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BUSINESS & MANAGEMENT MARKETING

This month, Chris Baker considers the elements that make up an effective advertisement 

Marketing masterclass: 
print advertising

I hear many dentists say that ‘print 
advertising doesn’t work’ – and I always 
tell them it does, you’ve just been doing 
it wrong.

That is not to say that you cannot lose 
money advertising. You can, but if  you follow 
a few golden rules, you will see a good 
return on your investment.

You may think that print advertising 
doesn’t have a place in 2017 – but you would 
be wrong. I am a great adopter of  new 
technologies and techniques, but for local 
business, print advertising in the right media 
will pay dividends. 

That aside, a lot of  these rules will apply 
to advertising across a range of  media. 

Call to action 
The first point to make is that the role of  an 
advertisement is to stimulate a sale. Seems 

obvious? Maybe, but I have lost count of  the 
amount of  dental practice advertisements 
that I have seen that fall at this first hurdle. 

It is not clear what they want the reader 
to actually do. They have probably included 
everything that the practice does but with no 
clear message or purpose. 

Your advertisement must include a very 
specific call to action – something that you 
expect the reader to do after having read 
the advertisement. 

How much will it cost? 
Decide on a budget that you are happy to 
allocate towards the campaign. I use the 
word ‘campaign’ advisedly – if  you are 
thinking of  doing a one-off  ad to ‘try it’, save 
your money and do something else. 

Let’s say you have allocated €2,000. Any 
advertisement that costs more than 5% 
(€100) per insertion is too expensive for your 

campaign and you need to find alternative 
media that is within your budget. 

The size of  the ad is important, and you 
should aim for the largest you can afford. 
But, always remember that three smaller ads 
will reach more potential patients than one 
large one. 

Where will we put it?
What consideration have you given to the 
media you will use? Depending on what 
aspect of  the practice you are promoting, 
this could be very different. 

You wouldn’t use Glamour to launch a 
new stairlift, for example. To begin with, you 
need to understand your unique business 
proposition and who your target audience is. 
Then you need to choose the media that is 
most appropriate for that group. Match the 
media to your target audience.

How will we write and design it? 
A common mistake is to place the logo at 
the centre of  the advertisement. Your logo is 
not the most important part of  your 
advertisement! 

Yes, I know that we have all seen Nike or 
Coca-Cola ads where there is nothing but 
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MASTERING THE ELEMENTS

To create a good print advert, consider the following: 
• What is your call to action? 
• Decide upon a budget, choose the right media and get 

the most for your money
• Spend time creating a visually attractive ad with a 

straightforward message
• Keep testing your ads with your team, family and 

friends to see what is working
• Involve your team members and ensure that they  

measure response.

the logo – but when you have invested many 
decades and billions of  dollars in brand 
building, we can talk about this again! 

In the meantime, trust me: your message 
within the advertisement is the most 
important part – if  this resonates with your 
audience, then they will seek out how to 
contact you. 

Spend time choosing the right images 
(avoid stock images where you can) and work 
on the headline and copy. Make sure that the 
message is compelling and the offer and call 
to action will make people take interest. 

Test, test and test again 
As a dentist or dental professional, you are 
used to working in an environment where 
there is an evidence base for what you do. 
Effective advertising should be no different. 

The first place to start is to show friends, 
family and the team your ads for 20 seconds 
or so and then quiz them on what they can 
remember. If  they missed much of  the ad, 
you probably need to rewrite it. 

When you have decided what you are 
going to run and where, you need to run 
variations so that you can measure response. 

I would recommend that you have at least 
three versions of  whatever sized 

advertisement that you have decided to run. 
You can then give each ad a unique code 
and measure which delivers the best 
response. 

If  one ad is becoming a clear winner, 
create two further variations of  this, measure 
response and repeat this process ad 
infinitum (I love a good pun).

Team involvement
In my experience, it is not unheard of  for the 
team (who will be fielding the enquiries 
generated) to be none the wiser about the 
campaign. 

The phone rings and there is someone who 
isn’t a patient asking about free consultations. 
The reception team says, no, we can’t do that, 
and another potential lead dies. 

It may take two or three of  these calls to 
occur before someone on the team thinks 
that they ought to check just in case there 
has been an offer that they weren’t aware of.

You need to involve your team at every 
step. Team members are likely to have good 
ideas, offer good advice (that you may not 
always want to hear), and will be on the ball 
when the phone rings or the email pings. 

And you’ll need their assistance in 
measuring the all-important response. How 

will you know if  any campaign was a 
success or a failure if  you didn’t measure it? 
It doesn’t need to be overly complex – a 
simple tick-list on reception can do the trick 
– but it can help you make informed 
decisions about future advertising. 

It is particularly important in cases where 
you are using more than one title/medium 
and with a series of  different advertisements. 

Those of  you who feel that advertising 
hadn’t worked before – did you follow all the 
steps above? If  not, maybe it was you and 
not the media! 

www.tepe-easypick.com

TePe EasyPick™ promotes a healthy 
new on-the-go dental habit, making 
it easy for patients to remove trapped 
food when they eat out.
•  Comes in two tapered sizes for easy cleaning of 

all interdental spaces 

•  Handy travel case format encourages frequent 
on-the-go use

•  Increases the likelihood of habit formation*

*Frequency of use increases the likelihood of habit formation (Lally et al 2010).

 So is TePe EasyPick.TM

Order from your 
wholesaler today.

Easy to insert 
between the teeth.

Flexible for easy 
reach between 
the back teeth.
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