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Orthodontic Web sites: beyond
Yellow Pages of the 21st century

by Bill Fukui

One vital key lo effectively mar-
keting your practice is to get expo-
sure Lo interested consumers during
the decision-making or buying
cyele. Several years ago, thal meanl
being in the Yellow Pages. Today, it
means having a credible, informa-
tion-rich Web site and being found
on the top search engines, like
Google, Yahoo, MSN, etc,

Most orthodontists haven'l really
grasped the full impact of this con-
cepl, but need Lo face the reality that
the Web has become more than the
Yellow Pages ol the 21st cenlury; not
only can consumers get a phone
number, they can learn more aboul
the latest orthodontic treatments
and technology, compare providers,
gel directions, ask questions and
even schedule their initial appoint-
ment online. They can even do all of
this while your office is closed.

In lact, the number ol orthodon-
lic-related searches on  search
engines has swelled to more than
200,000 each month and continues
to increase. Many of these searches

AD

focus on local providers, such as
“Los  Angeles orthedontist” or
“hraces Beverly Hills,” ete. To lever-
age this opportunity, your practice
needs to address both your Web site
design and how 1o gel top listings on
the search engines so interested
consumers find your site.

Web sites that appeal to

consumers and search engines
More and more consumers of

high-end dentistry, including ortho-
dontics, locate, research and com-
pare providers through the Web. To
be wildly effective al atiracting
them, vour Web site must be atlrac-
tive in two ways:

1. It must be credible and attractive
in the eyes of visitors. 11's vital that
vour Web site look fantastic, proj-
ect a high-quality image, and cre-
ale emotional rapport with your
practice. It needs Lo be a first-class
example of your office brand.

2. A Web site can only be effective if
local consumers find it. There-
fore, it must also be attractive to
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search engines like Google,
Yahoo and MSN that sift throongh
millions of Web sites on the Inter-
net (CNN reported that Internet
hit 100 million Webh sites with
domain pnames and contenl on
them in October 2006.) Search
engines are enormous electronic
libraries that filter through and
index the information contained
in billions of web pages. (It's
impossible to say how many
pages are on the Internet, as it
increases daily. Google boasted
indexing more than 11 billion
pages in 2005, but no longer pub-
licizes how many pages or docu-
ments it indexes.) This is an
important point to remember.
Search engines don't just index
Web sites; they index individual
pages within Web sites.

Top 10 tips to build
a winning Yeb site

Since Web site firms must “sell”
their designs 1o dentists, they typi-
cally ereale them simply to appeal Lo
you, the orthodontist. Unfortunately,
orthodontists are not one of the two
largel audiences mentioned above.
Thus, most orthodontic Web sites
fail 1o avract and convert qualified
prospects. The following are 10 tips
to create an effective Web site that
appeal to orthodontic consumers
ani one thal is irresistible to search
engines.
1. Develop an attractive design, but

make it usable and

campelling.

First, make sure your Web site
doesn’t just appeal to you, but to
consumers likely to make ortho-
dontic purchasing decisions. Most
orthodontic Weh sites are intend-
ed to appeal to women ages 35-45,

Al the same time, your Web site
must be easy to navigate and
possess credible  information.
Your design, like an ergonomic
aulomobile, must be driven intu-
itively. I visitors have to do loo
much thinking, they will “crash”
(which is equivalent to leaving
your site).

Your design must also incorpo-
rate compelling calls-to-action on
every page thal motivale visitors
lo take action. Stralegically de-
signed Web sites convert a high
percentage of visitors into leads,
Traffic alone is not the goal.
A word to the wise: avoid overly
Mlashy, slow-loading animation
and fancy effects. They may
amuse you and your Web design-
er, but they will also likely sguash
the effectiveness of your Web site,

2. Create alfractive original
coeternt

Internet consumers, as well as
search engines, are hungry for
information contained in Web site

pages. People don’t do the hard
work of researching orthodontic
information simply to be enter-
tained. And search engines, like
Google, want to give ils users
whal they want — good informa-
tion. Basically, they both want the
same thing!

Be sure your Web site has well-
written and original contentl. Cre-
ate vour Web site as an informa-
tion resource, not just an online
advertisement. It's also wvital that
your Web site copy is unique.
Search engines are programmed
to recognize duplicale blocks of
text that can be found on multiple
Web sites. Your Web site informa-
tion loses its appeal to search
engines when il has “cookie-
cutter” copy found on other ortho-
dontic Web sites.

. The more highly organized pages,
the betier:

If your practice is in Denver and
a woman goes to Google and
enters “clear braces Denver,” the
Invisalign or clear braces page, or
pages, of your Weh site may be
listed high on her computer
screen. Now, she can click direct-
ly to thal page.
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writlen pages you have in your
Web site, the more likely one or
maore of them will appear on the
top of search engine results.
Cramming too many topics on one
page dilutes the focus of your
information and diminishes the
value to the search engines. Re
sure lo give each area ol your
practice and each service you
offer its own page. Each page
should include important key-
words and phrases that are rele-
vant to that page’s topic.

In addition, highly organized
information is essential for pro-
viding information to consumers
in a manner they can easily read
and digest. Long scrolling pages
will kill your Web sile's readabili-
Ly and usahility.

4. Add new pages every month.

Search engines and consumers
not only look for good informa-
tion, they want it to be “fresh” and
timely, Search engines reward
Web sites thal continually get
updated with new, fresh, original
contenl. In addition, this gives you
more pages lo optimize with key
words and phrases for the search
engines to attract qualified visitors.

5. Add a blog to your Welb site.

The term “blog” was originally
coined by combining the words
“Web™ and “log.” Basically, blogs
are nothing more than online
journals where you can easily add
words and photos instantly, all
without the need of a Webmaster.,
This is another means (o add new,
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original content to your Web site.

On a side note, your hlog can also
be your most effective section in
building rapport with your visi-
tors. Entries and photos are wril-
ten and presented in a more per-
sonal style than traditional Web
site content, and allow visitors o
gel to know you belter.

. Gel more inbound fnks.

Search engines are tremendons-
ly effective atl locating a large
gquantity of information. Unfortu-
nately, most do not have human
editors or intelligence o deter-
mine the gquality of that informa-
tion. Therefore, they have to rely
on other means to accomplish
that. One of the primary means is
incoming links,

When credible Web sites have a
link on their page thal points lo
your Web site, the search engines
see thal as a vote of confidence for
your information. Therefore, the
more incoming links you estab-
lish, the hetter.

Contacl your colleagues in non-
competing practices, other med-
ical professionals, dental vendors,
and alumni associations and ask
to link to your Web site. Ask for
links on Web sites ol charities and
community organizations that yon
contribute to, and on media Web
sites (newspapers, radio stations
and TV stations) thal you pur-
chase advertising on.

. Purchase links.

Another means o build your
“link popularity” is to carefully
buy links on Web sites from rep-
utable and relevant Web sites.
There are lots of these types of
Web sites, but finding the right
ones is the real challenge. The
key is to be sure thal these Weh
sites are relevant to your industry
or markel, and that the links are
found in the body of content,
rather than on a page that with
lots of other paid links.

& Obtain listings on Welb site
direciories.

Find relevant directory Web sites
and have them linked lo yours.
These may be national “find an
aorthodontist near you” directo-
ries, or local directories indexing
other services. Some links cost
money, bul many are free.

Online public relations —
substantive articles.

Well-written articles and news-
waorthy press releases can be
another means to significantly
increase your link popularity.
Online informational Web sites
wanl good, credible articles and
information for their Web site and
will post your article or release on
their Web site (each article is writ-
ten with strategic links to your
Web site).

10. Get some help,

If you are like most orthodon-
lists, you don’l have the time,
expertise or personnel to effec-
tively implement many or most of
the lips listed above. Thus, it is
important to form a win-win
relationship with a Web market-
ing company that specializes in
creating attractive Web sites that
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dominale the search engines.
Since so much of your Web site
markeling is focused on custom
copywriting, it's also o your
advantage to work with a compa-
ny thal has extensive experience
in the orthodontic profession.

Conclusion

The Web has become more than
just the Yellow Pages of the 215l cen-
tury and continues to have even
greater impact on how consumers
research, compare and purchase
everything, including orthodontic
services. The above wop 10 Web
marketing tips only scratch the sur-
face of what it takes to creale an
elfective Web site that gets lots of
quality, local visits from upscale
consumers. But you have got to starl
somewhere — and soon. A greal
place to start is to identify where

your Web site is currently positioned
on the search engines and which
competilors consistently dominate
your markel. To gel [ree reports, go
to: www, page 1solutions.com/dental
_conlact.himl.

If consumers can't find your Weh
site or don’t contact you through the
Wehb, take action now. Il you don’t,
hundreds of potential patients will
continue o pass you hy.
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