
patient and
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focus on

customer care
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We believe great customer service begins 
with providing more support and training 
to our practices, so our teams can focus on 
delivering expert service and providing an 
exceptional customer experience. We have 
continuous training for our teams to ensure 
consistency and high standards throughout 
the practice network.

To know what we are doing right and what we 
could do better, we went straight to the source 
for feedback on the services we provide. 

Our mechanisms for receiving feedback 
include an easily accessible SMS survey facility, 
allowing patients and customers to tell us 
exactly what they think; this enables us to 
monitor and be certain we are delivering on 
our promise to provide outstanding service 
through clinical excellence, and focus on what 
matters most to them.

In the past year, we sent over 500,000 survey 
texts to customers asking for feedback in four 
key questions relating to their experience. We 
achieved a healthy 15% response rate and 
overall satisfaction was 4.6 out of 5.

We are striving to ensure all customers 
have access to our services whenever, and 
wherever, they need them, and in the past year 
we have continued to improve booking access 
to clinicians via the increased availability of 
our online booking and quick SMS re-booking 
services across all practices.

In addition, we continue to provide access to 
services to patients via email, SMS and letter 
campaigns, focused on and relevant to their oral 
healthcare.

Not only is it now easier for customers to 
access services than ever before, it is also 
more convenient, as we provide increased 
access across many of our practices in the 
evenings and at weekends, increasing flexible 
appointment time availability.

The online booking service was launched  
in 2015 and is now fully established across  
all practices.

To make sure every visit to our practices is of 
a high quality, we have developed a patient 
journey from start to finish, ensuring patients 
enjoy a professional and caring experience and  
return to us time after time. 

The first ‘step’ on our customer journey 
begins right at the recommendation to visit a 
mydentist practice, which guarantees a prompt 
response to the initial customer query. 

We realise that, to provide great service to 
patients, we need to make sure our employees 
and clinicians feel they have a voice, so we 
know what they need to enable them to 
continue delivering high quality services.

We continuously undertake engagement 
surveys for our employees and our clinicians, 
and we are constantly revising, implementing 
and testing solutions to address feedback, to 
ensure our business and services are stronger 
and more effective based on feedback from 
our teams.

We feel it is important for every team member 
to have a voice in the business they support, so 
we can always make sure that we are providing 
the best service to our customers.

At mydentist, we know that patients are the 
most important thing, which is why they are at 
the forefront of everything we do.

Our top priority is quality patient care, and 
at mydentist we are dedicated to providing 
the best service to customers.



practice
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services

Dental Directory is a leading provider of dental 
products and services in the United Kingdom, to 
third-party dental practices as well as practices 
within the mydentist network, with 550 people 
across five locations; it also supplies consumables, 
materials and equipment.

Introduction to practice services as a division
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Our practice services division includes Dental 
Directory and DBG, which offers training, 
compliance, engineering and business services, 
and Med-fx, which supplies toxins, fillers 
and cosmeceuticals to the burgeoning facial 
aesthetics market.

Alongside these are MI-Tec, which services and 
repairs handpieces, and PDS, whose dental 
laboratories create crowns, bridges, implants, 
dentures, orthodontics and gumshields.

Practice Services also includes Dolby Medical, 
our latest acquisition, which focuses on 
supplying, servicing and repairing equipment, 
as well as bringing specialist decontamination 
expertise to the arena.

Dental Directory supplies products and services 
both within the group to our patient services 
division and third-party practices, as well 
as NHS Supply Chain in England and NHS 
Scotland.

Services are provided to members and 
customers via telephone, online, outbound 
calling and through field-based sales 
representatives and mail-order catalogues.

The Dental Directory distributes a catalogue 
of around 27,000 products, including 
approximately 2,870 products via the UnoDent 
brand from its central logistics platform. 
This includes dental consumables, specialist 
products such as orthodontics, endodontics, 
surgical and oral hygiene and implant products; 
they also supply dentistry equipment, which 
ranges from dental chairs and cabinetry to 
digital imaging systems.

Dental Directory also carries out services such 
as equipment installation and maintenance, with 
its own handpiece repair and service business, 
and DBG offers a suite of training programmes, 
covering all aspects of the UK’s dentistry 
regulations and clinical compliance, both at a 
customer’s premises or in regional sites.

Beyond that, Med-fx provides products  
and training to support dentists in offering 
facial aesthetics.

In the coming year, PDS will see a continued 
focus on service, quality and investment,  
to ensure it remains at the forefront of  
dental technology.

We are also pleased to welcome Dolby Medical 
to the Practice Services team. They are a great 
fit and will ensure we are able to continue 
fulfilling all of our customers’ needs.

Through the teams of business consultants 
and telesales, regular contact is made with our 
customer base, to provide ongoing updates on 
our services and product ranges. 

Thanks to ongoing investment in our 
websites, in addition to investments in 
customer relationship management and field 
engineering, there are clear opportunities over 
the coming months to further enhance and 
increase what we can offer to our customers.



In 2015, we launched our new online 
Learning Management System (LMS) which 
saw engagement increase dramatically 
across the board.

Log-ins by clinicians jumped to 80 per cent, whilst 
90 per cent of our practice teams logged in.

Furthermore, the LMS houses online 
learning modules which both meet GDC CPD 
requirements but also provide a gateway to 
other face-to-face learning opportunities.

In the last year over 300 of our clinicians 
attended the ‘Communicating Effectively with 
Your Patients’ workshop, leading to a five per 
cent uplift in performance when compared to 
those who had not attended.

We also provided short term ortho solutions 
such as the ‘Six Month Smiles’ and ‘Quick 
Straight Teeth’ workshops, which allowed our 
clinicians to expand their portfolio of available 
treatments to our patients.

As well as this, we also started management 
development programmes for our Area 
Development Managers and Practice 
Managers, designed to give them the 
necessary skills, knowledge and behaviours in 
order for them to have full confidence when 
undertaking their roles.

As we invest in colleagues across the mydentist network, the Mydentist Academy 
continues to go from strength to strength, and over the last 12 months it has provided 
programmes and projects which illustrate our desire to invest in all of our people.

investing in
our people

We want each person working within the 
business to look at their role and be assured 
their development and growth is being tracked 
and looked after by us, as we strive to ensure 
mydentist remains a great place to work.

As part of our overall development offering, 
we have improved on our current induction 
programmes, primarily for our ADMs and PMs; 
this ensures our new starters, or colleagues 
promoted to new roles, have a successful start.

We have also put extra effort into 
communicating internal career paths and 
the solutions available to our colleagues 
to support them in achieving their goals, 
alongside us, to foster a long and fruitful 
career within the business.

We continue to develop upon our overall 
employee engagement and involvement 
projects, and our employee representative 
forum (Your Voice) has done some fantastic 
work this year in helping us understand what 
really matters to our colleagues; this allows us to 
make mydentist an even better place to work.

Our Your Voice champions give us excellent 
insight on where we need to focus, and can 
work with us to make these key changes.
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The coming year promises to be the best yet 
for the academy.

We aim to deliver a full programme of 
customer service training to all our colleagues 
behind reception, ensuring they are able 
to provide top-notch quality service. This 
programme will be linked with the Level 2 in 
Customer Service Apprenticeship scheme.

Our flagship programme for the next 
year sees the academy moving the nurse 
qualification scheme away from the 
apprenticeship scheme and bringing it in 
house as a major academy programme.

From September 2016, all our trainee nurses 
will study via the academy LMS and through 
face-to-face workshops. Each trainee 
will be assessed in their role, and a record 
of achievement will be completed by the 
clinician and lead nurse, who will sign them 
off as competent.

Each nurse will then sit the National 
Examination Board for Dental Nurses (NEBDN) 
accredited theory and practical exams, 
ensuring we continue to provide first-class 
training to produce first-class nurses.

These programmes show a continuing focus 
on investing in all our people, and how it is a 
high priority, boosted by the recruitment and 
deployment of four new trainers. These new 
trainers will work within our regions to deliver 
the programmes outlined above.
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We also took key messages from our most 
recent Great Place to Work survey and have 
either already implemented or will soon 
be implementing changes around simple 
recognition and celebrations schemes, as well 
as bringing in an employee discounts platform.

Access to a health cash plan will also be 
implemented to bolster our current employee 
offering, which already includes paid GDC 
membership, medical indemnity cover and a 
life assurance scheme.

We want to make it clear that this is just 
the start of our journey to becoming a real 
employer of choice within the industry. 
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In 2015, the company underwent a total 
rebrand, changing from IDH into mydentist. 
This move ensured our brand fully mirrored 
our ongoing mission to provide the best dental 
care across our network.

The mydentist name means we can fulfill the 
expectations of our customers every time, and 
then go above and beyond.

Rebranding
The rebranding of all our practices is ongoing, 
and it’s not just a new name on the door. 

A lot goes into the rebranding process, both 
internally and externally, due to our desire 
to ensure the benefits and effects of the 
mydentist brand are visible in each and every 
one of our 670+ practices across the UK.

We are striving to create a clean, crisp 
environment for our patients, with fresh 
exterior signage and fascias, as well as bold 
accent colours on walls and seating.

Our priority is to put our brand values into 
practice every single day. Alongside reinforcing 
the vision of mydentist via the rebrand, each 
practice is trained to make sure they fully 
understand, live and breathe our values and 
customer journey.

Listening to our customers
When you have over 670 practices, it’s 
important to invest time and research into 
ensuring each and every one of them is 
represented in the correct way. We have a 
mix of NHS, private and orthodontic practices 
across our network, so we created three 
separate versions of our brand to suit the wide 
variety of customers we treat.

This year sees the exciting rollout of our new 
orthodontic brand, the mydentist Orthodontic 
Centre, which has been inspired by the young 
adults who make up 70-85 per cent of our 
orthodontic patients. Vibrant magentas and 
a focus on social media have resulted in a 
youthful, energetic and fun brand which we are 
excited to see implemented.

As a fast-growing and dynamic business 
providing a trustworthy and professional 
service, we pride ourselves on the 
consistent care we provide to all our 
customers and patients; we want people 
to be assured they will receive great 
service wherever they see our brand.

brand growth
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We have also catered to practices offering a 
combination of both private and orthodontic 
treatments. Our mydentist Advanced Oral 
Health Centre brand has been developed to 
create a more luxurious, high-end look and 
feel, offering a wide range of cosmetic and 
restorative treatments.

So far, 2016 has proved to be an exciting year 
for us, with an increase in the number of 
branded practices we have across the UK. 
It has allowed us to maximise our work on 
brand awareness, and our central marketing 
team has developed a yearlong strategy 
of campaigns, focusing on raising brand 
awareness across online, print, radio and TV.

New Horizons
May saw us overseeing the launch of our 
very first TV advert, aimed at encouraging 
customers to book themselves in for a 
checkup. The ad was voiced by TV personality 
Gyles Brandreth, and focused on the morning 
routine of seven different characters, including 
a young mum and her daughter, a pensioner 
with a spinning bow tie, a ‘mini-me’ bodybuilder 
and a carnival queen. We trialled the advert in 
the Yorkshire region, due to its high volume of 
branded practices, and found it to be a huge 
success. We’ve now moved into the Tyne and 
Tees region and hope to continue the rollout 
throughout the rest of the year.

Making things simple for 
patients and customers
Over the past year we have streamlined a large 
percentage of our online applications both 
internally and externally. Before our rebrand, 
we had over 900 individual practice URLs, 
which were then migrated into one branded 
mydentist website.

Each of our practices has their own individual 
pages which tells customers everything 
they need to know about their local dentist, 
including opening times, prices and the 
opportunity to book online.

This also allows us to offer transparent pricing 
and a wide range of information, giving our 
patients choice.

We also wanted to make sure practices have 
access to all of the mydentist materials they 
might need in one place, so we created the 
marketing toolbox, an online portal acting 
as a one-stop-shop for practices to order all 
the marketing materials they could need to 
promote their practice; this included bespoke 
clinician biographies and event support leaflets.

To make things even simpler, we also introduced 
our quarterly marketing kits, meaning practices 
now receive all materials for the next three 
months of customer campaigns, every quarter. 
This not only ensures consistent messaging and 
promotions across the board, but also saved us 
£30,000 on annual postage cost.

Kids Club
We have also continued our work with our 
Kids Club over the past year, with the aim of 
educating the nation on the importance of 
children’s oral health.

With our own mobile dental surgery, the Smiles 
Mobile, we toured across the UK visiting schools 
providing a day of fun and learning for the kids.

The day includes role-plays in mini dentist 
uniforms, good and bad food games and 
goody-bags for the kids. The initiative has 
proved successful time and time again, with 
an average increase of 18 per cent in child 
appointments after the practice has visited 
the school.
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According to Mintel, the primary care dental 
market in the United Kingdom generated 
£3.8b in spending on NHS dentistry services 
and an estimated £3.4b in spending on private 
dentistry services in the 12 months ending 31 
March 2016, with an overall forecast growth of 
between 3.5 per cent to 4.2 per cent per year 
over the next five years.

The NHS funding of NHS dentistry services 
represents around 53 per cent of the total 
spend in primary care dentistry, which is 
less than three per cent of the overall UK 
Government health expenditure in the NHS.

We believe the group is well placed to benefit 
from the government’s focus on dentistry, and 
we continue to work with the NHS to improve 
access and quality of care. 

As the largest provider of dental services in the 
UK, we have streamlined our central services, 
to make certain we are able to provide the 
quality of care together with the economies of 
scale and efficiencies sought by the NHS. 

We continue to work tirelessly to deliver our NHS 
contracts and promote access to NHS services.

market review
The primary care dentistry market has seen 
significant growth, with overall spending increasing 
by an estimated compound annual growth rate 
of approximately five per cent in nominal terms 
between the 12 months ending 31 March 1998 and 
the 12 months ending 31 March 2016.
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As part of the ongoing NHS dentistry contract 
review, four of our practices commenced the 
prototype scheme in April 2016, the current 
trial for a new NHS contract. There are three 
main components to the contract: capitation 
linked to patient numbers, activity similar 
to the current UDA scheme and a suite of 
qualitative measures. 

It is too early to assess the effect of the changes 
under the prototype contract, but moving 
forward, we want to make sure we can 
continue to deliver the same high quality of 
care that our patients expect, regardless of 
any changes made to the dental contract, 
and being part of the prototype scheme will 
allow us to continue to work with the NHS to 
help to design a strong framework for NHS 
dentistry, focused on improved patient quality, 
experience and treatment outcomes.

We remain focused on our capability to deliver 
excellence in patient care across both the 
NHS and private markets, whilst recognising 
the diverse opportunities which exist for the 
provision of additional primary care services in 
the future.



performance
financialsummary of

In the table below you will find a summary of IDH’s financial 
performance together with the Key Performance Indicators 
(KPIs), both financial and non-financial.
These KPIs are fundamental to the IDH business, and focus on the drivers of value that will enable and inform 
the management team to achieve each division’s business plans, strategic aims and objectives. 

1. Overheads as a percentage 
of revenue represents 
administrative expenses, 
plus distribution costs, less 
depreciation, amortization and 
non-underlying items.

2. Employees – excluding self-
employed clinicians.

3. Pro-forma EBITDA represents 
the estimated EBITDA of the 
group after adjusting for the 
full year ownership effect of 
acquisitions completed during 
the year ended 31 March 2016. 

4. UDA – Unit of Dental Activity, 
measures set as part of the 
NHS contract terms.

5. UOA – Unit of Orthodontic 
Activity, measures set as part 
of the NHS contract terms.

FINANCIAL KPIs

Year ended 31 March                                       2016                                2015
 £m % revenue £m % revenue

NHS revenue 386.4 68.3 373.0 69.8
Private revenue 86.4 15.3 69.2 13.0
Practice services revenue* 93.1 16.4 92.1 17.2
Total revenue 565.9 100.0 534.2 100.0
Gross profit 258.4 45.7 239.4 44.8
EBITDA before non-underlying items 80.2 14.2 76.8 14.4
Operating profit 11.6 2.0 24.4 4.6

Net bank and bond debt 516.8  491.6 
Cash generated from operations 80.0  77.5 
Cash generated from operations net of interest paid 44.7  43.8 
*After elimination of intra-group sales

Year ended 31 March                                       2016                                2015

Like for like private revenue growth 11.6% 12.2%
£/UDA annual contract uplift 1.34% 1.60%
Overheads as a percentage of revenue 1 31.8% 30.8%
Number of practices 672 644
Employees (average number) 2 7,145 6,710
UDA delivery (% of total contract) 92.4 95.8
Net debt to EBITDA 6.45 6.40
Pro-forma EBITDA 3 £84.8m £85.1m
Net debt to Pro-forma EBITDA 6.09 5.78
Total UDA’s delivered (million) 4 12.8 12.7
Total UOA’s delivered (million) 5 0.5 0.5

Management defines net debt as all external bank and bond debt, and therefore 
this excludes any shareholder loan notes and preference shares; the closing net 
external bank and bond debt as of 31 March 2016 was as follows:

The group reported its financial performance 
each quarter during the year ending 31 March 
2016 with the publication for its bondholders 
of quarterly financial statements. The 
Chief Executive Officer and Chief Financial 
Officer also held quarterly conference calls 
with investors including a Q&A session. 
Management has also met with investors 
where requested. 

There are no on going quarterly covenant 
measures that require compliance reports for 
the fixed or floating rate notes. The covenant 
requirements of the SSRCF require quarterly 

EXTERNAL BANK AND BOND DEBT   

Year ended 31 March 2016 2015 
 £m £m

Senior secured fixed rate notes 200.0 200.0
Floating rate notes 225.0 225.0
Second lien notes 75.0 75.0
Super senior revolving credit facility 39.0 30.5
Less cash at bank (15.1) (29.2)

Total 523.9 501.3
Less unamortised issue costs and premiums (7.1) (9.7)

 516.8 491.6 
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reporting to the banking group, in line with the 
information provided to bondholders, but also 
include one reporting covenant that measures 
amounts drawn under the SSRCF in relation 
to earnings before interest, depreciation, 
amortisation and exceptional items (EBITDA). 
The covenant was passed with ample 
headroom each quarter.

The group prepared its financial statements 
for the first time this year in accordance with 
International Financial Reporting Standards as 
adopted by the European Union (IFRS). A more 

detailed review of our financial performance, 
as well as details of the transition to IRFS and 
the principal risks and uncertainties of the 
group, are set out in the statutory accounts 
of Turnstone Equityco 1 Limited, the holding 
company for IDH, and are available on our 
website: www.mydentist.co.uk

At year end, the group had significant 
additional facilities to support the future 
growth of the business including £59.2m 
undrawn against the £100m super senior 
revolving credit facility (SSRCF).

Financial reporting


