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Gone are the days of phone books and Yellow Pages ads.

The modern dental practice needs to market for patients
in an increasingly competitive marketplace.

Introduction

Dental practice marketing has evolved significantly over the years. Gone are the days
of phone books and Yellow Pages ads. The modern dental practice needs to market for
patients in an increasingly competitive marketplace. Practices can market for patients
both internally through referral programs, and externally through online and direct-toconsumer (D2C) marketing. This e-book will focus primarily on external marketing.
There are many things to consider when developing a marketing plan for your dental
practice. Let us start with a branding discussion, and then explore online and D2C
marketing.
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Branding

Branding your practice is an important consideration in your overall practice success.
Branding – which includes your practice name, logo, images, fonts, colors, practice story,
and more – all “speak” to potential patients. It’s imperative for your brand to quickly and
effectively communicate who you are, and your vision for patient care. When developing
these items, it is helpful to ask yourself these questions:
hh Who are your ideal patients?
hh What do you think they’d be looking for when they choose a dentist?
hh Why do they come to you as opposed to your competition?
hh What are a few adjectives that describe your practice? (family oriented, patient first,
technically advanced, etc.)

It’s imperative for your brand to quickly and effectively
communicate who you are.
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Naming & Messaging

When naming your practice it is important to consider
your growth plans and eventual exit strategy, even if it
is decades away.
If you plan to expand to multiple locations it is best to
use a company name instead of the doctor’s name.
This non-specific naming approach allows flexibility
for numerous doctor(s) to work at the practice over
time.
Messaging should also be a major focus when
branding your practice. In general you’ll want to
appeal to hot button topics that patients really
care about such as being open extended hours or
weekends, using modern technology, focusing on
patient comfort, doctor experience and training, and
similar topics. The wise marketer focuses on topics
that matter most to the target audience.

Logo

Once you’ve established some of these branding items, it’s time to tackle how you present
yourself to the world. Your story will help guide this process as you work with a graphic designer. The designer will discuss your story with you, review logos/fonts you like, and create
a logo design that will best reflect your practice. Your logo should be used consistently
across all materials, forms, business cards, website, advertising, clothing, signage, etc.
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Online Marketing

There are six pillars of a robust and effective online marketing program:
1) website, 2) SEO, 3) PPC, 4) online reputation, 5) social media, and 6) videos. When potential patients are searching online they typically view between two to five pieces of
information about a practice before deciding to contact the practice to schedule an
appointment. In some cases, they will find the practice website in a Google search, go to
the website for more information, check out the Facebook page, and read a few Google
reviews. While there are numerous combinations for what
potential patients may view, the point is this – they are

WEBSITE

going to check out several pieces of information about

SEO

your practice so it is mission critical that all six pillars of

PPC

your online marketing program are solid.
If there are any chinks in your armor, you’ll certainly lose patients to practices with a more robust online
presence.

ONLINE REPUTATION
SOCIAL MEDIA
VIDEOS
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Pillar #1 - Websites

It is helpful to understand there are two distinct audiences for websites: people and
search engines. People care about items such as the design, layout, aesthetics, ease of
use, and related factors. Google cares very little about these factors, but has a very different set of items it values which will be explained in the SEO section.
In terms of what matters to people visiting your website, it should contain your brand logo,
doctor pictures and bio(s), pictures of the staff (with their first name only), services provided, and detailed information about your practice. In addition, here are the major items
you’ll want to incorporate:
hh Mobile responsive – the website must be mobile responsive which means it is
optimized for mobile device screen sizes, and automatically formats each page to fit
the screen of the viewing device.
hh Customized & personalized – in addition to the practice logo, it is very helpful to
upload photos of the doctor, staff and practice. Custom videos about the practice
are also very impactful.
hh Secure – Google has indicated its preference that all websites migrate to secure
https hosting so it is a good idea to make sure your website provider offers https
hosting.
hh Calls to action – your website should clearly list the practice phone number in large
font in the top banner. It should also feature clickable buttons and graphics about
the primary topics you want to emphasize. An appointment request form is typically
recommended as well.
hh 24/7 live chat – a highly effective way to convert more leads from your website is to
use a 24/7 live chat service. WEO Media offers this service with the ability to schedule
appointments directly into your practice management software, thereby converting
leads in real time.
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SEO is an ongoing process which involves a wide variety of activities to
help your website rank highly on search engines such as Google.

PILLAR #2 - SEO
(Search Engine Optimization)

SEO is an ongoing process which involves a wide variety of activities to help your website
rank highly on search engines such as Google. The higher the website ranks, the more
website visitors it will generate which creates more new patient leads. The most important
areas that impact SEO rankings are:
hh Website content – the most impactful thing you can do is to have unique content
written for your practice that does not exist on any other website. Google rewards
unique content, but gives almost no ranking benefit to stock (duplicate) content.
hh Website code – unlike human visitors, search engines read the website html code.
The website should be for optimized for important sections of code including title
tags, meta description tags, keyword tags, image tags, and schema markup code.
Ask your SEO company to make sure they do this as part of their service.
hh Online Reviews – search engines look at reviews on sites such as Google, Yelp,
Facebook, and Healthgrades as key SEO factors to judge a business so it is critical to
have lots of good reviews across as many review sites as possible.
hh Social Media Engagement – Google looks at the engagement level of your social
media posts as a key SEO factor. Simply posting content is of minor benefit, but if
people really engage with your content it can be very helpful for your SEO rankings.
In order to track results from SEO efforts it is always recommended to use a unique call
tracking phone number to identify calls coming from the website and online properties. It
is highly recommended to use a reputable online marketing agency such as WEO Media
to do this work.
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Pillar #3 - PPC (Pay-Per-Click)

PPC (pay-per-click) ads are paid ads which show up on the Google search network. When
someone clicks on your ad, Google charges you an amount per click. Each click will take
the person to a landing page on your website. Your ads should link to webpages for that
same topic. For example, if you have a PPC ad for dental implants, then the ad should link
to a dental implant landing page (not your website home page). Landing pages should be
designed by an experienced digital marketer to incorporate items like proper calls to action, before and after photos, videos, and lead conversion forms. It is best to use an online
marketing agency to run these campaigns since they can be technical and it is easy to
make costly mistakes.

Pillar #4 - Online Reputation
In the dental industry the most important review sites are

Google, Facebook, Yelp, and Healthgrades. As noted earlier,
having online reviews are helpful for your SEO performance,
but even more important is the impact on your online reputation. Potential patients will almost always read your
online reviews before deciding to contact your practice
for an appointment. You’ll want to have at least a 4.0-star
average on these major review sites. The more reviews the
better, and the more recent the reviews the better (for both
SEO and online reputation). The most effective method to
generate online reviews is to use a software service such as
WEO Reviews which incorporates automatic text messaging
and emails to solicit reviews from patients.
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Pillar # 5 -Social Media Engagement
Social media accounts for a significant amount of all
activity on the internet, and the usage is widespread
across all age groups, geographies, and demographics. This makes social media an attractive path
towards gaining exposure, and new patients for your
practice. The most important platforms in the dental
industry are Facebook and Instagram.
You can engage in both free posting and paid
promotional posting on both platforms. Posts to
your practice’s social media pages should include a
combination of personalized “fun” posts (60% - 70%
of posts), educational oral health posts (20% - 30% of
posts), and promotional / new patient special type
posts (10% of posts). While posting frequency is not
an exact science, we recommend posting one to three times per day on the high end, and
two to three times per week on the low end.

Paid Posting
To generate new patients Facebook offers several strategies for paid ads. You can target
your ad to show up in front of friends of people who have liked your page, or you can
target a specific demographic, or you can do both. Ads are quite affordable on a pay-perclick basis so you can experiment with different headlines and offers to determine what
works best. It is recommended that you target specific subsets of your patient base such
as: sedation dentistry for special needs kids, or pain free laser gum treatment for adult
patients, etc. Specific targeting tends to generate more impactful results.
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Pillar #6 - Videos

One of the most underutilized and impact-

videographers, and have a duration of 1 to

ful pillars of online marketing are videos.

2 minutes. Practice overview videos should

There are many reasons to incorporate

be placed on the home page of the practice

videos into your marketing including: im-

website, ideally located in the top half of the

proving your website lead conversion rate,

website.

improving SEO performance, increasing
social media engagement, improving PPC

Patient testimonial videos are highly

campaign performance, and numerous

impactful at connecting with potential

other benefits.

patients, especially when the patient and

Videos can be featured on your practice
website, social media platforms, review
sites, and waiting room. There are
several primary categories of videos to
incorporate into your practice marketing
including: 1) practice overview videos, 2)
patient testimonial videos, and 3) FAQ
videos.

the person on the video have commonalities
such as age, gender, life stage, or concern
about going to the dentist. The more
testimonial videos the better!
Patients often have questions on all kinds
of topics so it can be a powerful tactic to
create a series of videos that answer the
most common questions you get in your

A practice overview video incorporates
interview and background footage to
develop a narrative about your practice.
The goal is to convince patients to visit
your practice by educating them about
your practice personality, doctors,
staff, equipment, and expertise. These

practice. These videos can be featured on
an FAQ page on your website, as well as
webpages on that specific topic.
All three of these video types can be
effective when posted on social media
channels and review sites.

videos should be shot by professional
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Direct-To-Consumer (D2C) Marketing
The recommended approach is generally to get your
online marketing dialed in first so you understand
typical website traffic and results. Once a baseline
is established it can be very effective to implement
some forms of D2C marketing to generate even more
new patient leads.

Direct Mail Campaigns
The most common form of D2C marketing is direct
mail campaigns. These campaigns should feature
a call-to-action with some sort of offer to increase
response rate. Ideally these campaigns would use
a unique phone tracking number to identify leads
which came from the individual campaign(s). A unique landing page is often added to
the website to track leads generated by the campaign(s).

Radio, Print, TV, Newspaper
and Billboards

In some cases, it makes sense to be even more aggressive and implement other forms of
D2C marketing such as radio, print, TV, newspaper, and billboard ads. These campaigns
are typically more unpredictable than online marketing campaigns, but can still produce
great results once they are tested and optimized. Each campaign should use a unique
call tracking phone number, and unique landing pages on the website whenever possible.
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WEO Media is an award-winning dental marketing agency offering a full
suite of online and traditional marketing services.

Budget and ROI (Return on Investment)

The general recommendation for practices that want to grow is to spend 3% - 7% of gross
revenue on marketing. A well-executed marketing program should be able to produce
new patients for approximately $100 - $200 per new patient (for general dentists). The
acquisition cost for specialty practices can vary quite a bit more, depending on the type
of patients targeted. For example, orthodontic and dental implant patients can cost hundreds of dollars to acquire, but the profit is greater so the ROI can still be quite good.

Free Marketing Consultation

If your practice would like to talk with a professional dental marketing agency, please contact WEO Media for a free consultation.

Call today: (888) 246-6906

|

Email: consult@weomedia.com

WEO Media is an award-winning
dental marketing agency
offering a full suite of online and
traditional marketing services.
WEO Media is based in Portland,
Oregon and services hundreds
of dental practices nationwide.
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About WEO Media
Why Choose WEO Media?
hh 4X Winner (2019, 2018, 2017, 2016) - Best of Class Award for best website and online
marketing company in the dental industry (award is presented at the annual ADA
conference). For more information visit: www.weomedia.com/bestofclass
hh Excellent ROI (Return on Investment); great value for your marketing budget.
hh Full service dental marketing firm; one company
for all your marketing needs.
hh Expertise and focus on dental industry only;
hundreds of dental clients.
hh Leading industry educators, international
speakers and authors.
hh WEO Media is a Google Certified Partner
Company.
hh WEO Media is a Healthgrades Certified Partner
Company.
hh Very high annual client retention rate.
hh Most services are offered on a month-to-month
basis.
hh Endorsed by numerous associations and
industry leaders such as Nobel Biocare, Ormco,
Fortune Management, Bank of America,
CareCredit, the California Dental Association,
and many others.
hh Prompt and professional customer service.
Call: (888) 246-6906

| Email: consult@weomedia.com | www.weomedia.com
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Meet the Author - Ian McNickle, MBA
Ian is a Co-Founder and Partner at WEO Media, a 4X award
winning “Best of Class” dental marketing firm. Under his
leadership WEO Media has grown quickly to become one
of the most widely respected dental marketing firms in
North America, and has garnered an impressive list of industry endorsements and awards. Ian is also a Partner at
The DSO Project, a national consultancy advising dentists
on how to start, develop, scale and successfully exit their
DSO.
Ian is a nationally recognized marketer, writer, consultant,
and speaker. He lectures all over North America at major
dental conferences, study clubs, private events, and conducts numerous seminars and
webinars. His teaching style breaks down the complexities of dental marketing in an easy
to understand approach that the non-marketer can comprehend and implement. He has
written dozens of articles on various aspects of digital marketing for publications such as
Dental Economics, Dental Products Report, Orthodontic Practice US, Implant Practice US,
Endodontic Practice US, Dental Sleep Practice US, The Progressive Dentist, and many others. In the Fall of 2019, look for his upcoming book “Mastering Practice Growth” which will
provide dentists a detailed roadmap to grow their practice or group.
Ian has a BS in Mechanical Engineering from Washington State University where he was
also a graduate of the University Honors Program. In addition, he graduated Cum Laude
with an MBA from the University of Washington.
Ian was named a Top CE Leader and Consultant by Dentistry Today for 2019. To schedule
Ian to speak at your event, please email him at ian@weomedia.com.
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