2026 Dental Industry Marketing Benchmarks: The Anatomy of a High-Performance Practice

01. EXTERNAL TRAFFIC

The Digital Surface

Mobile traffic has surpassed desktop (28.3%),
making sub-3-second load times and click-to-
call buttons mandatory for survival.

m

The “Mission-Oriented” User

Average session duration s just 'm 45s, meaning key info Lim 455
(location/booking) must be positioned “above the fold.”

55.4% Benchmark Bounce Rate
High bounce rates in dental (up to 61.2% on mobile) often indicate "successful"
sessions where users found the phone number and called immediately.

02. ACQUISITION

Organic SEO vs. Paid Search

Globally, Organic Search leads (48.2%), but in
the compotitive US market, Paid Search
(21.5%) plays a significantly larger role in
capturing leads.

03. CONVERSION CORE ———

$6.85 Google Ads CPC

PA High-intent Google Search Ads carry a premium cost
with an average Cost Per Load (CPL) of $116.18.

Facebook for Demand Generation
Facebook Ads offer a lower CPC (31.4E) and CPL

0—$200 $80.$8), but are best suited for cosmetic procedures
like Invisalign) rather than general dentistry.

18.2% Call-Only Ad Conversion

Call-only ads outperform standard landing
Eages (12.2%) and general websites (4.2%)
y removing friction for mobile users.

04. FOUNDATION ————

78% Patient Retention Rate

The industry standard for patients returning
within 18 months; improvements here

O
compound into the highest revenue gains. —
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osmetic The TikTok Transformation

0 TikTok loads social engagement at 3.4% (vs.
Instagram 's 0.85%), driven by patient education
0 and "before-and-after" video content.

3.4%2,

INSTAGRAM (0.85%

CALL-ONLY AD 18.2% m' 4% Transactional Email Open Rate

LANDING PAGES
oin! nt-mmlndars are the | estﬁ!ibll touchpoint, dw:rﬁn
(% @%’frda arketing newsletters which see 24.8% openrates. e

68.4% i

i NEWSLETTERS (24.8%)

) U 18% Annual Churn Rate (1) 45% Recall Effectiveness (0) r\
O . . Churn exceeding this benchmark typically Proactive recall systems are the most O
P indicates issues with patient experience 0 cost-effective growth lever, often 0 RJ

rather than marketing failures.
0 8 MO while increasing revenue.

allowing practices to reduce ad spend

RECALL EFFECTIVENESS



