New! The ADA Practical Guide to

Internet Marketing
What Do I Need to Start?
• Goals/Budget
Do you want new patients, a larger referral
base, easier access to the practice, or more
patient referrals? How much is each new
lead worth and what is your budget?
• Brand
A consistent brand will not only convey a
more professional appearance, it can also
be effective in unifying your marketing
channels to become a more recognizable
local entity.
• Website
Your website should be the foundation
of all your marketing and enhance the
value of your practice.
• Social Media Channels
Social media channels are an important
public relations platform for promoting
your brand, engaging your patient/referral
base and creating a personal resource for
prospective patients to better understand
your practice philosophy.
• Business Listings — Search Engine
Optimization (SEO)
Consistent and correct business listings
help Google properly grant your website
authority and help you rank more effectively
in search results and map listings.
• Google AdWords
Whether or not AdWords (or payper-click marketing) is right for your
practice depends on how competitive
your market is and what procedures you
would like to promote. For competitive
markets, AdWords may be the best way
to get instant exposure while your other
marketing efforts mature.
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Goals and Budget
To help determine your objectives, first determine
the needs of your practice: Are you hoping to establish
new patients or gain referrals? For busy practices,
receiving new patients may not be the main goal, but
rather staying in touch and engaging existing patients.
Some practices may find it most important to market
high-production cases. For others, the objective may be
to increase the visibility of their brand in a new location.
Establishing your goals is the most important step in
assessing your budget. Cheaper is not always better.
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Make It (Often, But Not Always)
“Entertaining”
Long ago (in social media time that means a year
or two), posting a viral video clip of a cat playing
the piano was enough to get a Facebook Like. Not
anymore. Yes, there are some people who still
enjoy that kind of content but be careful not to fall
into old hat strategies. It’s fine to mix in something
silly now and then, but don’t make silly things your
staple. There’s plenty online today that entertains
people — and there are lots of resources out there
that do a much better job of entertaining than you
ever will. Accept that, then move your strategy to
the next level.

Naomi Cooper

Putting It Together:
The Building Blocks of
Internet Marketing

There are three factors to consider when choosing
a website design company:
1. Involvement. How involved do you want to
be in the process?
2. Experience. An experienced web design company
understands that there is an important balance
between the needs of the practice, the patient
and the search engines.
3. Examples. Look at their other clients. Do the
sites look pleasing? Are they engaging, educational
and ranking well on Google and Bing? Are these
practices happy with the customer service of
their designers?
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THE ADA PRACTICAL GUIDE TO INTERNET MARKETING

It’s alright to use social media to talk about the things
you’re doing that make the world a better place. When
you’re thoughtful and sincere, and when it’s primarily
shared through patient interaction, it won’t be perceived
as boastful.

Building a Solid Foundation
for Your Dental Practice
Marketing

People like doing business with people they know and like.
Find your own unique comfort level when it comes to the
things you publish. While not every practice has the same
culture and demeanor, loosen up once in a while! Never
forget that it’s OK to be you as long as you’re sharing
things that you’re comfortable sharing.

THE ADA PRACTICAL GUIDE TO INTERNET MARKETING
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Posting Effective Content
That Engages, Provides Value,
and Shares Practice Culture
Jack Hadley

The ADA Practical Guide to Internet Marketing
Increase your practice visibility online with a comprehensive Internet marketing plan.
From developing a digital marketing plan to deciphering social media sites to increasing
your search engine ranking, Internet Marketing explains the basics and how you can
apply them to your practice.
Internet Marketing addresses key questions such as:
• What are my Internet marketing
goals, and how can I create a plan
to meet them?

• How does regularly updating my
practice website influence its Google
search ranking?

• Which social media platforms fit my
practice best?

• Where can I find engaging content
for my blog, Facebook page, and other
marketing vehicles?

• Should I focus my Internet marketing
efforts on one platform or several?
• What’s an algorithm and how does
it affect SEO?
• Should I respond to a negative online
review, and what can I legally say?

Creating Stronger Patient
Relationships Through
Facebook
Edward J. Zuckerberg, D.D.S., F.A.G.D.

Blogging for Dental
Professionals
Colleen Greene, D.M.D., M.P.H. and
Chris Salierno, D.D.S.

Reputation Management
for Dentists
Shauna Duty

Search Engine Optimization
Naomi Cooper

• What should I keep in mind about
Internet marketing and HIPAA?

Making the Transition from
Paper to Digital Marketing

• Who should be in charge of
my practice’s Internet marketing
campaigns?

Xaña Winans

Legal Considerations for
Digital Internet Marketing
the ADA Legal Division

Industry experts focus on issues specific to dental practices, keeping in mind budget,
staffing, and legal constraints. This guide also includes the ADA publication, The ADA
Practical Guide to Social Media Planning.
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