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BUSINESS & MANAGEMENT MARKETING

COMPETITION TIME

• Decide what your budget is and stick to it. Treat the 
whole exercise as a marketing or advertising cost

• Be creative – the prize doesn’t have to be dental 
• If you do choose a treatment, keep it simple. Whitening 

and short-term orthodontics seem to work best
• Use the whole range of media to promote – email, 

Facebook, Twitter, website, press etc
• Have fun with it – marketing your business should  

be enjoyable.

Comments to Irish Dentistry
@IrishDentistry

When and how should your practice run competitions? Chris Baker offers advice, hints and tips

Can a competition in the dental field 
ever be truly ethical? Aren’t we above 
all of  this kind of  promotion as dental 
professionals? 

As with all marketing, what you say and 
what you offer has to be legal, decent, 
honest and truthful. Once you have 
confirmed this, then it is an executive 
decision for you to make. 

I have worked with a number of  practices 
that have offered a variety of  competitions 
in different ways and I have never been 
aware of  an ethical issue. Competitions can 
be a way of  attracting new patients, and 
incentivising current ones.

Treat your patients
So, do competitions work? An emphatic 
‘yes!’ Let’s be honest, dentistry is not 
perceived as ‘sexy’ by many of  the general 
public and it can sometimes do with a 
helping hand. Competitions are a fantastic 
way to raise awareness of  a treatment, as 
well as the practice more generally. They 
have a number of  key benefits:
• The public loves the idea of  ‘something for 

nothing’ – a competition delivers this
• If  you use your website, a competition 

allows you to collect contact details of  
potential patients interested in whichever 
treatment you are offering. This gives you 
a fantastic database of  ‘warm’ prospects 
for future marketing, eg, email marketing

• The media is much more likely to feature 
an interesting competition over any other 
form of  marketing

• You are able to reach an audience that 
may not react to more traditional forms of  
marketing and contact.

Tempting offers
The only limit here is your imagination! 
Some ideas could include:
• On Facebook, you could give away a free 

electric toothbrush for reaching a certain 
amount of  ‘Likes’

• Vouchers on Facebook for a ‘Refer a 
friend’ campaign

• ‘Nominate a smile’ – this allows people to 
nominate a person in the local area who 
they feel deserves a smile makeover

• Win tickets to local events, such as theatre 
or comedy. This engages with the local 
community for a minimal fee

• Promote a free home tooth whitening 
treatment via social media, email and 
local press 

• Give away a free Invisalign treatment in 
exchange for entrants uploading a ‘selfie’ 
of  their smile, contact details and 20 
words as to why they deserve to win

• Or whatever else you can come up with! 

Free stuff versus discount 
But don’t competitions cheapen or denigrate 
your brand? 

There are several points to consider here. 
The first to make is that, sadly, many might 
argue that people now expect some kind of  
incentive to purchase any kind of  product or 
service. 

You don’t have to play the game, but the 
pool of  consumers that will pay the full price 
for anything is diminishing year on year.

However, I am not a big fan of  
discounting, as I believe it just leads to a 
race to the bottom. But, if  you give 
something away for nothing, then you are 
not reducing prices across the board. 

I always view competition costs (even 
including potential treatments) as those that 
should be allocated in your advertising 
budget – as if  you had paid for an advert in 
your local paper. 

I would also point out that you shouldn’t 
run competitions on a loop – use them 
sparingly to be most effective. 

Competitions are also a wonderful way of  
generating good feeling and positive PR 
coverage. Your brand will be in front of  those 
who may not be interested in the 
competition itself  but are interested in 
another service that you offer. 

Only you can decide if  you are 
comfortable with running a competition. If  
you are happy with the concept in principle, 
I can promise you that they do deliver. 

Marketing masterclass: 
up for grabs
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