“Thanks, but I’d rather go to the dentist.” Have you ever heard this quote used sincerely? Getting patients into
your chair for regular check ups or cleanings and keeping them there can feel like pulling teeth. When it comes to
coaxing reluctant patients back into your office or growing your practice with new ones, email marketing can ease
the pain.
This guide will take you through the set-up for your practice’s own email marketing campaign with examples and
ideas you can try out on your own patient list.

Why Email Marketing?
Besides connecting with current patients and attracting new ones, email marketing establishes trust and rapport
between you and your subscribers, which are important characteristics in a patient’s relationship with his or her
dentist. Email can build trust from the beginning, before they’re even in the chair.
Your patients use their email every day, and regular emails can serve as a handy reminder when your name
appears in their inbox. Your newsletter might just jog the selective memories of patients who are overdue for a
cleaning!
Email also makes it easy to send relevant information about treatment plans to patients based on their oral health
needs and interests.

Building Your Subscriber List
Before you can start sending emails, you need a list of people to send to. People who sign up to your list are
called subscribers. As your list of subscribers grows, it will likely include new, current and prospective patients groups you can target with specific information. We’ll talk about ways to do that a little later on.
For now, let’s focus on ways to get subscribers in the first place.

Building Your List Online
Think about all the traffic your practice’s web site gets every day. How much of it comes from people searching for
a dentist? Adding these prospectives to your email list can help you bring new patients in the door by sending
them basic information about your office, services and oral health.
You can collect the names and email addresses of your visitors by placing a web form on your site. You can
create a web form in your AWeber account with fields for all the information you need to know about a new
patient. Visitors who add their information on your web forms are automatically added to your list.
Our web form generator makes it easy to create a form that matches your site’s design. Pick a template that
matches your logo and customize it in the generator.
Now it’s time to get your form online.
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Choose one or several of these places to put your web form.
Web Site
Your web site is probably the first stop for internet users who need a dentist. Place a form on every page of your
site to make it easy for new patients to sign up for more information.

Village Dental Care includes a web form in their sidebar and a special sign up page that tells new subscribers exactly
what kind of valuable dental information they’ll receive.
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Blog
Some dental practices keep a blog with smile care tips, treatment options, new products and other oral health
concerns. Keep your patients updated with the latest developments in oral health care by posting a web form on
your blog. Now your patients can subscribe to updates instead of having to remember to check your blog for new
posts.

4

AWeber.com • 1-877-AWeber-1 • help@aweber.com

Social Networks
Do you connect with your patients on social networks like Facebook and Twitter? Post a web form on your
practice’s Facebook page so patients can sign up and stay in the know with office news or upcoming discounts on
popular treatments.

Montrose Smile Studio showcases a teeth whitening promotion with a web form on their Facebook page.

Post samples of your previous newsletters or office promotions to Facebook, Twitter and on your web site so
newcomers can see the helpful content you offer.
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Building Your List Offline
Your don’t have to restrict your list building efforts to the Internet. There are plenty of opportunities to add patients
to your list right in your own office.
• Ask new patients for their email address as they’re filling out their initial paperwork. Include a short
survey about their oral health concerns with an option to receive your office newsletter and other
relevant information.
• Sign current patients up to your list when they schedule their next appointment. Ask if they’d like your
email updates to keep their smiles healthy between appointments.
• Get involved in community events to find new faces to add to your list (and come to your office for an
appointment!). Set up an educational booth at the annual fair with free toothbrushes for every email
sign up. Partner with local elementary and middle schools for a parent/child education day and collect
email addresses there. Bring along an email sign up sheet to any events where you regularly market
your practice. You’ll fill your chair with new patients as you build rapport with the community (and their
inboxes).

What About Spam Complaints?
Occasionally, computer scripts (or even people) may stumble across your web form and subscribe with someone
else’s email address.
Other times, someone misspells their address, and you end up sending to the wrong person.
In these situations, the recipient thinks the messages are unrequested junk mail, otherwise known as spam.
You're not likely to get much response from these people.
And if they click the “report spam” button, ISPs (Gmail, Hotmail and the like) notice. If enough people complain,
they may stop delivering your messages.

The Solution: Confirmed Opt-In
Confirmed opt-in is like a preventative fluoride treatment for your campaign, protecting you from the problems
mentioned above.
The “treatment” works by asking new subscribers to click a link to confirm their interest in receiving your emails.
When a subscriber clicks the link, the email address is added to your list. As a sender, you’re assured the address
is legitimate. And your subscribers are likely to be more engaged and responsive as they’re receiving emails from
you that they actually want.
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Types of Emails You Can Send
Remember what we said earlier about building trust with your email marketing campaign? Not all of your emails
will have the same content, but you should establish consistency with your subscribers by using the same
template base for your messages. All of your emails should include the following information, regardless of the
content you’re sending:
• A subject line that tells subscribers what’s inside. Honest subject lines help your patients trust you.
• Your name or the name of your practice. This goes in the from line and should be something your
subscribers will recognize as coming from you.
• All of your contact information. Make it easy for people to get in touch with you. Place your full
postal address, phone number, emergency line, web site, social network profiles and any other
pertinent information in all your email communications.
• A call to action that tells your subscribers how you want them to respond. If you want to get patients
back in the chair for an overdue cleaning, include a link to an area on your site where they can
request an appointment.
• Pictures. Put a mini-tour of your office in a follow up for brand new patients who haven’t been to
your practice yet. With some dental treatments like teeth whitening or orthodontics, seeing is
believing. Include some before and after photos of your best patient success stories to prove the
benefits of these treatments.

The rest of your content will vary depending on the kind of email you’re sending. Types of emails in your
campaign could include:
1. An autoresponder (or “follow up”) series for new subscribers
2. A regular newsletter with updates about your practice
3. Occasional announcements or special promotions
4. Dental tips and articles pulled from your blog
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Get Started With Follow Ups
A follow up series is a great way to get new patients familiar with your practice and get their smiles ready for your
tune-up.
Follow ups are a series of messages that are automatically sent to new subscribers. You can include as many
messages as you want in your series and set them to send at certain time intervals. Structure your series around
information you think would be helpful for your patients to know.
• Give subscribers a crash course in dental hygiene that will keep their teeth healthy before their
first (or next) appointment.
• Send a series of cavity prevention tips.
• Cover common questions about teeth whitening, orthodontic procedures, crowns and fillings, or
whatever treatments your practice specializes in.

Montrose Smile Studio sends new subscribers a “Tooth Gym” follow up series
that covers a different common dental concern every week.
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Keep Them Current With Regular Newsletters
You tell your patients to establish good dental habits with a regular brushing routine. Start your own good emailing
habits by setting a regular sending routine.
Newsletters are great for consistent updates, helpful tips and reviews of new oral healthcare products on the
market. When your newsletter regularly appears in your patients’ inboxes, it can also be a gentle reminder that
maybe they’re due for a check-up.
How often you send your newsletters will depend on your content, how much time you can invest, and how often
your subscribers want to hear from you. Take these points into consideration when setting your newsletter
frequency.
Here are some content ideas to include in your newsletters:
• Introduce new staff members as they join your team so patients can get to know them before
their next office visit.
• Review new or popular dental products that your patients might want to use. Give your
professional opinion on their value and safety.
• Announce new equipment or treatment plans that your patients will be interested in
• Send seasonal tips for maintaining a healthy smile throughout the year

Medina Family Dentistry includes an “Ask the Doctor” feature in their quarterly newsletters.
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Finesse Dental has tips for teeth-healthy snacks plus an announcement for their new and improved web site.

The frequency of your newsletters depends on how much content you have and how much time you have to
compile it all. Your subscribers will depend on your consistency, so establish a frequency that can easily fit into
your office schedule.
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Send Offers And Announcements With Broadcasts
Broadcasts are for one-time announcements or special offers that happen between your regularly scheduled
newsletters. Send broadcasts when you want to announce a special promotion or need to update patients on
important changes to your billing plans or office hours.
Your special offers can tie in with seasonal or social events. Montrose Smile Studio ran a tooth whitening discount
promotion tied in with the Royal Wedding and announced it in a short broadcast message:

Are you promoting a deal through coupon sites like Livingsocial or Groupon? Send a broadcast to let your
subscribers know about the deal before it happens, and again as a reminder before the deal expires.
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Broadcast From Your Blog
Having a blog for your dental practice can keep your patients up-to-date on dental health news and what’s
happening in your office. But your articles won’t do them any good if they don’t remember to read your blog
regularly.
Instead of relying on patients to visit your blog on their own, you can send your blog directly to their inboxes with a
blog broadcast. Blog broadcasts automatically convert your recent posts into email.
You can control the number of articles and frequency for each broadcast and which subscribers they go to.
Everything else is taken care of automatically.
If your blog articles already cover the same topics a newsletter would, you can send blog broadcasts in place of
regular newsletters. Or use it as a supplement to your newsletter if your newsletter goes out less frequently.

Garwood Dental emails new posts as their blog is updated.
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When To Send Your Emails
It’s important to establish a sending routine in your campaign, but it’s just as important to make sure you’re not
overwhelming your subscribers. If you’re uncertain whether your schedule crosses the line between often and too
often, ask your subscribers and adjust your frequency based on their feedback.
Send newsletters or blog broadcasts on a consistent and frequent schedule. One-time broadcasts should only go
out when you have a promotion or important update to announce.
Some other ideas for when to send can include:
• Seasonal promotions: Discount cleanings after Halloween or specials on whitening treatments
in time for the holidays or at the start of wedding season
• Industry news: Is there a popular new toothpaste or at-home whitening kit on the market that
your patients will want to try? Announce it and review it so they can benefit from it.
• Check-up reminders: Send these at key points in the year, like holidays, the start of the school
year or other times when it’s important for people to have a fresh and healthy smile. Patients
who haven’t scheduled appointments yet will be reminded when they see your email in their
inbox.

Targeting Subscribers
Do all of your patients have the same oral health concerns? Would you send a promotion for braces to your 90year-old patient with dentures? Or denture care tips to your 20-somethings? Email marketing allows you to target
specific groups of subscribers to send relevant information to.
Segment your subscribers based on the dental issues that are most important to them. You can use your web
form to gauge your subscribers’ interests like Dr. Behner’s form here:
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Or distinguish between new patients and current ones to determine who needs an introduction to your office and
services and who doesn’t:

You can also segment in your emails using surveys to ask your patients what matters most to them. Now you can
send targeted offers to the moms who want braces for their kids or reviews of the newest denture care products to
your older patients based on the content preferences they indicate.

Making Improvements
Your campaign is running smoothly, you’ve gotten some sign ups online and in your office, and patients are
opening your emails. Now it’s time to think about optimizing for better performance.
As a dentist, you’re in the business of optimizing your patients’ oral health. If they’re brushing once a day, you
recommend twice a day instead. If they’re brushing but not flossing, you suggest they start for more effective
cavity prevention. Split testing will give you the good advice you need to optimize your email campaign’s health.

15

AWeber.com • 1-877-AWeber-1 • help@aweber.com

Split testing sets up a controlled experiment for your campaign that lets you compare two or more versions of your
web form, email subject line, calls to action or other variable to see which gets the best response from your
subscribers.
Test your web forms to see which gets the most number of subscribers. Try adding or subtracting fields, changing
the text on your “Submit” button, or offering a new incentive. Stick with the form that attracts the most sign ups.
Are your newsletters not getting opened as much as you’d like? Split test the subject lines and use the phrasing
that gets the most opens. Or maybe it’s your schedule is off. Test different days and times and schedule
messages to send at the times that get the highest open rates.
Split test content, article lengths, text links vs. buttons or anything else that you think could improve your
subscribers’ email experience.

Reactivating Silent Subscribers
You might notice some subscribers who don’t open your emails no matter how many improvements you make.
Reconnect with these subscribers through a reactivation campaign to make sure they still want to get emails from
you.
The point of your email campaign is to engage your subscribers and get them into the office for a check-up or
treatment. If you’re not engaging some of your subscribers, it’s important to know why.
You can segment these subscribers in your AWeber account and send a special broadcast message to these
inactive subscribers on your list. Put a survey in your message to ask if they still want your emails and offer an
incentive (like a complimentary consultation) to bring them back to the office.
Delete the subscribers who don’t want to be on your list anymore. The ones who are still interested will appreciate
your reaching out to reconnect and reinforce their trust and loyalty.

Keeping Your Campaign Healthy
With the information and ideas you have here, you should be able to create and run your own reactivation
campaign.
When it's over, and you're ready to explore other ways to make your emails even more effective, come find us on
our site or social pages!
And if you have a question about how to complete these steps in your AWeber account – or how to sign up for
one – give us a call!
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About AWeber
What do leading sites such as Social Media Examiner, Copyblogger, Which Test Won, ProBlogger and Harvard
Business Review all have in common?
They rely on AWeber for easy-to-use email and social media tools to cultivate relationships with their readers.
Since 1998, AWeber has been the email engine powering the growth of organizations around the world.
Today, more than 110,000 small- and midsize-businesses, entrepreneurs, agencies and nonprofits are making the
most of AWeber's sophisticated segmentation and analytics capabilities, social media and testing applications,
extensive template libraries, and industry-leading deliverability and live support.
For marketing advice, examples and inspiration, please join us here:
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