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MACHINE
LEARNING

Learns from data to make
decisions autonomously.

e Denti.Al X-Ray Imaging
e Radiographic Analysis

Al APPROACHES

SYMBOLIC
LEARNING

Uses defined symbols and
rules for problem-solving.

e Credit Scores
e Al Scheduling Systems

@

DEEP
LEARNING

Employs layered networks
for advanced learning.

e Onsite Chat Bots
 Language Learning Models



CHOOSING AN Al PROGAM

WRITTEN IMAGE AUTOMATION
CONTENT GENERATION DEVELOPMENT
Human-like writing and Logos, social media posts, Write code, chat with
editing design inspiration patients, qualify leads
e GPT-4 e MIDJOURNEY e CO Pilot
e CLAUDE e DALL-E e GPT-4
e GEMINI * FIREFLY e Claude
e LOOKA

Premium versions of most LLMs cost around $20 per month



CONTENT
CREATION

Generating written and visual
content for your website.




Prompt:

Write me a blog comparing the benefits of dental
implants vs dentures...



Source: GPT4



SOISITTIME TO FIRE YOUR COPYWRITER?

Not so fast...

e Al training data encompasses a wide range of sources including books,

articles, websites, academic papers..



Also Reddit...



LIMITATIONS OF Al CONTENT CREATION

e Lack of Expert Authority:

o Lacks specialized dental knowledge; struggles with edge cases
e Lack of Personalization

o Requires human review for accuracy, ethics, and brand alignment
e Hallucinations, inaccurate or even offensive information

o Will cite non-existent sources, misinformation, and make stuff up

@



SEO LIMITATIONS

e Google does not penalize Al
content but....

o Al may not effectively target the
right keywords to show up online



LEGAL CONSIDERATIONS

e You may be liable for medical
advice you post online
e Chat GPT is not a dentist










CONTENT YOU SHOULD NOT
WRITE SOLELY WITH Al

FORMS &
CONTRACTS

SERVICE FAQS &
PAGES BLOGS

e Lacks the understanding e Use Al for outlines e Documents that require
of a professional dentist e Add your expertise or egal precision
e Service pages should be consult a writer e Documents that require

nuanced understanding

precise & specific
of your practice



WHAT Al CONTENT IS GREAT FOR

e Proofreading
o Quickly corrects errors
e Speeding Up Content Creation
o Accelerates the process
e Creativity
o Provides inspiration and suggestions
o Automating Menial Tasks

o Repetitive, lower-value tasks



BRAINSTORMING
CONTENT TOPICS

Crafting effective prompts




AN OKAY BRAINSTORMING PROMPT

“Please provide a title for my blog about dental implants.”

1."Smile Restoration: The Life-Changing Impact of Dental Implants”

2."Bridging the Gap: How Dental Implants Are Revolutionizing Tooth
Replacement”

3."Root and Crown: Understanding the Magic of Dental Implants”



A BETTER BRAINSTORMING PROMPT

“Please provide a title for a dental blog about dental implants for a
periodontal practice in Denver, CO."

1."Elevating Denver Smiles: The Periodontal Approach to Dental
Implants”

2."Peak Performance for Your Teeth: Dental Implants in the Mile High
City"

3."Rooted in the Rockies: Dental Implant Solutions for Denver Residents’

By adding the specialty (perio) and the geo-modifier (Denver), you
can see how the titles become more creative and contain keywords.



THE BEST BRAINSTORMING PROMPT

“Please provide a title for a dental blog about dental implants for a

periodontal practice in Denver, CO. Include relevant SEO keywords, and
optimize the title for a higher click-through rate”

1."Why Dental Implants in Denver, CO Are the Best Solution for Missing Teeth —
nsights from Your Local Periodontist”

Expert
2."Dento

3."Denver, CO Dental Imp

Implant Cost in

Lasting Oral Health”

Denver:
ants: W

nvestment in Long-

erm Oral Healt

Ny Your Periodontist

Recommends T

qll

nem for

Now, the response includes keywords, geo-modifiers, and CTAs that will
improve the click-through rate.

Source: GPT4



OUTLINING YOUR CONTENT WITH Al

Topic Word Counts Structure Details Optimizations
Blog topic, Specify desired Specify the key Doctor specific Keywords and titles
purpose, and word count (ex. points and their details: phone that match local
practice details 600-700 words) importance number, gender, searches

hours, specials &
more



BUILDING A PROMPT FOR YOUR OUTLINE

Topic Word Counts Structure Details Optimizations
“Please provide an “The final blog will  “Please include 4 “Mention our $85 “Please include
outline for a blog be about 600 H2s, and use three laser whitening keywords that
comparing laser words."” of them to highlight special for new target local
whitening and the benefits of patients.” searches about
take-home trays.” laser whitening.” teeth whitening in

Denver.”



NOW WE HAVE OUR PROMPT

Please provide an outline for a blog comparing laser
whitening and take-home trays. The final blog will be
about 600 words. Please include 4 H2s and use three
of them to highlight the benefits of laser whitening.
Mention our $85 laser whitening special for new
patients. Please include keywords that target local
searches about teeth whitening in Denver.



AND OUR RESULTING OUTLINE

ource.



WHAT NEXT?

o \Write Your Article
o |t's okay to use Al to help with this
o Make sure a real, human expert reviews the results

e Rinse & Repeat
o Repeat until your practice has a comprehensive collection
of articles



IMAGE CREATION

Al powered graphic design

HEALTHY SMILES FOR LIFE




WHY USE Al IMAGE CREATION?

o Efficiency
o Cost-effective
o Fast turnaround times

o Low skill requirements
e Quick Wins
o Practice logos
o Social media graphics
o Stock photos



LIMITATIONS OF Al IMAGE CREATION

e Inconsistent Quality
o Images almost always require lots of refinement
o You will never get exactly what you are looking for
e Limited Originality
o Risk of generating designs that look similar to others.

o Al struggles with creating truly unique visuals
e Lack of Brand Consistency
o Struggles to create multiple assets that share a similar design

@

theme



TOOLS FOR IMAGE CREATION

o Affordable logo design for small practices

o Tailor Brands
o Looka

o Hatchful
e Al-assisted design for in-house marketers
o Canva Pro
o Adobe Express
o Crello



EXAMPLE: BUILDING YOUR OWN

PRACTICE LOGO WITH LOOKA

Industry

Practice Info

Enter your practice Specify your

name. industry.

Inspiration Details

Choose other logos Choose the desired
that you like from colors and symbols
their library of Al for your brand.
created logos.



PICK YOUR INDUSTRY

) Looka

Pick your industry

Knowing your industry will help us pick symbols, colors, and more.

Restaurant, Consulting, Beauty, Photography, Fitness...

Dental|

Dental



CHOOSE LOGOS YOU LIKE



PICK YOUR COLORS



NAME & SLOGAN

Enter your company name Continue >

You can always change these later

Company Mame Add a Slogan (Optional)

Jonestown Dental Center Healthy smiles for Iife|

Logos look better with shorter company A long slogan might be hard to read, try
names. Consider shortening it or moving some shortening it

of It to your slogan



CHOOSE SYMBOLS

Pick some symbol types

We've hand-curated symbols for these types

( Smile ) Dental ( Dental Clinic ) Clinic Happiness Diamond
Abstract Innovation Strength ( Excellence ) ( Tranquility > Creativity

| want to pick my own symbols




CHOOSE FROM HUNDREDS OF OUTPUTS



REVISE FONT TYPES



REVISE COLORS




REVISE SYMBOLS

symbol Options
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FINAL RESULTS

HEALTHY SMILES FOR LIFE

Looka costs $8/month for their brand kit subscription



LOGO DESIGN: LEGAL CONSIDERATIONS

e [rademarking
o Al-generated images do not qualify for copyright or trademark
protection

e Commercial Use

o You're still free to use your purchased logo for any commercial or
non-commercial use

@



COMPETITOR
ANALYSIS

FiInding unique opportunities with Al




SEO ANALYSIS

e Analyze Competitor Websites:

o Extract key SEO elements from competitors
o |dentify Gaps:

o Compare competitor strategies

o Highlight missing SEO elements on your site
e Provide Actionable Insights:

o Recommend specific SEO improvements



CHOOSING COMPETITO

Search Query

e Search terms are known as "keywords”
e Pick a keyword that is valuable (high search volume)
o "dental implants Lakewood co” is a good example

Organic Search Results & Map Pack

e This is your SEO competition
e Pick the top-ranking organic result for analysis



CHOOSING WHAT TO ANALYZE

Al can analyze a lot of SEO ranking factors...

e Schema Markup e External links

e Header structure e Anchor text

e Title tags e Calls to action
e Meta descriptions ¢ Image sizing

o Alt text e Video

e \Word count e URL structure

e Internal links e Keywords

This will be our example..



PART 1: KEYWORD ANALYSIS PROMPT

Content Provided: [Paste the content here]
Target Keyword: [Dental Implants Lakewood CO]
Target Location: [Lakewood CO]

Objective: Analyze the primary and secondary local SEO
keywords within the provided content that likely
contribute to its ranking potential for the target keyword
in the specified location. Please include the following:

*

Paste your competing content and target keyword here




PART 2: KEYWORD ANALYSIS PROMPT

e Local Keyword Analysis: Identify and list the primary and secondary local SEO keywords
present in the content. Highlight their density and placement (headings, subheadings,
body text, etc.), focusing on location-specific phrases and terms.
e Local Keyword Relevance: Evaluate how well the primary and secondary keywords align
with both the target keyword and the target location. Compare this with keywords
commonly found on high-ranking pages for the same target keyword in the specified
location.
e Local Keyword Variations: Identify any long-tail keywords, location-specific synonyms, or
related terms used in the content that support the local SEO strategy.
I do not want recommendations for optimizing this page. | want to extract the primary and
secondary keywords that contribute to its number 1 ranking

*

This section will pull local SEO keywords that you
may miss on your own.




FINAL PROMPT

Content Provided: [Paste the content here]
Target Keyword: [Insert target keyword here]
Target Location: [Insert target location here]

Objective: Analyze the primary and secondary local SEO keywords within the provided
content that likely contribute to its ranking potential for the target keyword in the specified
location. Please include the following:

1. Local Keyword Analysis: Identify and list the primary and secondary local SEO keywords

present in the content. Highlight their density and placement (headings, subheadings,
body text, etc.), focusing on location-specific phrases and terms.
2. Local Keyword Relevance: Evaluate how well the primary and secondary keywords align
with both the target keyword and the target location. Compare this with keywords
commonly found on high-ranking pages for the same target keyword in the specified
location.
3. Local Keyword Variations: Identify any long-tail keywords, location-specific synonyms, or
related terms used in the content that support the local SEO strategy.



RESULTING OUTPUT

List of all of the primary and
secondary keywords that
contribute to the #1 ranking

Source: GPT4



MORE OUTPUT

Secondary keywords have lower
search volume but still contribute
to overall rankings

Source: GPT4



WHY IS THIS USEFUL?

e \We can use this output to re-prompt the LLM
e This time, we will ask about optimizing our own content.

Prompt:
How could | use this analysis to improve the SEO ranking
for my own webpage containing the following content:

*

Paste your own content here



RESULTING OUTPUT

Now we have actionable changes
that we can make to our own content

Source: GPT4



MORE OUTPUT

We also have detailed examples of
exactly how we could make these
changes in a natural way.

Source: GPT4



WHAT NEXT?

e Make Changes
o Make the recommended content changes to your

o Request re-indexing in Google Search Console
e Wait & Recheck
o Test if the change made a difference in your organic ranking



RINSE AND REPEAT

What else can ChatGPT tell you?

e Schema Markup e External links

e Header structure e Anchor text

e Title tags e Calls to action
e Meta descriptions e Image sizing

o Alt text e Video

e \Word count e URL structure

e Internal links o Keywordas



SENTIMENT
ANALYSIS

Analyzing competitor




How much would you pay to have a company
conduct an interview of 100 of your
competitors patients?



SENTIMENT ANALYSIS: HOW IT WORKS

Research Download Prompt Analysis
Find one or multiple Download their Prompt your LLM to Al evaluates the sentiment
competitors reviews in bulk with an read and categorize of your reviews, pulling key

export tool your reviews insights



CHOOSING COMPETITORS

Search Query /

e Search for a popular keyword in your market
e "Dentist Denver”

Map Results

e Choose your competitor from the

‘maps” view on Google
e Copy their GBP URL



DOWNLOADING REVIEWS

e exportcomments.com/export-google-reviews

o Download up to 100 reviews into a CSV for free



THE PROMPT

“Please analyze the attached CSV file containing reviews of my competitors' dental

practices. Focus on identifying recurring themes in negative (1-3 star) reviews. | am
particularly interested in understanding:

e What actionable insights can | apply to improve patient satisfaction in my own
practice?

e What are the most common complaints, and how frequently do they appear?

Give me examples of the types of issues patients have highlighted in negative reviews.
Please use sentiment analysis or other relevant techniques to provide a detailed report.”



THE OUTPUT

Boiler plate descriptions
& takeaways

Source: GPT4



MORE OUTPUT

Fake quotes that do not
correspond to real reviews

Source: GPT4



WHY DOES THIS HAPPEN?

e ChatGPT is a helpful employee, telling you exactly what you want to hear.

e |f yOou want a better output, you have to give specific instructions...



A BETTER PROMPT

Please provide real examples of reviews from the dataset that illustrate common
negative themes. Specifically, | want to see the exact text of reviews that reflect the
following issues: Service Issues: Find reviews mentioning problems with wait times,
scheduling, or appointment cancellations. Communication Problems: Look for reviews
that explicitly mention issues with unclear explanations, unexpected costs, or lack of
communication from the staff. Unmet Expectations: Identify reviews where patients
express disappointment with treatment results or outcomes that did not meet their
expectations. Staff Attitude and Professionalism: Extract reviews where patients
complain about rude or unprofessional behavior from the staff. Please ensure that the
examples are presented exactly as they appear in the dataset, without any
paraphrasing or interpretation




A BETTER OUTPUT

Real reviews

Categorized into common /

negative themes

Source: GPT4



EXTRACTING MACRO INSIGHTS



EXTRACTING MACRO INSIGHTS



ANOTHER EXAMPLE

Does a poor job of
communicating insurance and
billing issues

Specific examples



WHY IS THIS USEFUL?

e Leverage Pain Points
o Knowing common pain points allows your practice to position itself as o
better alternative
e Targeted Messaging
o Highlight "No Wait Times" and "Easy Online Scheduling” in your website
copy and call scripts to attract patients frustrated by competitors.
o Create a detailed financial page to placate patients confused about
insurance elsewhere



SENTIMENT ANALYSIS: OTHER IDEAS

e |dentify Your Own Issues
o Break down sentiment in reviews mentioning specific staff members.
o Analyze reviews for sentiment related to specific procedures.

e Highlight Your Strengths
o |dentify highly positive aspects of your practice.



LEAD
ANALYSIS

Scoring and analyzing phone call
leads with Al




Al-DRIVEN PHONE CALL ANALYSIS

e Evaluating Lead Quality
o Analyze successful vs. missed appointments
o Check if the lead had appropriate insurance
o |dentify leads that meet practice requirements

e Service/Treatment ldentification

o Categorize calls by service type (e.g., routine check-up, emergency)
e Appointment Counting

o Count: Based on how many individuals booked during the call

o Example: Mother booking for herself and child = 2 appointments

@



PHONE CALL ANALYSIS IN PRACTICE

Recording Integration Transcription Analysis
Patient calls are Recording is sent to OpenAl transcribes the Al evaluates your patient
recorded by software OpenAl via a no-code call into text. calls with a custom prompt.

like CallRail. integration like Zapier.



PART 1: PHONE CALL ANALYSIS PROMPT

Overview: Please review this transcribed text
between an Agent and a Customer. Here are the
fields | would like you to determine:

*

This part of the prompt communicates the general task to the
LLM. It also communicates that there will be multiple steps.



PART 2: PHONE CALL ANALYSIS PROMPT

Field 1: Was this a qualified lead (had appropriate
insurance, was looking for a service that the agent
offered) - Yes/No

*

This field will help you tell if the caller was a quality
appointment opportunity.



PART 3: PHONE CALL ANALYSIS PROMPT

Field 2: Was this a converted lead (did it likely turn
into a scheduled appointment) - Yes/No

*

This field will determine wether to count an appointment or not.



PART 4: PHONE CALL ANALYSIS PROMPT

Field 3: How many appointments were made during the
phone call: as in, if a Mother makes an appointment for
herself and her child, that would be 2. If a man makes an
appointment for only himself, that would be 1, etc.

*

This field will count total appointments booked for every call
that had a “Yes"” in field 2.



PART S: PHONE CALL ANALYSIS PROMPT

Field 4: What type of service was the patient looking for
(root canal, emergency dentistry, new patient exam,
etc.) Please keep this answer to less than 6 words total.

*

This field will categorize calls by service type.



PART 6: PHONE CALL ANALYSIS PROMPT

Field 5: The date of the booked appointment, formatted

as MM/DD/YYYY (if no appointment was booked, please

put N/A; if there are multiple, please put the date of the
earliest upcoming appointment)

*

This field will categorize appointments by date.



PART 7: PHONE CALL ANALYSIS PROMPT

Field 6: Call Type (New Patient Appointment, Existing
Patient Appointment, Rescheduled Appointment, No
Appointment)

*

This field will separate new vs existing patients.



PART 8: PHONE CALL ANALYSIS PROMPT

Field 7: If an appointment was not booked, a short note
(less than 8 words on why not). If there was an
appointment likely made, just respond with
‘Appointment Booked'.

*

This field will help determine why an
appointment was not booked



PART 9: PHONE CALL ANALYSIS PROMPT

Field 8: If an appointment was not booked, please provide one sentence on
how the Agent could have possibly converted the lead. If the lead was
likely converted or there was nothing the Agent could have reasonably
done, put N/A. (For example, The Agent could have offered alternative

appointment times, etc.)

*

This field will help determine how your front
desk could improve its conversion rate.



PHONE CALL ANALYSIS: EXAMPLE TRANSCRIPT

Agent: "Thank you for choosing REDACTED. This is REDACTED. How may | help you?”

Caller: "I called yesterday about, like, an emergency appointment for today, and
REDACTED said if | just called as soon as possible when you'll open, you'd be able to get

me in pretty early today.”

Agent: "Yeah, of course. Tell me a little bit about what's going on.”

Caller: “So I had a root canal, like, two years ago, and | had, like, an extremely hot pit
because of my, like, pits with my teeth... so they couldn’'t fully continue with the
procedure. So they instead, like, did it halfway through...Anyways, I'm just, like, in a lot

of pain right now...”

*This is an excerpt of a several minute
transcript. Some data is blocked for privacy



PHONE CALL ANALYSIS: RESULTS

This call is the transcript from the previous
slide. Each individual call is a row of data.



PHONE CALL ANALYSIS: RESULTS

Blocked for privacy

These are all the calls made during a particular day.



WHY IS THIS USEFUL?

e Improve Conversion Rates: Track and optimize appointment bookings

e Better Accuracy: Track precisely how many appointments were booked in one
call

e |dentify Service Trends: Adjust marketing and staffing to match demand

e Enhance Staff Performance: Use metrics to tailor training and reward top
performers

o Address Booking Barriers: Resolve common issues like scheduling and insurance

« Combine Data: Integrate call analysis with other practice metrics

@



PULLING MACRO INSIGHTS WITH Al

e Upload Your Call Data: Import your call data back into GPT as a CSV file
e Ask Questions: Inquire about trends, peak call times, conversion rates, and

service demand.

Analyze this CSV file of call data for my practice. Create a table showing
the number of calls by day of the week, the number of appointments
booked by day of the week, and the conversion rate for each day.



FOR EXAMPLE:

S
Ll

This practice has a high call volume, and low conversion

rate on Fridays, possibly due to staffing issues. Source: GPT4



ANOTHER EXAMPLE

Prompt:

Analyze the call data in this CSV file for my dental practice. For each
transcript, categorize the call into one of the following categories: Cosmetic,
Emergency, General, Periodontics, or Unknown. Additionally, calculate and
provide the conversion rate for each category.



FOR EXAMPLE:

A low conversion rate for cosmetic
treatments could be due to specific
doctor availability or a flawed call script.

|

Source: GPT4



CALL DATA: COMPLIANCE AND
SECURITY CONSIDERATIONS

e HIPAA Compliance

o Ensure all data handling follows regulations.

o Do not put patient identifiers into a LLM.

o Delete data you don't need from your LLM.
e Sign a BAA with Your Chosen Al Provider
o OpenAl makes it easy to do this.



PHONE CALL ANALYSIS: OTHER IDEAS

e Improve Conversions

o Use Al to determine which employees convert more patients.
o |dentify & analyze the effectiveness of different call scripts.

e Evaluate Your Front Desk
o Analyze and group the source of incoming calls
o |Invite to book, get insurance info, ask how they found you
o Mention financing

e Missed Appointment Recovery

@



Al POWERED
SEARCH ENGINE

What do they mean for local SEOQ?




SEARCH GPT (NOT PUBLIC....YET)

ChatGPT’s built-in search engine

e Al-Powered Search

o Distill answers from multiple sources into concise summaries
o Reduces the need to visit multiple websites to find relevant
information

o Prototype launched in July 2024

@



What does this mean for SEO?



¢—2019
¥
Why Google's Search Page IT'S DEAD.
Redesign Is the Death of SEO «——202 AGAIN.
—2023
SEO Is Dead. LongLive AO



NOT SO FAST

SEO is not dead:; it's immortal

e Al-powered search changes, not replaces, SEQO.
e Al values context more, so ranking factors might change
e As long as there are local businesses, there will be

search engines to find them



RANKING FOR Al POWERED SEARCH

e Prioritize Quality & Relevance:

o Create content that solves specific problems|

e Use Structured Data:

o Implement schema to improve visibility and context

e Build Citations
o Al may pull from multiple citations like Yelp, GBP or Health Grades

@



LEADS FROM OPEN Al

All sources : Referrals m Edit columns

chat
IN THE LAST 365 DAYS
SESSION CONTACT
TO NEW TO BOUNCE SESSION
REFERRER SESSIONS ~ CONTACT CONTACTS CUSTOMER CUSTOMERS RATE LENGTH
RATE RATE
Chﬂr.ﬂ'pE‘nﬂi.CDm 5 20% 0% - 60% 5.2 minutres
chatgpt.com 3 53.33% 0% - 33.335% 2.6 minutes
] 5.3
Report Total 8 25% 0% 0 50% .
minures



SPECULATING ON THEIR SOURCE



REVIEW
RESPONSES

Responding to patient reviews
with large language models




Al TOOLS FOR REVIEW RESPONSES

e ChatGPT (GPT-4), Claude, and Gemini:
o Highly adaptable

o Empathetic, personable replies
o Cheapest option
e Specific Review Management Software
o Yext, Review-Trackers, Podium, and many others
o Integrate with PMS for automated responses

@



RESPONDING TO REVIEWS: BASIC

e Copy & Paste: @ oo

4 days ago NEW

O PQSte your reVIGWS |nto your Chosen Great experience with great people. They took the time to explain the work |

needed and stayed past there closing time to make sure | got the work | needed to
get done. Highly recommend!

LM
o Prompt the Al to craft response ‘
e Review & Personalize: _
o Read through the Al-generated text.
Adjust for tone, HIPAA ‘

e PoOst
o Once satisfied, post your responses



PART 1: AN EASY PROMPT...

Can you help me respond to this [negative/positive]
review? Respond as {doctor name} at [practice
name). If negative, address all of the concerns in a
friendly, non-confrontational manner.



PART 2: ACCOUNTING FOR HIPAA

Adhere to all HIPAA guidelines in your response. Do
not identify the reviewer in any way. Do not confirm
that they were a patient. Do not use the reviewers
name or any other personal information about them.



RESPONSE EXAMPLES

Thank you for sharing your experience with us. We're sorry
to hear that your visit did not meet your expectations. We
always aim to provide attentive and personalized care, so
it's concerning to hear that you felt rushed and that our
service fell short in addressing your concerns. if there's
anything we can do to address your concerns, we would
love the opportunity to discuss it further.

Source: GPT4

Source: Claude Al



RESPONDING TO REVIEWS: PRO

1 y. S

Use a plugin to download Upload your reviews into

ALL of your reviews into CSV GPT 4 in bulk Audit and Post Your Replies

Outscraper Generate replies for all Review and post
ScoiableKIT of your reviews with individual replies in a
Zapier one prompt spreadsheet

Several of these Ask the Al to format Manually check each
options are free to try responses as a CSV review before posting!



FOR EXAMPLE:

Date
2024-06-06
2024-05-12
2024-01-20
2024-02-05
2024-07-29
2024-04-08
2023-11-15
2023-12-24
2023-09-26
2024-02-07

B C

Review GPT Response

Jonestown Den Thank you so much for your kind w
Jonestown Den Thank you for your wonderful feedt
| had to wait too We apologize for any inconvenienc
| wouldn'’t recon We're sorry to hear that your experi
The cleaning fel Thank you for your feedback. We're
Not happy with | We're thrilled to hear that you had «
The staff at Joni Thank you for taking the time to sh:
Great experienc We apologize that your experience
| was disappoin' Thank you for bringing this to our a
| had an amazin We appreciate your feedback and ¢

Download all of your
responses as a CSV

Y

ZZZZ<<<<<

w

w

w

Y

| | I | N | | Y | | e |

Audited? Y/N Posted? Y/N ¢«

w

w

w

Track which

reviews responses
are audited &
posted



BRAND & HIPAA CONSIDERATIONS

e Don't Tarnish Your Brand
o Audit the tone of your responses
e HIPAA Compliance

o Audit for HIPAA compliance
o Al can put patient identifiers into a response (see below).



Al REVIEW RESPONSES: KEY GUIDELINES
X

Do Don't

e Personalize responses e Post generic replies
e Maintain a positive tone e |gnore negative reviews

e Address concerns e Forget human oversight
e Review Al responses e Overcompensate

Al can hallucinate! Make sure you don’t not offer unnecessary
discounts or apologies in response to negative feedback



DON'T OVER COMPENSATE..

"Thank you for your review, and we sincerely apologize for the negative experience you had during

your recent visit. We take your concerns very seriously and want to make it right. To ensure that

you feel valued as a patient, we would like to offer you a full refund for your visit, plus a
complimentary cleaning, whitening treatment, and a free follow-up appointment with our senior

dentist. We'll also cover any costs related to your insurance confusion. Please contact our office

SO we can arrange these services for you at your earliest convenience."

Source: GPT4



A REAL LIFE EXAMPLE...



AlISATOOL

But it doesn't replace
people yet

e Beware of
Hallucinations, HIPAA,
and horrible advice

e Don't just trust it

THE PROMPT IS
EVERYTHING

Become great at writing
prompts

e Basic prompts gives you
basic answers

e Elaborate and detailed
"‘work orders” are better

@

SO WHAT HAVE WE LEARNED?

Al IS A CREATIVE
AND SMART INTERN

It can give you fantastic
iINnsight, but still needs
supervision

e TOO Inexperienced to
understand what it's doing

e Doesn't know when it's
Wrong

e You must check it's work



Questions



Get a Free SEO Audit
for Your Practice!

Q. (720) 399-7071

W4 info@greatdental.com

CONTACT Us » & www.greatdental.com




