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Cloud-Based Patient Engagement Solutions in the Dental Space 

 
Sesame Communications, the leading provider of cloud-based patient 
engagement solutions in the dental space helps practices accelerate new patient 
acquisition, build patient loyalty and transform the patient experience. Founded in 
2000, the company is headquartered in Seattle, Washington. Over the past 3 
years Sesame Communications has repeatedly been recognized as a fast 
growth innovating company by Inc 5000, Deloitte Fast Technology 500, Puget 
Sound Business Journal and the Pride Best of Class Award. 
 
Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine 

 
CEOCFO: Ms. Friedman, what is Sesame Communications? 
Ms. Friedman: Sesame Communications is a SaaS business, Software as a 
Service. Our aim is to achieve three goals for our members. The first one is to 
get new patients into practices and we leverage the power of the Internet to 
achieve this objective. The second thing that we aim to do with our solutions is to 
really enhance that experience that the consumer or the patient has in the prac-
tice. Therefore, things like automated reminder via email or text messaging, the 
ability to pay bills online and print insurance form from an iPad twenty four / sev-
en; whatever form it takes, we want that experience of interaction between the 
patient and the practice to be optimal. That is the second thing that we do. The 
third one is that we want to create community around that practice by establishing 
a consistent and effective brand to the practice that drives positive word of mouth. 
These three elements are affective in maintaining the practice as a successful 

growth enterprise. 
 
CEOCFO: Are most practices today doing much in the way of marketing beyond local ads? What is the state of 
the industry? 
Ms. Friedman: That is a great question! Dentists and orthodontists have traditionally looked to the old world marketing 
tools as the way to acquire new patients. That is because their belief has been that patient referrals are the driver of all 
new patients into the practice. Therefore, they have not spent much time on other things. The result has been that chan-
nels such as Yellow Pages, believe it or not, are still being used by dentists and orthodontists today. That is because that 
was the traditional way of going about marketing the practice. In addition practices dedicated much attention to newslet-
ters, crafting practice centric content and adding informative articles. Those were two things that they did as well as Value 
Pack couponing and things of that nature. Today though, when we look at consumer behavior we know that ninety three 
percent of consumers will first and foremost go to a search engine and try to start their research at that point. Therefore, 
when we speak to dental professionals we educate them on the fact that if you do not have an online presence you have 
become invisible. A print newspaper, a Yellow Pages ad, a coupon in an envelope - all of those things no longer work. 
Therefore, what we have tried to do is educate the market about converting to the digital age and actually taking what 
they used to do and finding those optimal solutions online to continue to drive brand and growth, but in ways that are ef-
fective. 
 
CEOCFO: Do you find then that newer practices are more likely to work with you, because they are just younger 
people who understand more about digital communication? 
Ms. Friedman: That is a great point. Not necessarily. That is because a young practice does not have the resource that 
an established practice has. Therefore, they will tend to do it themselves. They will open a Facebook page or a LinkedIn 
page or they will try to write their own blogs. We find that the younger generation; yes, they are much more tech savvy, 
but they will do a lot more organically, if you will. That is because they have the savvy to do some of it. However, it is not 
professional grade. The established practice needs to produce revenues at around or above one million dollars a year. 
New patients will account for fifty percent of all production. The other fifty percent comes from existing patients. If that 
door is not opening up to new patients coming in, you have a clinician with fixed practice overhead to cover and staff  pay-
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roll to support and a financial crunch. This is why practices need these solutions they have an established organization 
with financial responsibilities and need to drive consistent production and collections. We find that on an average, when 
we take new and established clinicians, general practitioners will spend about fifteen hundred dollars a month on what 
they term marketing. That can be the newsletter; yellow pages or it can be a website and social media. Secondly, we find 
that specialists will spend upwards of five thousand dollars a month. Therefore, with an orthodontist for example; every 
case is averaging at about six thousand dollars in production. Therefore, for them it makes sense to invest a great deal 
more. Plus, they are competing for patients. For a GP the patient will usually get online to see who is in the network of the 
insurance that they carry and who is near their office or their home. That is how they will choose a GP. For an orthodontist 
the decision is completely different. For an oral surgeon the decision is different. Therefore, specialists will spend much 
more, whether they are young or established. 
 
CEOCFO: I would think intuitively that most specialists would get their patients by referral from a regular dentist. 
Is that not the case? 
Ms. Friedman: With some of them, yes. For example, an endodontic or an oral surgeon; generally patients will follow the 
accommodation of their general practice. However, orthodontics is not one such thing. Even with periodontics, we are 
beginning to see patients making educated decisions. That is because patients are online and when they receive a rec-
ommendation they validate that choice with their independent online review of the clinician. Now we are finding that the 
last place the patients go is to the practice’s website. First they go to the boards. They go to the chat rooms. They go to 
the social channel to find out about this practice. If they like what they see, meaning comments from other patients, re-
views from other patients and testimonials; when they have that comfort that this may be the right practice, that is when 
they go to the website. Five years ago our research showed the opposite. The first place they went was the practice web-
site and if they liked the doctor’s profile they would likely schedule an appointment. Today things have changed. 

 
CEOCFO: Are there many companies that specialize in your area of focus? 
Ms. Friedman: Yes. We do have a nice competitive arena or market. The reason being, it is a very lucrative market. 
When you think of dental practices, unlike medicine, practices usually include one or two clinicians, so they do not have a 
marketing person. They do not have an advertising person. They do not have these skill sets in their practices. That is 
because on average they will have five employees and most of them are going to be clinically oriented or focused on ad-
ministrative tasks. Therefore, we are finding that they need the help. There are about one hundred and seventy thousand 
dental clinicians in the US in about one hundred twenty thousand practices. They have operating profits of about 17 per-
cent. That means that they have the money to invest in marketing and in growth. This is not a low margin business. Denti-
stry is a comfortable margin business. They do not have the internal expertise and resources in their business to drive the 
right amount of new patients and secure patient loyalty in order to maintain and grow their practices. This is why dentistry 
is a lucrative market to get into. Therefore, we find many providers like Sesame Communications coming to the market. 
What makes Sesame unique are two things. First of all, we only service the dental industry. We believe that dentistry is a 
very unique vertical and so we do not offer out solutions in adjacent verticals. Secondly, we have found that in order to be 
effective we provide a three hundred and sixty degree coverage of the market. What this means is whether you are going 
to look at websites, whether you are going to look at reviews on chat rooms, whether you are going to look at social me-
dia or whether you are going to ask your friends on Facebook; wherever you are going to go looking for a dental care pro-
vider we want to make sure that we position our member practices so that they are visible to you. That kind of coverage is 
not provided today by any of our competitors. We also cover the entire lifecycle of that patient in the practice. Some com-
panies may only deliver websites, meaning a focus on patient acquisitions. Some companies may only deliver reminders, 
so once you have the patient they will make sure those patients show up for their appointment. Some companies are only 
going to syndicate reviews to make sure referrals work. We do it all, beginning to end. That is what makes us unique. We 
are dental only and we provide a comprehensive, complete solution. 
 
CEOCFO: Sesame Communication’s site indicates a number of impressive statistics. People pay more quickly, 
they show up for more appointments when practices use your service. How do you achieve some of those ba-
sics? What about your more out of the box offerings? 
Ms. Friedman: We have a team dedicated exclusively to researching the impact of our solution. I believe that as a busi-
ness owner I need to sell something that I know works. There are many solutions out there that do not work. I do not think 
that is good business. Therefore, we dedicate a lot of time to proving ROI. Three people in our company dedicate their 
entire job focus on performance tracking. We do that in order to make sure that A. we deliver the value and if we do not 
we adjust our offering. Every year we develop, probably on average, six or seven solutions, but we launch only two to 
three. Once we develop a solution after we have invested all of our R & D in it we test it with twenty to thirty practices for a 

“It is always good to look at the innovator in the space, because everything else can be 
benchmarked against what they are doing and I think we are the pioneers in our space.” 
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quarter and track performance. If the ROI is not there at the price that we need to sell the solution we will not launch it. B. 
we address needs. We start the product development process by consulting with our market. We do not have a team of 
code writers sitting here and developing things and then figuring how to go sell it. We do not have a push down strategy in 
our product development. We have the opposite strategy. We go into the market, we strive understand our practices, we 
ask questions, we observe what their challenges are and then we develop solutions to address those. Once solutions are 
developed we measure that indeed they address those challenges and actually drive the right results. Only then we edu-
cate the market. If this is problem that you are facing, here is the solution and here is the data and launch the new servic-
es. Our approach is not being promotional in the sense that we do not go out there and compete on price. We educate 
and position the value that each solution drives and sell to that. For instance, if you need new patients a website is a cor-
nerstone to that strategy. We educate you on what makes an effective website. We do a great deal of research including 
Whitepapers, case studies and research briefs. Dentists are clinicians. They are scientists. Therefore, we produce and 
share a great deal of educational content and research regarding our service offering. Sesame has many offerings. Some 
are sexier than others. For example, we run sweepstakes and contests on Facebook for our clients to keep a level of en-
gagement and enthusiasm between the patient and the practice. This stated our solutions run all the way to more mun-
dane services such as automating appointment reminders so that you can get an SMS or an email reminder according to 
the schedule you as a patient selects No matter the offering, at the end of the day we research what we do and we prove 
ROI before we launch. The starting point is that we develop solutions based on our understanding of the challenges our 
member practices face. Our solutions are aimed to solve problems. That is what differentiates our R & D and product de-
velopment process from some competitors. 
 
CEOCFO: What might you have added in this past year that has worked well? 
Ms. Friedman: Thank you! I love talking about innovation, because innovation is what has grown this company. We have 
grown three hundred and forty percent in the last five years in this economy while the industry grew an average of three 
percent a year during this period. Our growth most certainly has come from innovation. We have found that innovation 
does not cannibalize what we already offer. It adds incremental revenues. You may have all of our solutions, but today we 
launched Healthgrades, for example and can continually add valuable elements to your integrated patient engagement 
system. Let me share some more information about Healthgrades, the number one medical search portal in the country. 
Our competitors take patient reviews and populate them on micro sites and chat rooms. When we studied how effective 
those were in driving referrals to the practices, we found that they were not very effective. We did not want to do what our 
competitors do just to be in that game. We wanted to find out how we could actually have those reviews drive in new pa-
tients. Therefore, after eighteen months of research we found Healthgrades. Healthgrades is the number one portal for 
medical and dental searches. Patients that go to Healthgrades are ready to schedule an appointment and indeed 54% of 
them will schedule an appointment within a week of getting on that website. We are talking about more than two hundred 
million consumers. The twenty million patients searching for a new dental care provider represent the ideal dental patient 
demographic. It is not the Google demographic. It is not the City or Yodel demographic. This is the Healthgrades demo-
graphic. Seventy two percent are women. We know that women make the healthcare decisions for their family. Fifty two 
percent represent households of incomes greater than seventy five thousand dollars. Again, that is the ideal demographic 
for a dental practice. Now we are launching state of the art enhanced profiles for our members on Healthgrades. Even 
pre-launch we already have hundreds of those profiles sold as the value proposition is so clear. For the first time we are 
going to be able to take the reviews and post appointment feedback that we get from patients, populate them into pre-
ferred profiles on Healthgrades and make sure that those preferred profiles are top and center when a consumer gets 
online and tries to find a new dental practice provider. This is very exciting as we asked the simple question - if we are 
going to do review syndications, what is the best way to achieve that and that is what we have now developed. This is an 
example of one solution that was launched at the ADA Annual Session in November and that we are already deploying. 
For the second example, one of the strategies that we wanted to achieve this year was to go mobile. That is because it 
used to be that patients and consumers would wait to get home and sit in front of their computer to do their searches and 
to do their research. Now they are doing it from their iPads, from their iPhones and from their Androids. We wanted to 
make sure that one hundred percent of our solutions are accessible from any mobile device. As of two months ago we 
achieved that. That means that no matter what device you are looking at you will see an optimized website from our 
members that your ability to pay your bills, confirm appointments or view social media posts is optimized from any device. 
Anything we do now is one hundred percent mobile effective. These are two examples of launches this year. Again, it is 
all strategic, even though we are a tech company. I come from a very wonderful tech company, Philips Royal Dutch. I ran 
the professional side of marketing and education of Sonicare. There, I also learned that technology is not about technolo-
gy, it is about addressing needs. That is how I developed the philosophy that I bring here to Sesame. What are the is-
sues, what are the challenges and how can we leverage technology to address those in an effective manner. Not be-
cause it is cool, but because it helps practices to grow. 
 
CEOCFO: Why should the dental community and the business world at large pay attention to Sesame Communi-
cations? 
Ms. Friedman: Healthcare in this digital age is becoming a huge area of interest for Wall Street and for many investors. 
I think that is important in the sense that this vertical is “top of mind” right now. Therefore, from that perspective it is 
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good to see a successful, high growth company in this space. Second of all, we are the pioneers. We were the first 
ones to automate reminders in this industry. We are the first ones to launch completely responsive websites. We are 
the first ones to launch social media that is specific to dental. It is always good to look at the innovator in the space, 
because everything else can be benchmarked against what they are doing and I think we are the pioneers in our space. 
Thirdly, patient behavior is rapidly changing. We are transacting most of our lives now, online. The companies that fail 
to adapt to that model; whether it is in dentistry or in any other industry, will lose customer and will not survive this 
transition. I think we have established best practices that are appealing and really could be ported to many other 
verticals. This is not just about dentistry. Although we chose to dedicate ourselves to dentistry our key learning are 
applicable to any consumer engagement model. That is why we have published a lot of research and white papers; 
because we hope what we have learned will help others in our industry or outside of it.

 

 

 

BIO: As CEO of Sesame Communications, Diana defines the company’s strategic direction and its ongoing 
transformation into a high growth, cloud based SaaS enterprise. She is also a member of the Sesame Communications 
Board of Directors. 

Diana brings a 20 year track record of success leading the launch of innovative technologies and fortifying brand 
positioning for companies in the dental professional and consumer markets. Prior to joining Sesame, Diana held senior 
management roles at Novalar Pharmaceuticals, Philips Sonicare and Levin Group. She also served as a senior market 
development consultant to top tier companies within the dental sector.  

Diana holds an MBA in Management and Marketing and an MA in Sociology from Arizona State University. She serves 
on the Board of Directors of the Dental Trade Alliance Foundation as well as the Seattle Symphony. 

 
  
  
  
  
  

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 

Sesame Communications 
542 First Avenue South, Suite 300 

Seattle, WA 98104 
864•641•3369 or 206•458•7700 

www.sesamecommunications.com 


