

Every challenge can also be a practice’s 
greatest opportunity if handled properly.


