THE ULTIMATE MARKETING GUIDE FOR
YOUR DENTAL PRACTICE

simple rinse & repeat
marketing ideas
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The Dental

Lifecycle

MARKETING

Establishing a solid marketing plan for your dental practice is
easy when you understand how the entire lifecycle of a
marketing plan comes together. The "lifecycle" below outlines
a 5-step process needed to define what research and
activities to incorporate for maximum growth and expansion
of your practice. In this eBook, we will break down each of
the 5 steps and provide practical and affordable ideas that
are easy to implement.
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The Big Picture
Today, social media remains one of the most viable tools which you
can use to promote your dental practice. Compared to other
marketing tools, social media is a cost-effective platform through
which you can promote your dental products and build your
reputation as a professional dentist. But do you know how to use
social networking sites like Facebook, Twitter, and Instagram to
market your dental practice? If you don’t, you are not alone in this.
According to a twitter survey of 38 dentists conducted by The
Wealthy Dentist, 57% of them are already using social media for
professional purposes. The report concludes that unfortunately
thousands of dentists are yet to take advantage of social media
opportunities that can help them boost their revenues online. If you
fall into such category of dentists, we recommend that you take the
following steps to learn how to promote your dental practice via
social media.
Attracting new patients to your practice is a multi-pronged
approach whether you have just opened your doors or have been in
business for many years. The ability of "being found" in your market
place, involves both online and offline consistent tactics.
Online: Your website, SEO management, Google Ad Words,
Facebook ads, social media presence, email campaigns, landing
pages, download tools.
Offline: networking events, speaking engagements, printed
collateral, sponsorships, print media
Messaging
Understanding your patient persona (who you wish to serve), is the
1st step in this equation. Define if you want a niche business or
general practice before thinking of a clever picture or social media
post. Not understanding your target audience can cost you the
entire marketing budget and ruin your chances of a thriving
practice. Pushing your message to your target audience can be used
in a variety of distribution channels.
Process
This category is where your defined audience and targeted message
come together in a marketing plan that possesses repeatable tactics
and in writing on a marketing plan. Without measurement and
tracking, you are only guessing at the success of your efforts

STEP 1 | TARGET

Who are you trying to
recruit in your doors?
Reaching your potential
patients does not always
have to be through a paid
strategy like SEO or online
advertising. There are tons
of other ways to make your
dental practice more
famous without shelling
out extra cash. You could
add the name of your
dental practice to
directories like Yelp, Yellow
Pages, Google My Business
and much more. Doing this
is very advantageous to
your business because
when potential customers
search for dental care, your
dental practice could be
rank higher.
Establish your ideal new
client profile.
The common term for
pulling together the
perfect patient profile is
called a “persona.”
In general, personas are
fictional representations of
your ideal prospect that
assist in the strategy and
execution of a more
targeted marketing
campaign.

Although fictional, they are
based on real data,
behaviors, and
demographics of your ideal
patient. We suggest having
up to 3 personas for your
practice. Many businesses
establish a persona like they
would build the perfect
online date, considering
habits and information such
as: what do they do for a
living, how much do they
earn, where do they live,
what hobbies and
businesses do they visit and
even, who do they trust with
their health and family
health. Also on the list for
your persona should be:
where do they get their
news, and where would they
go to research a practice
like yours? This information
assists in creating your
marketing messages as well
as your collateral both in
print and online. It is
essential to do this first. We
are here to help – this is a
big part of what we do at
Frontline Medical, so reach
out if you need a guide to
help you through this
section.

How well do you
know your potential
dental patient?

We have provided 8
questions below for
you to complete.
Whether you have
been in your field for
30+ years, or just
starting on your own,
taking your time in
answering the
persona questions will
help determine who
you are really looking
to have as a patient
and how you can
begin an intentional
plan on how to reach
and attract them to
your office:

8 Questions

#1: What is their
demographic information?
(where do they live, work,
how old are they?)
#2: What do they do for a
living?
#3: What does a day in their
life look like?
#4: What do you help them
solve?
#5: What do they value
most about their dental
health?
#6: Where do they go for
research and information
on their dental health?
#7: What experience are
they looking for from a
dental practice or staff?
#8: What are their most
common concerns?

STEP 2 | ENGAGE

Which platform is right for
your dental practice?
Simple. Wherever your
patients go for interaction
and research for new
places to use for services.
Not all platforms are alikeso if anyone tells you to be
on all of them….run!
In a previous chapter, we
talked about defining your
audience and your target
market. Based on your
soon-to-be patient and
their profile, your social
media platforms will begin
to crystalize.
Keep in mind, each social
media platform has a
different way of connecting
and talking to their users.
Some are a little more
formal and the written
word is more important,
while other platforms are
all about the pictures.
Let’s DRILL down a little
more so you can explore
the platforms best suited
for your practice

FACEBOOK

Facebook continues to grow
each day through individual
pages established, business
pages, and the rising
number of group pages for
different organizations and
non-profits looking to
connect to their
communities. With 1.65
billion active users each
month- you are bound to
find your existing or new
patients online! As for the
conversations online, this is
more family friendly and
personal in nature. Fabulous
for retail business and by far,
the most popular platform
to use for dental practices in
general. Posts that are fun,
educational, and high visual,
work best. Short, brief
messages do best on
Facebook and keep in mind
over 56% of Facebook users
are reading and posting
from a mobile device. No
one wants to read a long
article or tons of details.

TWITTER

GOOGLE PLUS (G+)

Google Plus (G+) is a
great platform to post
your content and even
pictures and blogs
because, well, it’s a
Google platform and
Google loves to
promote new content.
G+ is also one of those
platforms that is great
to use to push and
promote your content,
but continues to fall flat
(when you ask most
marketing
professionals) on
stirring up any active
conversations. It’s a free
platform that has can
spark a positive lift in
your search results.

Twitter is widely used by
celebrities, big brand
names, and the occasional
politician. It is untapped
by the small business
dental practice so we
highly recommend
exploring Twitter to share
pictures, short posts (140
total characters), and
infographics to showcase
your insights and
knowledge. If you are in a
rural area, Twitter may be a
flatline for your practice,
but using it as a lead
source and keeping an eye
on your competition, and
finding ADA articles and
other news worthy posts
help your practice be seen
as a trusted resource.

INSTAGRAM

Instagram consists of a
community of people that
love pictures and the stories.
Instagram has come a long
way since Facebook
purchased them for $1
billion dollars back in 2012.
As of January 2017, the
platform is currently worth
over $50 billion. With over
300 million people logging
in every day, the popularity
continues to produce
endless photos and fun
memories. Instagram refers
to its platform as a “mobile
photography application” so
most of the posts consist of
a picture, a short description
and a bunch of hashtags (#).
Here are some interesting
facts about typical
Instagram users:
• 55% of US 18-29 are active users
• Over 80% of its users live outside of the US
• 32% of Instagram users attend or have
attended college
• 30% of Instagram users reported earning
between $50,000-$75,000 a year

Sound like your ideal
dental patient? It will take
a lot of fun and clever
photo images each week
AND a staff that
encourages patient
pictures to be uploaded
and your practice being
“tagged” to connect their
friends and family
members back to your
office.
Placing ads on Instagram is
pretty inexpensive and
accessed through your
business Facebook
account.

LINKEDIN

LinkedIn is all about
connecting with business
professionals. Think of this
platform as a huge online
networking event and
you’ll start getting an idea
if this is your target
audience. Sharing articles
about dental health,
advancements in the
dental industries, new
procedures, braces versus
Invisalign, and even a
spotlight or shout out to
the last community event
you sponsored make for
great content and insight
that most dental
professionals are not
sharing right now.

SNAPCHAT

Snapchat has experienced
growth like no one could
imagine. Well, maybe CEO
of Snap, Inc. Evan Spiegel,
had an idea of the business
potential. Snapchat is all
about creating fun and
engaging pictures and fun
filters and short video
recordings and sharing it
with their friends where it
last for a total of 10 seconds
before disappearing forever.
This is a mobile APP for your
phone and popular with
young adults. Snapchat is all
about taking pictures
instead of talking and typing
messages. It’s all about
“instant expression.” And as
of February 2017, Snapchat
has officially gone public
and the future looks like an
interesting road ahead. But
who does this platform
serve and how can you
determine if this is a
platform that would serve
your dental practice with a
measurable return on
investment?
Use Snapchat for advertising
Target audience: 41% are 18-34
10 billion videos recorded a day
Design incentive campaigns
using SnapChat

YOUTUBE

YouTube is all about videos.
Have you thought of
educating your clientele
through a video showing
how to floss properly or
having a little staff fun in
prepping the office for a
busy day? Maybe a behind
the scenes look at what
goes on at a dental office
when no one is around?
Videos can be both
educational and fun.
Consider recording
testimonials and uploading
them to your own YouTube
channel and on Facebook.
But always be careful what
you are recording as you do
not want to be faced with
HIPAA challenges if a
patient file is innocently on
the counter while you film.
Think before you film!

What should you be posting?

Post relevant content
The best way to use social
media to your advantage is
to post relevant content on
your Facebook page,
Instagram page, or any
other social media account
you have. There are lots of
people viewing your
webpage daily and
wanting to know more
about your dental care.
Your posts need to reflect
the fact that you are an
expert in the dental field.
However, keep in mind
that readers don’t like any
content that is lengthy and
boring. In a word, make
sure your posts are
interesting to your readers
and target audience.
Smiles Sell
You can also post funny
memes about your dental
practice on your social
media accounts. To attract
more readers, you can
embed your posts with
links that redirects your
readers to YouTube videos
about your dental practice.
That way, your dental
practice is on the right
track of becoming
successful.

Tips and reminders
Posting useful tips on basic
dental hygiene and care
regularly on social media
can drive traffic to your web
page. People like effective
tips on dental care that can
help them solve their
problems. They also want to
be reminded how important
it is to have their teeth
checked by their local
doctor once in a while. Once
social media enthusiasts
come across such useful
tips, they are likely to click,
like, share, and retweet the
content so that their
families and friends can also
see the tips. The more
people read your post, the
more they will visit your
website and the more
search engine sites like
Google and Yahoo will
improve the visibility of your
content on their search
result. And this can make
your dental practice
become successful.

STEP 3 | CONVERT

Understanding a
Call to Action

An essential part of
effective marketing is in
having interesting and
effective call to action
messages. What is a call to
action message? It can be
as simple as an email that
asks them to BOOK their
appointment now, a place
on your website to
download Invisalign
information, asking a
patient to “LIKE” us on
Facebook, asking to Follow
us on Twitter, or Check in
for your checkup on
Facebook. Anything that
asks your patient or
potential patient to do
something.
The stronger case to use a
call to action is for lead
generation and follow up
opportunities for your
practice. Here are some
examples in how to
incorporate call to actions
for your dental practice:

Be sure you can track and
measure all your efforts

!
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Sign up for our newsletter
The simple request to sign
up for a newsletter, allows
you to capture a name and
an email address and allows
your practice to share
educational and impactful
information with your
patients on a regular basis.
A once a month newsletter
is highly recommended.
Two email services with
reasonable monthly
subscriptions rates are:
Constant Contact, and Mail
Chimp
Download a report
Many patients faced with
expensive upcoming dental
procedure do exactly what
you do when dealing with
expenses. They research the
options. Having a guide
book or report that helps
them with their research
gives you an opportunity to
share your knowledge. The
information you provide is
accessed through a
download, so you receive a
name and email address for
future follow up.

Ideas for Digital
Advertising

FB Ads
Facebook ads are still one
of the most affordable
paid advertising options
available. You are able to
pinpoint your target
audience (especially now
that you’ve answered the
8 questions we already
shared) for just pennies.
Even a budget of $5-$10
a day can yield hundreds
if not thousands, based on
your search criteria.
Frontline Medical
Solutions can walk you
through the Facebook Ad
platform or place ads on
your behalf. Call us to
learn more about our
social media service
options.

Experience business
awareness to your
prospect clients you've
never had before.

Google Adwords
Google Adwords is a type of
paid advertising in Google. It
allows you to create a Pay
per click (PPC) Ad for your
business to make it rank in
the top searches in Google
every time your prospect
clients enter a keyword.
Keywords are the critical
thing to set up for your
visibility will depend on it.
However, once you set up
your keywords right, you are
halfway to being on top to
your interested buyers.
Another benefit of using
Google Adwords is its ability
for split testing. Your
campaign can have more
than one Ad group, and you
can test what works better.
In this way, you will save
time and money and
concentrate on what works
best. And like Facebook Ads,
you can also set time and
geo-targeting.
Frontline Medical Solutions
can help you set up your
keywords right, make your
advertisement appear at the
geography at the right time
and handle the overall
campaign for you.

Think before you post |
HIPAA and social media
STEP 4 | DELIGHT
The face-to-face
experience

While social media
interactions are an easy
way to get your brand
noticed in your area,
nothing replaces the
special interaction you
have when your patients
are there in person! Many
of your patients can be
your #1 best company
ambassador. With a little
guidance and their
permission, posting
pictures of their delight
with you and your team
can mean an increase in
LIKES and new patients in
the door.
At Frontline medical, we
have designed a series of
signs you can download
FOR FREE to use for your
social media posting “fun
times” with you patients.
Be sure to visit our website
and look for our FREE
STUFF tab and have a blast
posting pictures!

HIPAA compliance is not
just the responsibility of an
owner or even the office
manager. In fact, all team
members need to
understand the importance
of HIPAA compliance so
that your dental practice
does not come under fire for
HIPAA violations.
It is important to note, that
while photos or videos of
positive patient interactions
can seem quite innocent, a
risk is still present. A proud
parent can inadvertently
take a picture of their
daughter’s first checkup and
accidently include a
pictures of a nearby patient.
Or as a patient checks out
at the front desk, should
they take a picture of the
friendly staff and patient
records are visible in the
background, these
situations can place your
dental practice in a violation
situation. We recommend
talking to your HIPAA
compliance contact to
establish a “picture safe
zone” or establish a policy
that clearly defines the use
and posting protocols to
protect you and your team
members.

Do's and Don'ts of

Read more about HIPAA
compliance insights on
social media from the
HIPAA Journal: Direct Link:
www.hipaajournal.com/hip
aa-rules-for-dentists/
Establish a social media
policy for all team
members
While social media is an
important part of
promoting your practice,
mapping out a game plan
for your team members to
follow is of serious
importance. Not only does
a social media policy work
to protect the reputation of
a practice, it also works to
provide clear guidelines for
your team members.
The ADA – American
Dental Association has
provided posting protocols
and an outline of social
media policies to assist in
the development of your
own dental practice policy.
Read about it here:
DIRECT LINK:
http://www.ada.org/en/abo
ut-the-ada/americandental-association-socialmedia/social-mediaposting-protocol

Social Media

Do share informative
articles and infographics
Do keep it light and fun.
Facebook is
conversational and a
platform tailored to
friends and family.
Do give thanks. Your
team members can make
or break your practice.
Not only should you be
thanking your patients
but find simple and fun
ways to draw a positive
spotlight on your team.
Do plan out a posting
calendar. You want to
include a focus for the
week and where you will
get information and who
will be posting and
monitoring comments
Don’t overpost. 2 – 4
posts per week allows for
visibility and should not
be seen as a spam
campaign
Don’t upsell 100% of the
time.
Don’t ignore comments
or delete those
comments that are not
positive. Reputation
management means the
audience is watching
how you will respond and
handle complaints and
comments.

STEP 5 | REFER

Establishing your
referral sources

Marketing your practice
effectively requires a
comprehensive look at your
referral programs and
marketing collateral.
Another important aspect
of your referral program is in
knowing referral sources to
help recruit and refer new
patients. Realtors, Bankers,
Attorneys, Accountants, and
neighborhood board of
director members are seen
by new residents as their
“go-to” people in
determining who they trust
in a new area.
Set aside time to network at
local chambers and events
in the area where these
referral sources frequent.
Can you offer a free cleaning
or set of x-rays to your
referral sources as a way for
them experience the level of
care at your dental office?

Marketing collateral can also
assist in getting a new
patient to your practice.
Through your connections
with a real estate
professional, you may be
able to secure a list of
newcomers to the area.
Send these new residents a
postcard or a handwritten
card with a “welcome to the
neighborhood” message
and one or two business
cards placed inside.
Consider too, having a
custom printed greeting
card with a picture of your
team members on the cover
of your card. Just a picture
of your dental office leaves
out any possibility of an
emotional connection to a
prospective patient.

Consider giving a few “free
service” giveaways or gift
certificates to your local
chamber for use at their
monthly breakfast or
networking gatherings.
And ALWAYS be sure you
are attending the event so
you are there to meet and
greet and talk about your
giveaway. Typically, the
chamber will make an
announcement as to your
business name and what
the service giveaway is.
Don’t be stingy. Determine
what is the value of each
new patient and give an
item that has a high
perceived value to the
recipient. If you can, walk
up and congratulate the
winner of your giveaway
and introduce yourself. No
sales pitch- just keep it
conversational and let
them know you look
forward to seeing them in
the office.
Check in for your check up
Encourage the use of social
media ‘check-ins.
Facebook and Instagram
have an impressive feature
your patients can use.
Checking in is a cool way
for your patients to geotag
themselves so that their
followers can know where
they are.

You can use special
discounts, gifts, or additional
professional services to
encourage your patients to
‘check-in’ their Facebook
pages in order to increase
your social media presence.
So, if they walk into your
dental office or building,
they can take a picture and
post it with their location
clearly revealed on their
social media account. If you
want to make use of this
feature, make sure your
business is listed in
Facebook Places or
Instagram Places. It makes it
easier for clients to check in.
Once they check in, they are
automatically promoting
your dental practice.
Testimonials Rule
Do you have a patient that is
smiling ear-to-ear about the
level of service your office
provided? Ask them to write
a review on Google (give
them your link) or even give
you a review on Facebook.
Don’t be shy about asking!

We hope you enjoyed our eBook!

Digital Marketing for Medical and Dental companies is a must in
this day and age. In the era of internet searches and online
reviews even Medical Professionals have begun to embrace the
change and show the benefits of their services online.

We are here to help you communicate with your patients and
create a spotless online reputation. Utilizing the benefits of digital
marketing your reputation will proceed you.
When healthcare consumers are in need of your services they will
be sure to think of you first.

We are not just about social media.
We are also fabulous in helping with:
Website creation – this is your online business card, builds
credibility and trust with your clients
Google Ad Words and SEO – to make sure you will come up in the
first few links of an online search NOT on page 4568
Email marketing and follow-up sequences – keeping in touch with
your clients will make sure they think of you first when they need
your services
Marketing consultations – we will examine your existing marketing
practice and advise practical solutions that fit your needs and your
budget

Want more ideas?
Connect with us!

Frontline Medical Solutions Digital Marketing

