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Protecting the goodwill 
value of your dental practice

When it comes to selling your dental practice(s), 
you will probably find a significant amount of the 
value is in ‘goodwill’.

Goodwill is sometimes defined as being the 
established reputation of the business. If you boil 
it down further, you could say it is the ‘value of 
business you get each year from returning patients’.

All those patients have a choice and it makes 
sense to cherish each one. One choice could be 
that they decide to stop attending the dentist. Your 
local competitors may also have growth plans, part 
of which is likely to include attracting patients from 
other dental practices.

The likelihood is that you will only know you have 
lost a patient (and maybe their entire family) once 
they have made a choice to move.

Miscommunication
I will give you an example of how easy it is to retain 
or lose a patient. I know someone who had been 
visiting the same dental surgery for 15 years. They 
were very happy with the clinical care and they were 
known at the practice by many of the team. 

Five years ago, the patient moved 40 miles from 
the practice. For five years, the patient demonstrated 
great loyalty and made an 80-mile round trip to visit 
her dentist. The only expectation this patient had 

was that they always booked so see the hygienist 
at the same time as scheduling a check-up to avoid 
making multiple journeys to the practice.

One day the receptionist called to cancel the 
check-up. This had happened before and was not a 
problem. The patient asked the receptionist to call 
back with some proposed dates when the dentist 
would be available on the same day as the hygienist 
so they could reschedule.

The practice never called back. This gave the 
patient time to consider if the 80-mile journey was 
worth it. It became clear to the patient that 15 years 
of loyal and profitable patronage was not enough 
to make them important enough to schedule in 
some appointments. The patient has never had any 
communication from the dental practice since that 
day. She said that ‘maybe they thought I had died’.

Long-term relationships
All of this lost business (goodwill) for the sake of 
a phone call and a disciplined patient follow-up 
process.

Maybe the loss of the patient was inconceivable. 
The patient had the highest regard for the services 
that had been provided. In short, there was no reason 
to assume this patient’s business was at risk until 
they just stopped showing up.

Long-term relationships do need managing. It 
can’t be all about new business, otherwise your 
revenue target just resembles a leaking bucket.

So, let’s quantify how the loss (or gain) of patient 
revenue (goodwill) could affect a dental practice 

value using a simple model. Whatever model you 
use to value the goodwill, there will be an impact on 
value:
• If the EBITDA is £101,000 and the selling price is

six times EBITDA, then the value is £606,000
• If the EBITDA is £116,000 and the selling price is

six times EBITDA, then the value is £696,000
• The extra £15,000 of EBITDA adds an extra

£90,000 to the business value.
Reviewing your patient journey will help to identify

missed touch points with patients. To be effective 
this requires a high level of accountability from the 
entire team.

Factors to consider
Paranoia is good for customer retention and 
growth. You must assume every patient is at risk.
• The first step is to do a situation analysis.

Identify your strengths and weaknesses. Assess
the patient journey and consider what you can
do better

• Complete a line-by-line review of your patient
list. Consider individual patient spend and the
regularity of their visits. It will identify patients
who are at risk and services that may be in
decline.

Other factors to consider when looking to protect 
your goodwill value include:

• Delivering on the NHS contract
• The time you will commit to helping the new

purchaser integrate into the dental practice
• Data security procedures you have in place to

protect your patient list
• That you have proper staff agreements in place

with relevant restrictive covenants
• Continuing to develop the goodwill value through

to completion. 

FIND OUT MORE about Lily Head Dental Practice Sales by 
visiting www.dentalpracticesales.co.uk.
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Abi Greenhough provides several ways you can retain the value of goodwill 
at your practice, with a focus on building good patient relationships


