
Bo Nielsen 
CEO/Founder

Lets get real and get common sense into your digital 
marketing and communication investment

Straight Talk about Marketing 
and Communication 



20 years working with thousands of 
Human and Animal Health offices 
through AutoRemind Inc.  
 
Degree in computer science and a 
background in software development. 

Dog owner. Westie called Cooper 
(My 6th dog) 

My first job was as a LEGO toy designer 
back in 1988.

About Me



I want to make you Think! 

I want you to spend your marketing and 
communication budget wisely 

I want to give you the tools to make great decisions 
when you buy communication products 

Today’s Goal



• Clearly state your company’s value proposition on your website, highlighting what sets 
you apart from the competition. 

• Find out if your followers actually get to see your social posts and utilize your  
social media channels more effectively. 

• See if it is possible to manage your online reputation. Discover strategies for 
managing and improving your online reputation. 

• Learn the pros and cons of Search Engine Optimization (SEO) and online advertising.  
Can you really rank #1 on Google?  

• Understand the importance of Customer Relationship Management (CRM) and why 
digital communication is essential for engaging your current customers. 

•  Learn the basic legal considerations in client communication to ensure compliance 
and avoid common potholes.

Learning
Objectives



WEBSITE



How many go to their 
Dentist’s website  

a few times a month to 
check for updates? 



Front Page, Staff  
and Services are  

most Viewed

Analytics. Understand your client

1-2 minutes on 
Your Website

1-2 Pages are 
Viewed

85%+ Chance it is 
a New Visitor



Marketing and 
Communication industry
has become data-driven



0 (ZERO) Views - $3,600 a year cost

Make
Better Decisions



Blog Example from Vets



Look good online.  Communicate your Value proposition!

VS

Your Website is
Your Storefront



If most are new customers, talk to them 

You got less that 10 sec 

Talk about values for your client  



Explain the values 
your office provides



Find 2-4  unique 
selling points for  
your company 







Convenience is king

The coming 
generations want  
to do everything 
electronically



Ask your clients what they think using Surveys







Remember: Your website is for new client COMMUNICATION and existing clients CONVENIENCE.  

Make sure your vendor has Google Analytics (or similar).  

Learn about visitors. New vs people coming back. Time spent on your site. Are your content seen? 

Make sure your company value proposition is on point as you only have a few seconds to capture them. 

If you want share videos, blogs posts, etc make sure you to tell the world. Don’t trust SEO only. 

Think like a client. Think Convenience and customer service. Texting, chat, prescription, vaccines, etc. 

Capture client data from surveys to help you understand what your customers think. 

Website, Social, SEO, Content. Think about what you need before you buy.

Website
Checklist



Social Media



Why? What are you trying to achieve?
I seen a series of strategies 

• “We created a social media account, but never posted” 

• “We posted 7 times and then no posts since 2020” 

• “We are posting many times every week” 

• “I purchase a product that post generic content several times every week” 

• “I have a marketing company posting adverts” 

• “I post to get many followers” 

• “We post a lot to improve our SEO (Search Engine Optimization) so we are found” 



* =400-1600

This does NOT include any advertisement posts from META 

META’s job is to have you stay on their platform. They want you to spend time 

Algorithm will promote content that makes you stay 

Estimations is only 20% of your followers see your posts 

Examples of people trying to convert followers to email now

We follow 200-800 
people/companies on 

Instagram

Avg. post from instagram 
business is around 1.7 

posts per day

Let’s get back to the data view

Posts per day



Over 160 posts in 12 months
“Growth Companies”



Result: 

• $36,000 in revenue for the “growth” company 

• 12 Likes 

• 10 New followers 

• 1-2 new clients 

Over 160 posts in 12 months
“Growth Companies”



Social Media and SEO

“You need to post a lot to help SEO”. 

Typical companies selling content. 

Does not help SEO significantly or at all 

Google and Meta are not financially 
interested in sending people to each 
other  

They want them to stay and see more ads 



Do you like ads when you watch a movie?

Quantity  
vs  

Quality



A strategy could be: “I want to leave a digital foot print for when I am found” 

Younger generation will start looking for you on Social Medias 

Imagine what you want to see if you are found and worry less about number of 
followers and being a content creator 

Maybe post 1-2 times a month 
Nothing wrong with posting every day. If you have the skill in the office 

Be personal. Make a view into your practice. 
Quality over Quantity 

Another Strategy. Leave a digital foot print



Remember: In many cases, not all your followers see your posts. Adjust your 
spend to the value 

Ensure your posts have quality and represent you rather than generic and 
advertisement content.  

Social Posts do not make  you found, but they can make you look good for 
new customers that find you 

Focus on quality rather than quantity to save time and money. 

Strategy for a smaller practice could be leaving a digital footprint for those that 
find you. Look good online!

Social Media
Checklist



Reputation



We all want to look great online 

You need to Automated this process 

 This section will focus on the 
“Management” of your reputation 

Reputation Management



Reputation Management Evolution

10+ Years ago

Upload a review 
and everybody 
looked great.



Reputation Management Evolution

Upload a review and 
everybody looked great.

Industry offered 
landing pages

10+ Years ago



Reputation Management Evolution

Upload a review and 
everybody looked great.

Industry offered 
landing pages

Review Gating 
10+ Years ago



Reputation Management Evolution

Upload a review and 
everybody looked great.

Industry offered 
landing pages

(https://www.ftc.gov/business-guidance/resources/
featuring-online-customer-reviews-guide-platforms)

10+ Years ago

Review Gating 

https://www.ftc.gov/business-guidance/resources/featuring-online-customer-reviews-guide-platforms
https://www.ftc.gov/business-guidance/resources/featuring-online-customer-reviews-guide-platforms


What did FTC state?



What did FTC state?



If you got an unfair bad review

Reach out to the client to see if bad review  
can be taken down. 

Comment on the review from your Google  
business listing. 

Flag a Google policy violation 

If denied - write an appeal with a full overview  
of your side of the issue. 

Google management tools: 
https://support.google.com/business/answer/
4596773hl=en&ref_topic=6109360&sjid=1000670474
5869304420-NA

Google Policy Violations
• Fake Engagement 
• Impersonation 
• Misinformation 
• Misprepresentation 
• Harrassment 
• Hate Speech 
• Offensive Content 
• Personal Information 
• Sexually Explicit Content 
• Adult-Themed Content

• Violence & gore 
• Dangerous Content 
• Illegal Content 
• Child Safty 
• Terrorist Content 
• Off-topic 
• Advertisement & Solicitation 
• Unclear and Repetitive Content 
• Defacement and Mischief



Reputation
Checklist

Automate the review invitation, so you don’t depend on your staff remembering 

Request reviews via text and email, and select the best time 

Ensure that your reputation system follows the FTC guidelines 

Offer multiple review sites  

Can you block some of your appointments for not getting an invitation? Not all appointment types 
may be appropriate. 

Make sure your Review responsible know your “rules of engagement“ and knows how to how to flag 
and appeal. Define a policy. 

Make sure you can stop the review invitations in case a problem arises in your office that creates bad 
reviews 



SEO vs Online Ads



What is SEO? Can you really rank #1 on Google?



What is SEO and Online Ads

$8M Superbowl Ad’s in 2025



Prerequisite

Independent Corporate



You will NEVER be number 1 
on Google…. unless you pay 

Google

Can you really rank #1 on Google?



Do I rank number 1?

“Dentist Near Me”



Do I rank number 1?



Do I rank number 1?



Do I rank number 1?



Do I rank number 1?



How should You Spend your budget?

SEO = 20%  

Online Advertising = 80%

Total advertising budget:

SEO = 100%  

Online Advertising = 0%

Total advertising budget:
VS



How should You Spend your budget?

80% of new customers come from referrals, but most 
advertising goes to something else!

SEO = 5%  

Online Advertising = 35%  

Existing Customers = 60%

Total advertising budget:



Time is an important factor

Stop entering long term contracts 

User examples: $5,000 for Yellow Pages / $3,000+ for SEO 

Technology moves very fast 

Check at least once a year 

Declining user base 
Mainly 65+ year old users



Ask new customers how they found you
Don’t trust your agency or digital tools. 

Ask the client when they call or come to the office. 

This will help you place your money better.



Balance your advertisement budget on existing customers, Online advertisement and SEO  

Understand where your customer finds you. ASK all new clients how they found you 

Time is important. Check the value of your marketing spend often. Things changes fast.  

Ranking #1 on Google is history and more luck than clever SEO work.  

Do basic SEO on your website. Create and maintain your google business listing. Get good reviews.  

Get a SEO report from your website vendor. A number between 1-100 of how SEO prepared your site are 

AI is going to change the way we find information and advertising. Keep an eye out! 

“List me vets in a 5-mile radius with more than 4.3 star review that does  
house calls" will replace "Vet near me" 

SEO and Online Advertisement
Checklist



Stay Top-of-mind



Source: Vetsource

Revenue and visits are down

Most likely due to inflation 

Customer see a vet visit as transactional



Time for staying in touch 
with your client base and 

make sure you keep them.



Treat Email and Cell Phone 
numbers like you do 
Payment/Insurance.  

Collect them at every visit. 



My work buddy Cooper

Post Appointment Messages



Post Appointment Messages
My work buddy Cooper



Cooper pulled a nail out when he was younger

1 day: Doses, tips and trick with cone

Post Appointment Messages



Cooper pulled a nail out when he was younger

1 day: Doses, tips and trick with cone 
7 day: Take the cone of see what happens

Post Appointment Messages



Cooper pulled a nail out when he was younger

1 day: Doses, tips and trick with cone 
7 day: take the cone of see what happens 
30 Day: Nail should start to come back out

Post Appointment Messages



Birthday Greetings
Option to give a gift 
 
Remind the client about yearly vaccinations  

Branding opportunity 



Reactivate clients
Clients that you have not seen for over a year 

Argue values like: 
• Preventative Care 
• Aging & Chronic Conditions 
• Dental Health 
• Pain Management 
• Vaccines, Nutrition, Nails, etc



Refer-a-friend
Most new clients comes from word of mouth



Use your blog content



Soft sell



Hard sell



Combo
1

2
3



Diagnosis related messages
What if you could send messages to clients automatically 
that were based on diagnosis. 

Tips and advice on 
• Obsese Animals 
• Dental deseases 
• Skin and Allergies 
• Etc…. 



Remember

Use a messaging tool that can seperate these for opt-out reasons 

Don’t lose access to your clients

Soft Sell 
Transactional Type

Hard Sell 
Marketing Type



Stay top-of-mind
Checklist

Think about how to get in front of your client base. Service, info and argued sales. 

Treat Email and Cell Phone numbers like you do Payment 
Collect them at every visit. 

Marketing is not like a light switch. It's more like waiting on the water getting warm.  
It takes a while to work, so start early. 

Start sending  min. 4-6 messages to your client base every year.  

Make sure they do not opt-out of all messages 



Rules & Regulations



Rules & Regulations
AutoRemind is not a law firm, and this section does not constitute legal advice. 

Please review this information with your own lawyer.



Think about your 
communication as 

TRANSACTIONAL and 
MARKETING messaging



Rules and Regulations

FTC 
CAN-SPAM 

(Email)

FCC 
TCPA 

(Text, Call, Fax)



https://www.autoremind.com/inspire/suggested-
practices-regarding-electronic-communications-with-
patients

Consent Form







Rules and Regulations
Checklist

Make a messaging policy. Have a plan. Do not have to be big and complicated. 

Client wants electronics dialog for service and convenience 

Talk to your lawyer to make sure you get the correct consents and are  compliant with  
CAN-SPAM and TCPA 

Make sure your messaging system can send at least transactional and marketing messages 
so you do not lose contact to your client if they opt-out 

Electronic communication has come to stay, and it is going to be more and more important 
for your business 

Again: Collect phone number and email information just like you collect payment information 



That’s it !

Download Slides:   
https://www.autoremind.com/download/straight-talk.pdf

Come talk more now or at our Booth



Bo Nielsen 
CEO/Founder 

AutoRemind Inc.

Phone:  800-277-1299, option 1 

Email:    bo.nielsen@autoremind.com 
Web:      www.autoremind.com 

157A 1st Street 
Jersey City, NJ, 07302

Thank You for 
keeping it real!

“I Helped!” 
Cooper

http://www.autoremind.com

