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They Won’t Let Me Do That in My State 

Outside-the-box but inside-the-rules marketing considerations  
for professional services providers 

Dentists, lawyers, CPAs, chiropractors and other professional service providers often 
have a hard time imagining how they can apply real attention getting marketing within 
their niche. After all, attention getting is often perceived as “outrageous” or in the 
opinion of some, even “unprofessional.”  

Often the first response that someone in one of these professions will have when 
introduced to marketing of this type is “the rules in my state won’t allow me to do 
anything like that!” In fact, most professionals also believe that, “my state is the worst 
place on the planet for advertising restrictions.” 

It’s no wonder they come to that conclusion. A brief stroll through the advertising rules 
of most professions shows that the regulators are much more concerned with creating a 
list of “don’ts” than they are with helping you build a practice. Go to any “practice 
building” seminar in your industry and I guarantee that they’ll spend a lot more time 
discussing the penalties for advertising that doesn’t meet their standards than they will 
in actually helping you create marketing campaigns that make money. 

While this article is not intended to be legal advice, it was written to give you some 
“mindset” guidelines and show you some examples of how you can use “outrageous 
marketing to build your practice. 

1. The purpose of your marketing should not be to make a “sale.” That’s making the 
marketing piece try to do too much work. The purpose of your ads, mailings, etc. 
should be to get someone who may be a good prospect for you to “raise their 
hand” and identify themselves to you. It’s the follow-up that’s important. 

2. Most restrictions on marketing and advertising concern ads that talk about the 
quality of your services. Generally, you are not going to be able to get away with 
saying “I am the Best,” yet this is your goal, isn’t it? In the health professions you 
generally can’t promise a cure, but that is the conclusion you want the reader to 
reach! Think about this: What if your ad didn’t mention your services at all? What 
if the ad established you as an author and thus was solely about a report or book 
that they could get from you? What if the ad simply motivated the reader to visit a 
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website or request a free CD or information toolkit? You can say almost anything 
about a product/report that you are giving away for free. You do have to make 
sure that whatever you send also complies with the advertising rules. But, is it 
easier to convince someone that you are the “wise person at the top of the 
mountain” without ever saying so if your follow-up content is well thought out. 

3. You can say anything in an ad when it is, phrased in the form of a question. So 
for example, if you are in a state where you’re prohibited from stating that you 
have a particular certification, your headline might be “Why Would You Visit a 
Dentist Who Didn’t have certification XYZ? Free Consumer Guide to Finding the 
Right Dentist for Any Tooth Issue.” Note that this doesn’t say anything about you, 
nor does it say anything about your certification. What it does do is attract 
potential patients who want more information so you can put them into a 
marketing funnel from which you can continue to market to them. 

Here are some ideas for ad headlines.  Play fair. Be inspired. Don’t steal. 

“Legally, We Can’t Say That We Are the Best Dental Office in STATE – 
No One Can – But Before You Schedule That Appointment, Get an Instant 
Download of The Ultimate Guide to Dental Health.  Download your free 
copy at www.XYZ.com.”  

“Most Dental Advertising Stinks. You Can’t Tell One from the Other Just 
Based on the Ads, Can You? That’s Why I Wrote ‘The Truth about Dental 
Advertising.’ Download your free copy at www.XYZ.com.” 

“X Questions to Ask Your Dentist before Agreeing to Anything Other Than 
a Cleaning” Download your free copy at www.XYZ.com.” 
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GKIC is a proud member of the AAID Member Advantage Program.  GKIC develops renegade 
practice building tools, strategies, and systems to help professionals and small business owners 
grow their practices.  Learn more at www.gkic.com/AAID.  
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