
Chris Baker returns in a regular Q&A feature to answer your queries about stepping out of  
your comfort zone and into the world of  email marketing

I don’t have much of an email database...
Then you need to start building one 
immediately. It isn’t difficult to do – simply 
ask your patients as they come to the 
practice to fill in details on a medical history 
form, and ensure that they include their email 
address. Make sure that your patients know 
that it lets you keep them in touch with them 
about what’s happening at the practice in the 
most effective way possible.

You should also be collecting emails from 
prospective patients on your website. This 
will allow you to build a ‘prospect’ database 
where you can communicate regularly with 
your patients, ensuring that when they are 
interested in having a particular treatment 
carried out, they get it done with you.

I’m not really sure about this. Why 
should I be doing it?
A fair question, and you should always 
know why you are doing any form of 
marketing. Email marketing lends itself to 
regular communication with patients as it 
is inexpensive and not too obtrusive. It is a 
great way for any dental practice to:
• Inform patients of team news and updates 

– believe it or not, patients really do care 
about this stuff

• Educate patients about 
treatments that are 
available at the 

practice
• Encourage loyalty amongst patients – 

ensure they feel valued 
• Inspire patients to contact the practice in 

regard to higher-value treatments.

How do I go about sending these emails?
The easiest, most professional and 
straightforward way to organise a business 
email campaign is by using specialist email 
software. There are a wide range of  these 
programs out there, including Mailchimp, 
Dotmailer, Graphic Mail and many more. 
Some of  these programs are free, others 
are based on a monthly retainer that is 
dependent on the size of  your database.

These programs will allow you (or 
someone on your behalf) to produce well-
written and well-designed emails that will be 
visually engaging for your audience. 

However, they really come into their own 
when it comes to measurement – they allow 
us to know how many emails were opened, 
what was clicked upon, and so on, allowing 
us to make informed decisions about future 
email marketing quickly.

How often should I send emails?
This question is, to some extent, individual, 
ie, related to a frequency that you and your 
practice are comfortable and happy with. 
Obviously, you don’t want to bombard 

your patients (as some high street 
retailers are prone to doing with 

email marketing) and lose all that 
goodwill that you have 

worked hard to develop. 
My suggestion would be 
to send out your emails 
every two months or so; 
often enough that it will 
gain recognition and 
expectancy without 
annoying anyone. It is 

also vitally important 
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that you allow those who are receiving your 
emails the option to ‘unsubscribe’ – then 
they don’t have to be bothered by the regular 
communication if it isn’t their thing. 

What on earth am I going to write about?
Content is the one thing that stops so much 
marketing activity ever happening in the first 
place. Take a step back and ask your team, 
friends and family what they would like to 
read about. If  it helps, I have found that a 
mix of  the following seems to generate the 
best results:
• Team news
• Charity events – make sure that you and 

the team are active, preferably with a local 
cause

• Treatment information/education
• A great offer – why should they respond?

Anything else I need to know?
A couple of things. Email marketing works 
very well in combination with all other forms 
of online and social media, so this is probably 
a good point to take a look at your website, 
Facebook page, Twitter account, and so on, 
and ensure that they all connected and ‘talk’ 
to each other. 

As you feel more confident with your 
email marketing, you can start to be a little 
bolder. Consider stratifying your database so 
that certain groups receive age demographic 
or interest specific emails as well as the 
more general ones. The more that you work 
with email marketing, the better response 
levels you can generate. iD
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