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What type of insurance should I get?

Dummies’ Guide to... a 
website that wows!

Richard McEwan navigates the 
minefield that is dental insurance

Chris Baker gives you eight points to 
follow to make your website stand out 
from the crowd

Whatever field within dentistry you work in, insurance can 
prove a bit of a minefield. On the one hand you know it is 
important, but with all the other tasks involved in running 
your business, it can often become a ‘tick box’ task.

That in itself is fine in terms of making sure you have 
an insurance policy to provide your employers liability 
certificate to hang on your office wall. But it doesn’t help 
in terms of considering the insurance policies that you 
must have, those that are useful and those that you could 
probably do without.

Where to start
So as a business, where do you start? First off, you need 
your business package policy. This will provide employer’s 
liability cover (compulsory if you employ people) and 
public liability to protect you against claims from visitors 
to your place of work. Beyond that the cover will provide 
cover specific to your business.

For a typical dental practice or laboratory, this will include 
the premises, contents, business interruption to cover any 
period during which you are unable to practice etc. There 
are of course plenty of policies available tailored for surgeries 
so as to meet the specific demands this provides.

Beyond that, there are various insurance policies 
available. Medical malpractice/indemnity is the next 
obvious one, whether from one of the defence unions 
or via an insurance policy, it is a critical requirement for 
dentistry professionals.

After these core policies you start moving into the 
optional, but very useful nevertheless, insurances. For 
example, a legal expenses policy provides assistance via 
access to lawyers, and meeting their costs, in helping you 
defend a range of actions that could be brought against 

If we go back five years, all a website had to be was an 
online brochure. That is no longer enough. Today’s 
consumers expect a lot more. 

Today you need your website to deliver:
• New patients
• Information, education to existing and new patients
• Contact details eg email, telephone number etc. 
• Engaged followers – if they don’t contact you 

immediately then you need them to keep returning so 
that they will get in touch when they are ready

• Visitors who stay on the site for as long as possible.

How to do it
A tall order? It can be done cost-effectively if you follow a 
methodical and systematic approach:
1. Content management. One of the best ways to ensure 

you in the course of running your business. Elements 
of this will often be built into your package business 
policy and you need to ensure there is no duplication of 
cover. Take it a stage further and a management liability 
or directors and officers policy will provide the same 
assistance and defence costs, but could also cover any 
damages or personal liabilities that arise.

A further important consideration is the impact on the 
business if you were unable to work due to illness or injury. 
For most dentists an overheads expense policy will be very 
important to keep the practice ticking over in their absence; 
without it the business would struggle to continue.

There might also be areas of insurance that are more 
specific to your business. The list can go on an on.

Insurance requirements
Where am I going with all of this rambling? Well, the 
point is that the insurance requirements of your business 
are far too important to be a tick box exercise – perhaps 
it’s best to call it risk management. The insurance you 
have should be right and appropriate for your business. 
Your requirements need to be reviewed regularly and 
selection of the appropriate insurances should be made 
following a structured risk assessment of your business 

your website is interactive and regularly updated is by 
having it built in one of the many content management 
systems that are available (eg Wordpress). This means 
that you (or your team) can add and delete pages, make 
amends to text, add pictures and so on

2. Addition of a news system. Following on from above, 
this can be content managed so that you and the team 
can update. This allows you to be up-to-the minute, 
link to dental stories in the news and so on. It also has 
search engine optimisation benefits

3. Gallery. A gallery will speak to your potential patients 
in ways that text never could. If you can present cases 
of treatments previously carried out on ‘normal people’, 
the conversion rate will be noticeably higher. Although 
many of the dental supply companies will provide 
excellent ‘before and after’ shots, these will never work 
like pictures of your own patients along with a short 
synopsis and ideally a quote from them

4. Search engine optimisation (SEO). If no-one can 
find your wonderful website, then you have wasted 
your time. Employ a web marketing company that can 
deliver in this key area. Google Adwords (pay-per-click) 
is also worth considering

5. Video. With the advent of Youtube and Vimeo, the 
addition of video will make your site much more visually 
appealing and engaging. Videos also tend to educate and 
tell the story much more effectively then text

6. Social media. Facebook, Twitter, Instagram, blogs 
and the like are simply another channel and way of 
speaking to potential patients. These can reach an 

as to what is critical and/or high risk, what areas would 
insurance benefit the business and what areas can the 
business effectively self insure.

Recognising and analysing the risks to your business, 
and mitigating against them, is obviously good business 
practice but also means that sourcing insurance can prove 
to be easier and more cost effective.

On deciding the appropriate insurances you need to 
select suitable policies and providers. Covers provided by 
insurers can vary widely and the cheapest is not necessarily 
the best. Equally, there is a tendency for policies to carry 
various ‘bells and whistles’ to create a perceived edge – but 
if they are not of any value to you, is there any point in 
having them? The company underwriting the policy is also 
important – service levels, reputation, claim payment etc 
are all worth careful consideration in choosing a provider.

You don’t even have to source the policy yourself. 
Buying direct is possible and sometimes too easy, but 
it can prove a false economy. An insurance broker will 
be able to help you through the maze and ensure you’re 
protected against appropriate risks and with a policy 
that meets the specific needs of your business. The good 
news for dentists is that there are a few quality brokers 
specialising in the industry (which of course we are one). 
But whichever route you take, make sure the policies you 
choose are of value to you, provide the right cover and at 
the right price – don’t just tick the box! 

audience who may not respond to more traditional 
media. All of these media should be integrated into 
your website and should all cross refer

7. Data collection. Marketing in any era has been about 
collecting the data of potential purchasers and bringing 
them into your ‘buying cycle’. Your website is no 
different. Potential patients should be able to email you, 
sign up for updates, follow you on social media and so 
on. Give them the option to leave feedback – I know 
that some dentists are concerned about this but the 
potential positives far outweigh the potential negatives

8. Google analytics. The final piece of the jigsaw – the 
piece that will tell you if all the rest of it is working! With 
the addition of a piece of free coding to your website, you 
can find out how long people were on your site, what 
is most viewed, where they left – all vital information to 
help you improve your online marketing. 

FOR MORE INFORMATION visit  
www.hurst-group.co.uk/dental-ins or email  
info@dental-ins.co.uk.

IF YOU HAVE any comments or suggestions for future 
Dummies’ Guides, please get in touch with  
newsdesk@dentistry.co.uk.

Richard McEwen is director of general business at Dental 
Insurance Services.

A modern website needs to offer:
•  Interactivity
•  Information in an easy to read format
•  Videos
•  A patient gallery
•  Impressive visuals
•  Regular updates
•  Social media.

Chris Baker owns and runs Corona Design 
& Communication, a specialist dental 
marketing agency.
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