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Traditional marketing for your practice has stood the test of time and proven itself bene�cial. It is an easy and free marketing service for 
your practice, which is solely based on the experience of your patients. �ese forms of standard marketing require little to no e�ort, 
however, it does hold you accountable for how you treat your patients as you have no control over what they say a�er they leave your o�ce. 
�ough 91.9% of Canadian dentists say new patients found them through word-of-mouth, it is very likely that they have also Googled your 
practice for reviews and testimonials. Imagine Patient A tells their friend or family member about your practice. Chances are that friend or 
family member will then Google your practice, looking for additional information, including positive reviews. If their search is 
unsuccessful, the odds of them booking an appointment are slim to none. While you might think that word-of-mouth is the most bene�cial 
method for obtaining new patients, consider �nding a comfortable balance. 

REVENUE BREAKDOWN
LEGEND

Less than $500,000 revenue $1.5 million+ revenue$500,000-$1.5 million revenue

90.7% 92.7% 80.0%

WORD-OF-MOUTH

WALK-INS

44.2% 42.7% 40.0%

ADVANCEDSTANDARD

In today�s digital world, more advanced marketing options are readily available. �e 
bene�ts of developing an online presence is one of the best ways for a practice to 
market itself. You must represent your practice online to meet the expectations of 
today�s tech-savvy patients. A website for your practice should be a �one stop shop� 
where potential new patients can �nd information regarding the services you provide, 
testimonials, team biographies, contact information and more. User reviews can be 
monitored by your sta� and allows the opportunity to maintain your professional 
image.  User reviews can be monitored by your sta� and allows the opportunity to 
maintain your professional image. Social media platforms allow you to engage with 
your community and are the ideal outlet to interact and have fun. Managing your 
website and social media accounts essentially is a full-time job in itself. Staying active 
is crucial for keeping a positive online presence where you are readily accessible to 
patients during and outside of o�ce hours. For more information, visit our Data 
Driven Dentistry page at www.oralhealthgroup.com/data-driven-dentistry.

PROFESSIONAL REFERRALS

53.5% 41.3% 55.0%

WEBSITES

32.6% 37.3% 45.0%

ONLINE USER REVIEWS

18.6% 35.3% 37.5%

SOCIAL MEDIA

20.9% 24.0% 27.5%

In today’s digital world, more advanced marketing options are readily available. The benefits of developing an online presence is one 
of the best ways for a practice to market itself. You must represent your practice online to meet the expectations of today’s tech-savvy 
patients. A website for your practice should be a ‘one stop shop’ where potential new patients can find information regarding the  
services you provide, testimonials, team biographies, contact information and more. User reviews can be monitored by your staff and 
allows the opportunity to maintain your professional image. Social media platforms allow you to engage with your community and are the 
ideal outlet to interact and have fun. Managing your website and social media accounts essentially is a full-time job in itself. Staying active 
is crucial for keeping a positive online presence where you are readily accessible to patients during and outside of office hours. For more 
information, visit our Data Driven Dentistry page at www.oralhealthgroup.com/data-driven-dentistry.
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