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CHAPTER 29

LIFE LESSON:  
Pick Two From Price,  
Quality And Service

BY FRED ECK, DDS

I was a junior in high school when I decided I wanted to become a den-
tist. I was absolutely certain that dentistry was the career for me. At that 
young age, as excited as I was to have chosen my path, I was unaware 
that I had my work cut out for me. For the next several years, I was told 
that I would need to have money in order to go to dental school. How 
discouraging and worrisome this was because I knew my family did 
not have any money. Hard work and borrowing money were the only 
way I was going to get through school. After I graduated from college, 
I learned that my mother was severely behind on bills because she had 
been giving me money every month for my rent. So, after ten years of 
school I was excited to be done and able to finally get above the moun-
tain of school bills. I think I was as excited about being able to help my 
mom as I was about helping myself get ahead.

Following graduation from dental school, I was glad it was over, but 
still had a hunger to learn more. I wanted to learn as much as I could 
and knew that educating myself was going to play a large part in reach-
ing my goals. So one day I was looking at a trade magazine and saw 
a continuing education course titled, “How to put your practice in the 
top 10%.” I figured putting myself in the top 10% meant top 10% of 
income. Being fresh out of school, this was a very appealing idea, be-
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cause I was constantly thinking and worrying about school loans, prac-
tice overhead and practice loans. Finding a way to position myself in 
the top 10% of dental offices would ensure that finances would not be a 
problem anymore.

On the first day of this course, it was proposed you could be in the top 
10% of dental practices if you simply “did the right thing” for the pa-
tients. It was stated that if you did that little thing then the money would 
just come. This did not seem to be earth-shattering information. In fact, 
I was a little surprised that I paid money to learn what I thought was 
common sense. At the time I remember thinking, “who doesn’t do the 
right thing for their patients?” I would not discover until several years 
later how important doing the right thing for the patient was. You see, 
during this course, we learned how to treat complete complex cases that 
many doctors were not learning to do. We were learning that doing the 
highest level of dentistry was beneficial to the patient and they would 
appreciate and pay for it. My next several years of education would be 
focused on learning everything I could about providing superior clinical 
results. The doctor I bought my first practice from would even routinely 
stop by just to see how different his old practice was becoming. He was 
fascinated with some of the dentistry we were providing. 

In late 2007, the economy started to change and the real estate market 
bubble burst. Our patient’s did not have the disposable income levels 
that they had enjoyed in the past. In Southwest Florida, where I prac-
tice, it was obvious that we had to change the way we were practicing 
dentistry. Our area was one of the hardest hit in the country and it was 
becoming increasingly worse as time passed. Our community is a re-
tirement haven with a large portion of the residents whether full time 
or part time “Snowbirds” being originally from the Midwest. Many of 
these people had worked their whole lives in the manufacturing and au-
tomotive industry. They retired to Florida with great benefits, fantastic 
pensions and healthy stock portfolios. When the bottom dropped out 
the majority of our patients lost much of their insurance benefits, pen-
sions, homes, investments and more. As it worsened, we realized that 
we were in a major national economic crisis. This of course was having 
an impact on our dental practice. More than 50% of the patients coming 
in for treatment were not able to afford that treatment. Not only were we 
slowing down, but also I was becoming very concerned about all the pa-
tients delaying treatment. I knew that money was the reason why these 
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patients put off their treatment, but I also knew that it would lead to ever 
more costly treatment and make their financial concerns even worse.

Once I completed that first course following dental school, I changed 
dental laboratories and materials I used in order to provide the absolute 
best, most esthetic treatment available anywhere. We had to raise our 
fees to use these labs and materials, but it did not seem to matter. In fact, 
high-end dentistry became very popular and it seemed to be what people 
wanted. One day I had a patient come into the office who, like many 
other individuals, could not afford treatment. I really wanted her to get 
the treatment that she needed so I came up with an idea. I could use 
one of the old labs that I used before taking all this advanced training. 
Although I explained to her that there were a lot of advantages to the 
higher end work, in the end she was primarily concerned about the cost. 
After completing that case it hit me. I could create a menu or range of 
options so every patient could be treated. We could offer basic service, 
moderate service or high-end service depending on the patient’s desires 
and budget. Often times now I will use automobile brands as examples. 
We offer the ability and choice to purchase a Hyundai, Honda, Lexus, 
Mercedes, etc. It’s like we offer all these on one lot. Most patients, and 
I would argue most dentists, do not understand and are not aware of the 
cost differences available in dentistry. I myself had no idea until I took 
the course to learn high-end dentistry. We also learned that the high-end 
services we could now provide to our patients needed to be matched 
with a dental laboratory that possessed that same set of skills. In other 
words the average dental lab could not perform at that high level.

We have cultivated relationships with many different types of dental 
laboratories. We offer multiple options for almost every service in our 
practices. We are able to offer almost endless crown or cap options, sev-
eral types of dentures, six dental implant options, etc. I would like to go 
into this aspect a little further and shatter some of the myths that exist 
with regard to dental treatment. I’m going to use a dental crown, or in 
layman’s terms, a cap as my example, but the same rule applies to im-
plants, bridges, dentures and partials and virtually every other aspect of 
dental treatment. Most people think that a crown is a crown is a crown. 
They are under the false impression that the quality is universally the 
same and the only difference is the price. They believe if they “price 
shop” for the best price they will be getting superior quality for a lower 
cost. This is most certainly NOT the case. In reality, it is quite the op-
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posite. Let’s say you want to go out for a nice steak but you don’t want 
to pay a lot of money. They serve steak at Golden Corral so you could 
go there or you could go to Ruth’s Chris. What you are not going to get 
is the Ruth’s Chris steak at Golden Corral prices.

Patients were exceedingly happy with the availability of these new op-
tions. For those that have finances and budget as their primary decision-
making factor, we could help them find an option that would work for 
them. We were now able to help almost any patient that came in to the 
practice. We began evaluating other areas in the practice that we could 
improve to make us a truly patient-centered practice. We want all of our 
decisions to be made based on what is best for the patient, more so than 
looking at what was best for the practice. All of the choices made for 
the benefit of the patient were to become so popular that we began to 
see rapid growth. 

So it came full circle, do what’s best for the patients considering the times 
and the business did thrive. Doing what was right for the patient now 
meant make something affordable. Giving up a little of the profits resulted 
in such volume, it was beneficial to us and especially to the patients. 

I must say that there is one funny side effect of practicing this way. Of-
fering anything from bare bones services to high-end services, some 
patients actually get offended once they learn there are multiple op-
tions available with multiple price points. The people that get upset are 
those that come in with only the cheapest thing in mind and are caught 
off guard or shocked that there are differences between one crown and 
another or one implant and another. Everyone knows and understands 
that there is a difference between a $50.00 DVD player and a $300.00 
DVD player. Is a $700.00 55 inch flat screen TV the same as a $2,600.00 
55 inch flat screen TV? Of course not, and that is not to say you need 
or want the $2,600.00 model. However, you have to acknowledge they 
are not the same thing. That same group of patients also doesn’t want 
to take into account the fact that there is a vast difference in the training 
and clinical skill level amongst dentists. This group, for some reason, 
thinks the services and products we provide are all the same but that we 
all just have different prices. In fact, most dentists are taught to estab-
lish prices the same way. It’s all based on industry norms, lab bills and 
material used. We used to hear a lot of our seasonal patients that live in 
Florida say, “I can get this done much cheaper up north.” The reality is 
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it doesn’t matter what state you are in, there are dentists that do high-end 
work, dentists that do low end work and dentists that are somewhere in 
between. You the patient must decide what level of care you want be-
cause a $1,200 crown in Florida is a $1,200 crown in Ohio. The same 
can be said for a $700 crown. 

Over the years there have been many articles written on the topic of price, 
quality and service. You can pick two out of the three. You can never have 
all three. I have illustrated this point with the following examples: 

Quality and service: Companies like Mercedes Benz and Nordstrom 
base their business on quality and service. They are not trying to be 
low price leaders. It’s not that their prices aren’t fair, but what you are 
getting is not going to be cheap compared to other brands. A Rolex is a 
Rolex and a Timex is a Timex. You can get a fair price on your Rolex 
but you cannot buy a Rolex for the price of the Timex.

Price and quality: Costco and Home Depot come to mind when thinking 
of companies that base their business model after price and quality. Both 
offer quality name brand products for a lower cost. However, service is 
not a focus of their business. Costco does not hire or invest in a staff that 
can actually give you enough information to determine what flat screen 
TV best fits your needs. They will only read off the product card next 
to the price or read off the side of the box.  Their product knowledge is 
typically no better than yours.

Price and service: as I mentioned earlier with the 55 inch flat screen 
TV example, just because the cost of something is low doesn’t always 
mean that the quality is horrible. One must keep in mind however that 
there is a difference and you must accept and live with the difference be-
fore making a buying decision. The example that comes to mind when 
thinking of price and service as the leading factor in a business model 
is printing on hats instead of embroidering. We buy shirts and hats all 
the time with our logo on them. I really like the hats and shirts with our 
logo embroidered but if we are doing a big give away and trying to keep 
costs down we have the logo printed instead of embroidered. Obviously, 
embroidering is far superior in quality and longevity compared to print-
ing so we are giving up the quality for price. 

For those of you that have dental insurance, this is very important for 
you to understand. Insurance plans are sold under the premise you are 
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getting huge discounts. After reading this, do you realize you’re not get-
ting a discount? You are simply getting what you pay for based on the 
fee structure of your plan.

We take great pride in being able and willing to provide our patients 
with enough information for them to make an informed decision about 
what type of dental treatment they want. By altering some of the ways 
we do business and by widening the product/service selections that are 
available, we have allowed many people who otherwise would not be 
able to afford their dental treatment to get what they need at a price that 
works with their financial capabilities. For the last few years, we have 
provided and will continue to provide free dental service for retired and 
active duty veterans as well as those with no means to pay for treatment 
at our Dentistry from the Heart and Salute to the Troops annual events. 
This is just one of the many ways in which we are able to give back to 
the community that has been so kind and supportive and allows us to 
keep our charity local.

We feel that we are unique in that most offices do not operate with the 
same business model that we have established. Other offices usually 
only have a single fee structure. 

In the end the consumer has to pick between price, quality, and service. 
Most consumers know which one of the three that is most important to 
them. So when selecting a dentist, choose one with that most impor-
tant attribute in mind. Then pick which of the other two is more impor-
tant. In our office we have tried for several years to provide all three. I 
thought I would be the guy that cracked the code. I found that trying to 
provide the same quality at a reduced price to help those affected by the 
economy was resulting in not being able to provide the same service. 
I find things like adequate staffing, running on time (no waiting in the 
reception area), time to stop and have a conversation with a patient are 
critical for providing great service. We have actually separated our prac-
tice into two separate practices in order to treat everyone depending on 
which two are most important to them. 
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About Dr. Fred Eck

Dr. Fred Eck, DDS owns and manages some of the most premier 
dental and facial pain offices in the country. His philosophy is to 
employ and train doctors to be the most educated in the industry. 
Patients come to southwest Florida from all over the United States. 

In fact, many of their patients travel from other countries to be diagnosed and treated. 

Dr. Eck is regularly involved in educating the public by contributing to newspaper 
columns, blogs, and patient education seminars. Dr. Eck’s seminars were developed 
to educate the public so they can make an informed decision.

Dr. Eck devotes some of his time to educating and training dental professionals as 
well as other doctors offices, so this level of treatment and patient education can be 
more widespread in the dental industry. 

To learn more about Dr. Fred, visit: drfredeck.com or call: 1-239-992-8555. 

www.drfredeck.com


