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The dental spa with sparkle
Versha Miyanger speaks 
to Sunita Verma from the 
exceptional and award 
winning Sparkle Dental 
Boutique on her work 
ethics, ambitions and 
how she created a truly 
outstanding dental spa

VM: Can you tell me a bit 
about your background and 
quali�cations?

SV: I quali�ed from Guy�s Hospital in 1990 
and entered into a year�s vocational training 
in Hounslow, Middlesex. I will be forever 
grateful to Dr Davinderpal Kooner, who was 
my mentor and trainer in that �rst year. He 
helped me understand that you have to have 
your heart in what you do and helped to men-
tor and guide me to having excellent clinical 
skills. 

VM: When and why did you become 
a practice owner?

SV: I loved practising dentistry and worked as 
an associate for seven years in a few practices 
in West London. During this time, I had ab-
solutely no intention or desire of ever owning 
my own practice. I loved my life as an associ-
ate and enjoyed the freedom this allowed to 
pursue my other passions in life. 

In 1997, my uncle told me about a dental 
practice that had come on sale near where he 
lived. There was little interest in the practice 
from anyone else and I ended up buying it! 
Once I became a principal, I began to relish 
my new role and it�s many demands.  Thus 
started a journey of learning and continually 
improving my dentistry and practice. 

VM: How did you build your 
business?

SV: I started the two surgery practice (then 
known as The Smile Centre) single handedly 
in 1997. It was a largely NHS practice with 
a dwindling patient base and a need of mod-
ernisation. I had little funds, so with a simple 
lick of paint and basic lea�ets produced in 
house, I started to see patients. The practice 
grew quickly and within 6 months I took on a 
full time associate. 

By 2000, the practice expanded further.  
With a team of nine including 3 associates, 
we provided dental services 6 days a week, 2 
evening a week and were booked 4 weeks in 
advance. Our main growth was through build-
ing a good reputation and word of mouth re-
ferrals. 

My sister Kavita Verma, joined the prac-
tice in 2003 and together we implemented 
Investors in People and BDA Good Practice, as 
a framework to develop strategies to improve 
the performance of the practice and the team.  

In 2007, we became Sparkle Dental 
Boutique. I have never taken on a marketing 
or PR person, but have had Kavita to carry out 
most of our marketing activities for us. With 
the new practice it was important to promote 
and establish the new brand both within the 
practice and externally. Kavita wrote and 
implemented a marketing strategy which in-
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cluded writing/organising all our adverts, ad-
vertorials, press releases, brochures, newslet-
ters, direct mails and so on.  Kavita even took 
Sparkle into cyberspace by writing the text 
for the website and sourced all our website 
images, as an important communication and 
promotional tool to sell what we do.

The practice refurbishment, prominent 
signage and an inviting entrance has resulted 
in a 500% increase in new patients coming 
into the practice just by walking or driving by. 
Again the major factor in growing the practice 
has been through our word of mouth refer-
rals. We treat patients with respect, dignity 
and compassion and this is the single most 
important factor in the success of what is now 
a multi-award winning practice.

VM: Why did you decide to 
concentrate on aesthetics?

SV: My passion for cosmetic dentistry goes 
back as far as my days as a dental student. I 
was lucky enough to have treated a patient 
who had severe teeth wear due to a medical 
condition. This was a large restorative/aesthet-
ic case and the patient required a full mouth 
reconstruction, quite a feat for me! After grad-
uating, I worked as an associate in an NHS 
practice for many years with no scope for cos-
metic dentistry. During this time I regularly 
attended courses and lectures that fuelled my 
interest for this type of work. 

VM: What training have you 
undertaken apart from University?

SV: I have been inspired by many world re-
nowned dentists and have taken numerous 
hands on courses on aesthetic dentistry, smile 
design, photography, facial aesthetics and oc-
clusion. I have regularly attended BACD con-
ferences and the World Aesthetic Congress. 
Currently, I am working towards attaining the 
BACD Accreditation.

VM: What is the most satisfying 
aspect of your work?

SV: I love the artistry and intricacy involved 
in aesthetic dentistry and I get the best feel-
ing when my patients are happy with the end 
results of what my team and I have created. It�s 
often an emotional journey for the patients as 
dissatisfaction with their smile has often held 
them back. It�s great to know that our efforts 
improve the quality of their lives. Patient tes-
timonials and feedback encourages my team 
and I to continue to improve and serve our 
patients in the best way we can.  

VM: What about your practice do 
you think is unique?
SV: To me �Everything Matters� and I have 
planned each aspect of the practice to have a 
uniqueness�from the practice name, to the 
patient journey, to the business aspect of run-
ning the practice, to the team and beyond. 

Why Sparkle? Sparkle is a term synony-
mous with the dental industry with phrases 
such as ‘sparkling white teeth� and together 
with our straplines of ‘your smile is precious� 
and ‘live life. enjoy. sparkle�, both lend them-
selves to creative marketing ideas. 

The look, feel and innovative design of the 
boutique was a critical part of our marketing 
strategy and therefore great effort has been 
made to create a chic dental environment. 
From the entrance to the building which pro-
vided an opportunity to create a strong visual 
identity for Sparkle, to the interiors much like 
those found in a jewellers, to the private re-
laxation room, to the oversized bathroom and 
not forgetting the  brushed stainless steel wa-
ter feature in our courtyard garden we have 
created an oasis of calm and relaxation.

Sparkle is the also the �rst practice in the 
UK to have the Adec rear delivery unit with 
nurses console operating from two intercon-
necting rooms, allowing forehanded dentistry 
to be a reality. I am able to carry out a tooth 
whitening procedure from one room whilst 
continuing normal surgery in the adjacent 
room, maximising ef�ciency and pro�tability. 

Last but not least, I am really proud of my 
small team. We are highly responsive and we 
go the extra mile for our patients as well as 
each other.  Sparkle is one of a few practices 
to achieve the Investors in People and BDA 
Good Practice award and using these two 
schemes, my team work together to meet our 
practice goals. 

VM: What is your opinion on facial 
aesthetics, botox, collagen, skin 
peels etc?

SV: I have trained in the use of botox and �ll-
ers but have not incorporated it into my prac-
tice as yet. My �rst passion and expertise lies 
in dentistry and I do not want to dilute this. 
I feel treatments like botox and �llers are a 
specialised treatment and should be adminis-
tered by an expert in this �eld and therefore if 
I do incorporate this service into the practice 
in the future, I will bring on board a specialist 
so that we can work in tandem.   

VM: Professionally what are you 
most proud of?
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FACT FILE 
Name of practice: Sparkle Dental Boutique

Practice principal: Dr Sunita Verma

Location: The practice is located in a semi-
detached 1930�s house in a small town called 
Hanwell, West London. Located in a residential 
area, the building boasts an enviable corner 
position on a busy road and a stone�s throw 
from an underground station. 

Patient mix:100% private fee per item

Brief description of the practice: 
In a previous life, the practice was a mixed 
practice called The Smile Centre. In 2006, we 
undertook a huge building and refurbishment 
programme to allow for a new extension to the 
existing building, whilst incorporating the 1st 
� oor into the new practice. The ground � oor 
facilitates the perfect patient journey whilst 
the 1st � oor accommodates an of� ce for my 
manager, a staff room with lockers, kitchen and 
a staff bathroom, allowing for team creativity 
as well as respite away from patients. 

Sparkle provides all aspects of general dentistry 
and has a special interest in cosmetic dentistry.

Staff:
Principal Dentist - Four days a week
Dr Sunita Verma

Boutique Manager - Five days a week
Kavita Verma

Hygienist- Three days a week
Hardip Dhillon 

Treatment Co-ordinator/Dental Nurse - Five 
days a week 
Wing Tang

Dental Nurse - Five days a week
Anika Patel

Practice turnover
The practice was previously a mixed practice 
with three dentists and six support staff. We 
now have a much smaller team with only one 
dentist. Despite this, the turnover has remained 
the same with a reduction in overhead of 20%.

Days a week in the practice: 
Three full days and two half days

Treatments offered:  

Routine dental care

Advanced restorative and aesthetic dentistry 

Dental hygiene therapy

Teeth whitening

Big capital equipment: 
Two A-Dec 500 chairs with monitor

Two A-Dec 545 nurses console with monitor

Velopex soft tissue diode laser

Velopex Aquacut

Digital radiography (Schick)

Networked IT Infrastructure

Postgraduate education
Too numerous to mention. Two key courses 
provided me with the essential building blocks 
for a cosmetic practice:

� A one year Advanced Cosmetic Dentistry 
course with Dr Chris Orr 

� Hands-on Smile Design course with Dr Ash 
Parmar and Dr Rahul Doshi, The Perfect Smile 
Academy

Other courses include: Bobbi Anthony 
Comprehensive Care Programme, Advanced 
Facial Aesthetic Course with Dr Bob Khanna. 
At present I am undertaking Roy Higson�s 
Advanced Occlusion Course. 

Books and audiotapes have developed my 
business and marketing knowledge.  I have 
a passion for reading autobiographies of 
inspirational people to help me learn new 
lessons in both my personal and work life.

Practice ethos: 
Sparkle has been created to provide patients 
with a comfortable setting, where they are 
valued on a personal level and where a 
meaningful connection is made with each 
patient we see. Everything we do is to give our 
patients a positive, uplifting experience, whilst 
delivering excellent dental care.

 

Big capital equipment: 

SV: I would say I am most proud of the clini-
cal work that my team and I carry out on a 
day to day basis which changes the lives of 
the people that we care for.  I am also proud 
of having the courage of developing Sparkle a 
fully private practice in what is predominantly 
an NHS area. On completing the practice, the 
recognition that we have received from fellow 
colleagues has been incredible: 
The Probe Awards
Winner: Best Practice Environment 2007
Private Dentistry Awards 
Winner: Most Attractive Practice 2007
Private Dentistry Awards 
Runner Up: Most Innovative Practice 2007
Private Dentistry Awards 
Finalist: Best Marketing 2007
Private Dentistry Awards 
Highly Commended: Practice of the Year 
2007
The Dentistry Awards  
Winner: Best Practice London 2007
The Dentistry Awards  
Finalist: Best Private Website 2007   

VM: What has been your biggest 
challenge?

SV: Building a niche private practice in a tra-
ditionally NHS area was a risky strategy. To 
create what I had envisioned for the practice, 
I took the very dif� cult decision of not renew-
ing my NHS contract, I said goodbye to my 
two associates and became a single handed 
practitioner again after eight years!

The building went through its own makeover 
but this was also fraught with setbacks, the 
most challenging being the builders leaving 
the project halfway through the year, leaving 
us working on a building site! 

VM: What do you think is the future 
of aesthetic dentistry?

SV: There is a growing trend for this type 
of work with patients of all ages coming to 
Sparkle asking for ways in which their smiles 
can be improved. People want to look and feel 
good and the materials and techniques are 
getting more sophisticated, allowing this de-
mand to be met.

VM: What are your top tips in 
maintaining a successful aesthetic 
practice?

SV:
1.The practice environment is the � rst tan-
gible thing that patients make a judgement 

on regarding the standard of your cosmetic 
dentistry. The entrance of the practice must 
be inviting, with good quality well displayed 
signage. The interior must be immaculate at 
all times.
2. Your team should be well presented with a 
smart uniform, name badges and they must 
be friendly, caring, knowledgeable and enthu-

siastic. Ideally they should have aesthetically 
pleasing smiles. All my team have had their 
teeth whitened and they are all able to explain 
any cosmetic procedure to  patients.

3. Good quality photographs of your own 
before and after cases is crucial in commu-
nicating the bene� ts of cosmetic dentistry to 




