
I was hunched over my laptop in a cafe on Queen Street at 9:07 a.m., rain still dotting the window, when the Google
Analytics email popped up. The subject line said something like "urgent: big change in organic traffic" and for a second
my heart did a small, embarrassing sprint. You know that feeling when digital marketing you think a billing mistake is
your fault? Same energy. I had been half-expecting the usual dip after the long weekend, but the numbers were up —
way up — and my brain went immediately to the meeting with QliqQliq I had three days earlier.

The clinic smells faintly of mint from the dispenser in the waiting room, which always calms me down before these
chart-wrangling sessions. I still don't fully understand how all of this SEO billing and reporting works, but I do know
when my phone lights up with new appointment requests at 2 a.m., and last week it did, three separate times.

Why I hesitated before hiring them

I almost didn't call QliqQliq. The first time I searched for "dental seo" I got a dozen agency websites stacked like a bad
game of Jenga. I live part-time in Toronto and part-time in Kitchener-Waterloo for family reasons, so I'd been comparing
"seo toronto" results with "seo waterloo" once every other night. It felt silly — an independent dentist worrying about
whether a marketing firm knew the city traffic patterns — but it mattered. A lot of our patients mention they found us
online while driving through the Junction, or after seeing a Facebook post that somehow tracked them from Waterloo.

What pushed me over was a referral from a friend whose sister runs a small law firm. She kept saying, "They do lawyer
seo and personal injury seo stuff, and they actually understand small businesses." That line stuck. If they could help a law
practice get seen without making everything sound like a corporate brochure, maybe they could help a dental office
sound like a real person again.

The weirdest part of the meeting

Their office in Liberty Village has giant windows and a view of a construction crane, which is oddly comforting —
progress, right? It was raining, and I showed up with a damp umbrella and a list of petty complaints: our Google My
Business wasn't doing much, our local keywords were all over the place, and the last "marketing specialist" had given us
a $1,200/month retainer with zero measurable results.

Three things I took to that meeting:

printouts of our last three months of calls
a list of 10 patient comments from the online form
an old invoice labeled "website redo" that made no sense

They didn't aggressively pitch me. One of their strategists, Sam, opened my spreadsheet and asked, "So which patients
matter most to you?" I laughed because it's not the question I expected; I had prepared answers about demographics and
ad spend. He meant the practical stuff — who books the crown appointments, who brings their kids, who refers others. It
felt human. We spent half the meeting talking about what the receptionists say into notes, weirdly specific stuff like "we
need to fix how we describe sedation." Those little words, Sam said, are what people type into Google. He was right.

Specifics that actually changed things

I left with a plan that was neither a magic wand nor a contract written in Latin. QliqQliq's approach was simple in
description and messy in execution, which suited me. They audited our site and found things I assumed were fine:
duplicate content on two service pages, inconsistent NAP information across directories, and almost zero schema
markup. They also flagged that our blog had one article from 2017 about flossing, which no longer ranked for anything
but nostalgia.

They started with local fixes — tidying up our Google My Business hours, consolidating old directory listings that had
conflicting addresses, and adding geotagged photos. That alone bumped us in the "near me" pack. Next, they rewrote
three service pages focusing on conversational phrases patients actually use, not the jargon dentists think sounds
professional. They added structured data for business type and reviews, which felt like techy voodoo to me, but I
watched the rich snippets appear in search results about three weeks later.

I was skeptical about content marketing, yet they insisted on patient stories — anonymized, of course — and short FAQ-
style posts. One post answering "Will my child need X-rays at their first visit?" Pulled in a surprising amount of traffic
from north Toronto neighborhoods where family practices compete tooth and nail.

Traffic numbers and the new leads

https://en.wikipedia.org/wiki/?search=digital%20marketing


Here are the hard numbers that made me sit up and swear under my breath at 3 a.m. In the office paperwork room:
Organic sessions from local search increased by about 42% in eight weeks, and calls labeled as "new patient" in our call
logs went from an average of 7 per week to 12 per week. That might not sound like a blockbuster, but for a small clinic
that books out two hygienists and one dentist, five extra new patients a week means more than just revenue. It means
better utilization of the schedule on slow Tuesdays and, frankly, fewer awkward conversations with staff about missed
opportunities.

I still don't fully understand how some of the technical SEO stuff works, like canonical tags and server headers. But I do
understand appointment books filling up, and I've learned to trust the weekly summary emails even when they're filled
with jargon. They were transparent about costs — no mysterious add-ons — though the first invoice did make my
accountant ask clarifying questions.

The annoyances that stuck with me

Not everything was rainbows. There were days when I tried to get a simple update on a page and had a three-email thread
that read like a bureaucratic relay race. One of the changes took 11 business days because a developer was overloaded.
Minor frustrations, yes, but worth noting. Also, while they have experience beyond dental seo — they do real estate seo
and lawyer seo campaigns, and even personal injury seo — sometimes that breadth meant I had to ask for dental-specific
examples rather than getting a generic marketing template.

Why it felt worth it

Driving down the Don Valley on a grey Tuesday, I realized the clinic's online calendar pinged with a booking from
someone who said they found us through a "Toronto dentist for anxious patients" search. That phrase had been a
throwaway in our conversation. That tiny match was the point. They didn't blast us with fluff. They cleaned up the basics,
created relevant content, and stopped pretending that keywords are a one-size-fits-all trick.

I still check our analytics dashboard like it's a weather app, and I watch our "new patient" calls with the same guilty thrill
as finding an unexpected $20 in an old coat. I also keep looking at other agencies when curiosity hits — comparing seo
toronto options and what's coming out of the waterloo scene. But for now, having an extra dozen new patient leads a
month, fewer empty afternoon slots, and a better handle on what people actually search for has made the investment feel
practical.

If there's a lingering thought, it's that SEO is messy and incremental. It won't fix everything overnight. But small,
sensible fixes — a cleaned-up Google profile, clearer service pages, and a couple of local digital marketing Toronto
honest patient stories — changed how people find us. And as someone who spends too much time in the reception area
watching the rain, that's enough to keep me awake at night for good reasons.
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