Case Study

Converting an
Kxisting, Sprawling
Lecture Series into a
Lean, Sellable Course



Client

Dental membership education platform (DOCS Education)

Challenge

A well-established forensic dentistry expert had created a 24-module course. He
knew it could work as a continuing education class for dentists but didn’t know
how to make that happen. It was positioned poorly. The internal team had a
disorganized outline with:

No clear product structure

Overlapping buyers and audiences

No compelling sales angle

Dense, academic presentation that buried the value

The course’s content was clearly valuable. It would satisfy continuing education
requirements for dentists in compliance and risk management. However, the
existing materials wouldn't sell it.

My Approach

| watched (and rewatched) the entire 8-hour course. | needed to understand the
course’s promise (and whether it delivered on that promise). | also wanted to
capture the many nuggets of instructor wisdom hidden in the course. Those
nuggets would then be used in the sales copy.

Additional upgrades:

1. Restructured the offering into clear packages (individual modules,
themed bundles, full course).

2. ldentified multiple buyer personas and created messaging for each
(dental boards for remediation, individual dentists for prevention,
membership organizations for required CE).

3. Created a professional sell sheet that emphasized the instructor's
authority (1,300+ board cases adjudicated, 140+ expert witness cases) as
the primary selling point.

4. Focused on outcomes over features - "dramatically reduce complaints
filed with your board" rather than "learn about standard of care."



Results

e The course is still sold on the DOCS Education website years after its
creation, as well as countless affiliate sites, including the American Dental
Association (ADA).

e DOCS Education agreed with my strategic recommendation to sell both
individual modules and the full course.

The sell sheet became the course’s primary sales tool (still in use).
The new marketing assets were used to pitch state dental boards on
recommending the course for continuing education credit.

e Multiple state boards and dental schools have adopted the course for
credit.

Key Takeaway

Great content will not sell itself. It needs a wholesale strategy. That means a
strong offer, an easy-to-consume format, and valuable insight. In this example, a
doctor with 25 years of forensic experience had packaged his work as a boring
academic course. By rethinking the course’s premise and changing its
positioning, the course became a vital tool for dentists hoping to avoid
malpractice lawsuits.

What This Proves

| don't just write copy - | think like a marketer. | can take complex offerings and
transform them into clear, convincing, and desirable products for multiple
audiences.

Could you be getting more out of your membership business? Particularly from existing
content that you know is good but just hasn’t found its audience? Let's schedule a
15-minute call to see if we might be a fit for working together.
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