
WORK SAMPLE
CLIENT:  Link360 Marketing
PROJECT:  Website Content
   (Lead Generation) 

by Louise Sinclair | louise@sinclaircopywriting.com | www.sinclaircopywriting.com



WEBSITE PAGE ON LEAD GENERATION FOR DENTISTS

THE 4 STAGES OF AN EFFECTIVE LEAD GENERATION FUNNEL

For the purposes of dental marketing, lead generation can be defined as the process of driving visitors 
to your website, creating an interest in your business, and obtaining the lead’s consent to further 
market your services.

All together, these steps make up your lead generation funnel. Your goal is to move visitors through 
each stage of this funnel, closing them as patients at the end. Let’s examine each stage in more detail, 
starting with Attract. 

Stage 1: Attract

In the Attract stage, your prospects are aware that they have a need, want, or problem. Your primary 
objective is to attract traffic to your website by positioning yourself as a potential solution. 

You can achieve this with three different types of traffic generation:

 • Paid media (e.g. pay-per-click ads, social media advertising, sponsored posts)
 • Owned media (e.g. blog posts, content marketing, social media)
 • Earned media (e.g. word of mouth, reviews, referrals)

Let’s look at an example in action…

You want to attract more families to your practice, and you know that mothers typically make the family 
healthcare decisions within your audience. The first step is to create a dedicated landing or ‘opt-in’ 
page on your website aimed at mothers, showcasing why you’re the best family dentist in town. 

You could attract traffic to this page by: 

 • Creating targeted Google and Facebook ads
 • Having a local ‘mom blogger’ promote you in a sponsored Instagram post
 • Publishing content about common family or child dental issues 
 • Promoting your content on your social media platforms

So you’ve generated a steady stream of visitors to your landing page — now what? 

Stage 2: Convert

The next step is to convert your website visitors into leads who are interested in your services. That’s 
where your opt-in page comes in. 

An opt-in page is a targeted page within your website designed to capture information from your 
visitors. In our example above, you will have created a page aimed at mothers, promoting your family 
dental services and asking for contact information via a sign-up form. You can then use this information 
to reach out to them with more details about your services. 

But wait — your visitors aren’t just going to give you their information for free! In this age of intrusive 
marketing and privacy concerns, we’re very selective about who gets access to our contact details. 



That’s why your opt-in page needs to feature a lead magnet.

Also known as an offer, a lead magnet is a piece of free content that you offer your visitors in exchange 
for their contact information. In order to make the exchange worth their while, the content should be 
substantial and of very high perceived value.

The most attractive lead magnets address a concern, problem, or area of particular interest for your 
visitors. For your mom audience, for example, your lead magnet could be a video tutorial for helping 
their very young children to brush their teeth properly. 

As a dentist, you have the opportunity to offer a physical ‘lead magnet’, too. For example, you might invite 
prospects in for a free tour of your practice, or in the case of your mom audience, a free introductory 
consultation for their little ones, in exchange for their contact information. 

Create a well-targeted opt-in page with a compelling offer, and you’ll soon find yourself with a long list 
of interested leads. But what do you do with it?

Stage 3: Close

Now it’s time to turn your leads into patients, otherwise known as closing. Depending on the type of 
offer you’re providing, you might do this in a number of ways, but the first step is always a thank you 
page. 

After your lead provides you with their contact information, they should be directed to a custom 
thank you page. Not only is this a positive way to begin your relationship, but it also allows you to set 
expectations for how you’ll use their information going forward. 

Do you plan to email them with a special offer? Call them to set up an appointment? Add them to your 
weekly newsletter? If you spring these communications on them, they’re likely to hang up or hit the 
unsubscribe button, but if they’re expecting to hear from you, they’ll be much more receptive. 

If you’ve collected an email address in exchange for a digital offer, then the next step is to create an 
email nurturing sequence. This is a series of emails that sells the lead on the benefits of the service. 
However, note that the emphasis is on nurturing the relationship by providing value, so resist the urge 
to go for the hard sell.

Also keep in mind that sequences don’t have to be complicated to be effective. A basic sequence may 
simply include a confirmation email delivering the content offer, a second email featuring bonus content 
or a link to a related topic, and finally an email offering a free consultation to close them as a patient. 
Here, you’ve opened the door to your relationship, provided additional value to your lead, and given 
them an incentive to become a patient. 

If you’ve offered a physical tour or consultation, then you’ll be seeking to close your leads by demonstrating 
the benefits in person. However, you can still nurture the relationship via email, too. Reminders, thank 
you emails, and bonus content will all go a long way towards creating a good impression and building 
a positive relationship. 

Stage 4: Delight

You’ve closed the lead and you have a brand new patient, but your funnel doesn’t end there! Going the 
extra mile to delight your patients not only means that they’ll keep coming back, but they’ll tell their 
friends and family about you, too.



Word-of-mouth advertising is one of the most effective forms of patient marketing, and it saves you 
time and money. If your patients are so happy that they rave about you to their loved ones, you 
essentially bypass the entire process of obtaining, nurturing, and often even closing your leads.  

The most important step in delighting your patients is to provide a stellar service, but of course you 
already know that! So what can else you do to go above and beyond?

Again, email sequences are a very effective tactic at this stage. You can set up pre-appointment 
reminders, post-appointment recaps, or aftercare instructions, and you can offer advice or content you 
think might be helpful to managing their specific condition. You can even send periodic ‘check in’ emails 
to see how your patients are doing.

Those are just a few examples, but anything that makes your patients feel valued and cared for, or 
that makes their lives easier, will inspire them to share their experience. If you want to offer further 
encouragement, ask them to leave you a review on public sites like Google and Yelp, and consider an 
incentive scheme for referring family and friends*. 

Want to know more about lead generation funnels? 

At Link360, we’re experts on creating bulletproof lead funnels for dental practices like yours. You can 
read more about lead generation strategies at the links below, or you can contact us now to discuss 
how we can generate more leads (and profits) for your practice. 

Lead Generation Strategy for Dental Practice Websites

Understanding Lead Generation Funnels for Dental Practices

Optimizing Your Dental Practice Website for Lead Generation

Inbound Marketing: Why it’s Essential for Dental Practice Lead Generation

*Regulations on providing incentives for dental services vary from state to state. Before offering any incentive, research the 
laws and regulations in your state to ensure your practice remains within legal boundaries.  
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