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Staff and the new
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he fear that existing staff

will not stay with a new

doctor is largely unwar-
ranted in the majority of practice
transitions. Although it could
happen, it normally does not.
Here’s why.

When a new doctor buys an
existing practice, the staff has two
opdons: 1) Stay on (provided the
new owner asks) and continue
doing their current jobs, or 2)
Leave and look for a new position
in another dental office.

When the existing staff
remnains with the practice, they ...

@ Maintain their current
salaries and benefits

@ Retain their seniority

® Know the other staff mem-
bers and how they work

@ Understand the current
office policies and procedures

@ Are familiar with the equip-
ment in the office

® Know the patients

The one unknown variable is
that they have to get to know the
new owner. It can take some time
to become acquainted with their
new employer’s personality and
work style, but it is not an insur-
mountable task.

Here are the disadvantages to
resigning and changing jobs:

@ A change in salary and benefits

@ Loss of seniority

® Having to become acquainted
with and learn how to work with a
new staff

@ Learning new office policies
and procedures

® Learning how to use new
equipment

® Building relationships with
new patients

@ Getting to know and learning
how to work with a new doctor

If staff members remain with the
current practice, they must deal
with just one new variable — the
new doctor. But if they leave the
practice and go with a new employ-
er, they stll must deal with learning
the expectations of a new doctor —
plus six other new variables!
Clearly, staying with the existing
practice is far less of a gamble.

In my 30 years of experience, 1
can recall only two instances when
the existing staff left when a new
owner purchased the practice —
and one of those two times was at
the option of the buyer! The other
instance occurred when the practice
only had one staff member and the
selling doctor did not notify her of
the change until after the sale was
complete. She had worked for this
doctor for nearly 20 years and con-
sidered herself a loyal employee.
She was very upset that the doctor
had not trusted her enough to tell
her of his decision in advance.

Retaining existing staff members

doctor

is a key to any practice transition.
However, in some cases, it also pre-
sents an opportunity to make neces-
sary and advantageous changes for
practices that may have outgrown
individual employees. Here is a sim-
ple formula for retaining good staft:

From the seller’s side — Being
sensitive to long-time, loyal
employees is an extremely impor-
tant element in a successful transi-
tion. These staff members should
be taken aside and personally told
of the pending change. This can be
done immediately prior to the staff
meeting where you announce the
transition and introduce the new
doctor. The timing of this meeting
varies with each practice transition.

From the buyer’s side — Assure
the staff that their jobs, salaries, and
benefits are secure and will not
change. If the practice doesn’t offer
benefits, but the buyer plans to pro-
vide them, he/she should let the
staff know about the new plans.
The buyer would be wise not to
lower employees’ salaries or bene-
fits, because this might prompt
them to look for new employment.
Buyers need to understand that the
staft’s anxiety level will be relatively
high until they get to know the new
doctor.

The buyer of an existing practice
can assure staff retention by being
sensitive, reasonable, and by treat-
ing staff members as he or she
would like to be treated if the roles
were reversed.
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