o say that Dr. Joe Willardsen has dentistry in
r]l his blood is an understatement. With a father

who practiced in Palm Springs, Calif., and two
brothers practicing in Las Vegas and Palm Springs, there
is plenty of “tooth talk” when the Willardsens get together
for a family dinner.

But there is much more to Dr. Joe Willardsen’s view of
dentistry than just dentistry. Using the concept of “true
dentistry,” Dr. Willardsen has grown his practice from
nothing to two dental offices in just two years.

“The whole idea behind ‘true dentistry’ is creating
a place that is customer-oriented. I wanted to create the
Nordstrom’s of dentistry,” Dr. Willardsen said. “I wanted
everything to be up-to-date in my practice, including the
logos, equipment, and office décor. I wanted to create a
place that I didn’t know existed in Las Vegas.”

To create something that doesn’t exist in Las Vegas is
a feat in and of itself, but it’s obvious that Dr. Willardsen
is on to something. His one-operatory office on Sahara
Avenue is bursting at the seams, and his new three-operatory
facility in southwest Las Vegas will be open shortly after

Sure
Belt

Dr. Joe Willardsen didn’t
want to gamble with his
future, so he used marketing,
continuing education, and a
vision to come up a winner in
the high-stakes world of
Las Vegas dentistry
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the ADA Annual Session closes.

“It is Las Vegas, so our patient base includes
cocktail waitresses, executive chefs, and exotic
dancers, but we also have patients who are house-
wives and electricians,” Dr. Willardsen said. “A
lot of patients have had dental work in the past
and they simply aren’t happy with it. My message
is that this is a new type of dentistry. It is ‘true
dentistry.” They don’t have to drive or fly to Los
Angeles to have their problems solved.”

It took more than Dr. Willardsen’s family pedi-
gree to get his message to the public and build a successtul
practice. Dr. Willardsen has invested countless continu-
ing-education hours at Las Vegas Institute and Arrowhead
Dental Laboratory and
has also used countless
marketing avenues to
get his name and the
message of “true den-
tistry” to the public.

“When I was taking
my board exams, there
were 300 registered
dentists in Las Vegas.
The next year, that
number doubled. I had
to make my name stand |
out,” Dr. Willardsen
said. “I found a way to
advertise in Cosmopoli-
tan, Marie Claire, and |
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other magazines. I was invited to
be the dentist on a local televi-
sion program called “The Well- (
ness Hour,” which airs four times

peleZEké;panded media.pres- L@IS \V(@ (g,(alS

ence attracted the patients, but it
was the in-office marketing that
made them stay in Dr. Willard- So where would a resident of Las Vegas recommend you visit when you’re
sen’s practice. in his city for the ADA Annual Session? We asked Dr. Joe Willardsen for his
“Consumers have to be able FEM{5s1eS places to see, eat, 1nd relax in Las Vi Here’s what he said ...

to see what you can do, and that o ; ' i

includes showing them before- ;
and-after shots of other patients Strip at least once, r1ght7’ Ifa wsxtmg
with similar situations,” Dr. Wil-  has a short amount of time, what s
lardsen explained. “If you want / ,s strange because, When‘
to do cosmetic dentistry, it sim-
ply can’t be done without mar-
keting. You not only have to do a
lot of cosmetic dentistry, but you
also have to do a lot of market-
ing. I heard a recent poll where
40 to 45 percent of patients say
they have a general dentist, but
he or she doesn’t do cosmetic

dentistry. Can you believe that?  DE: What are some of your favorite restaurants?

All it takes is a gallery of before- /: Sensi at Bellagio is excellent. One of my pauents is th‘ xecutive chef at Wynn,
and-after shots to show your pa-  and I know all of their restaurants are great Ifyou're lookl hi, it’s hard to beat
tients you can do the work. Nobu at the Hard Rock Casino. , ~ ‘

“I know people will read this
article and say I'm able to do
some of this marketing only be-
cause I'm in Las Vegas. This is
an amazing city with so many
opportunities, but I know the
dentist who is in the middle of
farmland in Towa can find this
same kind of success with the
right marketing.”

; ,Wwwkwynnlasyveygas com,' 02710
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While training and
marketing have been
two of the secrets behind
. Dr. Willardsen’s success,
| the third has the biggest
impact on his practice
— his staff.

“My staff members
can’t be beat,” Dr. Wil-
lardsen smiled. “I love
the fact that we're all on
the same level of think-
ing when it comes to
this practice. We built
this practice together.
I also love that none of
my staff members came
from a dental back-
ground, so they entered my practice without any preju-
dices or bad habits. People skills are the key and their
attitude is great.

“I think the patients like them more than me,” he chuck-
led. “T owe a lot of this practice’s success to them.”

Dr. Willardsen designed his practices to have a clean
and modern look and feel. While some might quickly label
it a “spa practice,” the 34-year-old Loma Linda graduate
doesn’t necessarily agree.

“We did set up the office to feel like a spa, but how can
we compete with the spas at Mandalay Bay or Bellagio?”
Dr. Willardsen asked. “We don’t want patients to come
here because it’s a spa. We want them to come here because
they believe this is the place to have their cosmetic dreams
realized. We emphasize dental health and beauty, and we
tell people we are the experts. I believe our work is just as
good or better than anyone else in Las Vegas.”

The belief in the high quality of his work has allowed
Dr. Willardsen to focus on the patients who he feels are
the best fit for his practice. Not every patient who comes
to Dr. Willardsen stays on as a patient, and that has helped
his practice grow even more, he said.

“I can read a patient fairly quickly, and it’s not hard to
see if that patient fits in with our office philosophy,” he
explained. “I know most dentists don’t want to see a patient
and his or her money walk out the door, but I feel like not
having to deal with someone who could be a problem pa-
tient will save me money in the long run.

“When I first got out of school, I felt like I had to be the
doctor for everyone. I eventually learned that I can’t do
that. Tt was a hard adjustment for me to learn to say no to
some people, but it has paid oft.”

Part of the payoff is Dr. Willardsen’s second practice.
Now just a few days from opening, Dr. Willardsen believes
it will set a new standard in Las Vegas.

“I don’t know how to describe it other than to say it

is really cool,” Dr. Willardsen beamed. “I think it’s above
and beyond any office I've ever seen. I know our contrac-
tor and Henry Schein contacts have been wowed as it has
come into reality. We have the same interior designer who
worked on the Hard Rock Casino and the Bellagio, so it
really has a hotel feel to it. Like the other office, it has a spa
feel but does not have a spa theme. It is very much a beauty
office. It will have a teaching facility and an esthetician will
be on staff to help our patients. It also gives me a chance to
work alongside one of my brothers. John, who teaches at
Loma Linda and practices in Palm Springs, will be in the
office each week doing implants.”

With John working alongside and other brother Jim
not far away (you can read about him and his practice in
this month’ issue of Dental Equipment & Materials), there
are plenty of opportunities for the Willardsens to get to-
gether. But the camaraderie (and maybe a touch of sibling
rivalry) goes beyond dentistry. The trio and another brother,
Jared, who works as a sports videographer, are avid racers.
They’ve competed for years on the motocross track, and
they are currently preparing to tackle the Baja 1000, an
endurance truck race, in November.

“All four brothers will be in the same truck and we’ll
each race about 250 miles,” Dr. Joe Willardsen explained,
adding that a pit crew of about 20 people will be helping
the brothers navigate their way through the desert. “We’ve
been racing on motorcycles since we were kids, so we
thought this would be a lot of fun to try.”

It hasn’t always been easy or painless. Broken wrists and
ankles are among the injuries the brothers have sustained.
Joe had to fill in for John during his implant residency after
John broke both ankles in a motocross accident the night
before his implant study club was to meet.

“He didn’t tell me I’d have to set up with fresh human
heads, so that was a surprise for me at 3 a.m. to look in the
bags and see them,” Dr. Joe Willardsen laughed. “I think I
still owe him for that one.”

And how does dentistry and racing fit together?

“Well, dentistry pays the bills,” he chuckled. “Racing is
a good stress relief for all of us and it’s a chance for us to
be together.”

Racing trucks and advertising in national magazines may
not be on the resume of many dentists around the country,
but it has worked well for Dr. Willardsen. He believes the
success he has found in Las Vegas can be duplicated any-
where — with the correct attitude.

“I think we’re on the edge of a new generation of den-
tistry. Saying that you should keep doing the same things
because that’s the way you’ve always done them just won’t
work any more,” he said. “You have to make changes in order
to obtain your dreams and desires. With the right mindset,
anything can be done. If you see something you want for
you and your practice, you have to believe it’s obtainable
— and you have to have the courage to go for it.” DE
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