Case Study

How the Rewrite of an
Introduction Letter
Created a Lasting
Partnership with a
Regulatory Body



Client

DOCS Education and their partner, Dr. John Dovgan.

Challenge

Dr. Dovgan, a forensic dentistry expert, wanted dental boards in the U.S. to
recommend his course for continuing education credit. He had a staff member
craft a letter of introduction. Dental boards tend to be conservative, bureaucratic,
and skeptical of commercial pitches. The original letter wasn't bad. It was
functional. However, it lacked the hook needed to stop board members from
rejecting it via inertia.

My Strategic Improvements
Opening

e BEFORE: "Right to the point: | want to help dramatically reduce..."”

e AFTER: "Would you like to help dentists take better care of their patients?
And, in the process, dramatically reduce the volume and severity of
complaints filed with your board?"

e Why: Shifted from "l want" to "you can" - making the reader the hero, not
the seller.

Pain Point Amplification

e BEFORE: "If you wish to improve the recommended CE courses..."

e AFTER: "If you feel your current recommended CE courses on risk
management, ethics and record keeping courses are having little-to-no
effect of improving dentist's behavior..."

e Why: Called out their potential frustration directly. Gave them permission
to admit their current solutions weren't working. This is high-level
persuasion psychology.

Professional Credibility

e Added proper letterhead with contact information.
e Improved formatting for regulatory audiences.



e Changed language from passive to active. Used copywriting techniques for
quicker comprehension.

Results

DOCS Education adopted the letter for use.

e The letter was mailed to 50 state dental boards. Several boards (AZ, M,
IA) put the course on their “recommended” list.

e The course is still offered for sale years later by DOCS Education, the
American Dental Association (ADA) website, and dozens of affiliates.

Key Takeaway

Writing for regulatory or B2B professional audiences requires understanding
stakeholder psychology. In this case, board members. These members wear
many hats, often holding full-time jobs elsewhere. Patient complaints and the
ongoing investigations take up a lot of their time. As such, the letter needed to
speak to their world. By offering the course as a tool for reducing complaints, it
broke through the busy professional's tunnel vision.

What This Proves

| can write for sophisticated audiences. Those busy professionals whose default
response to requests, favors, or potential partnerships is “no.” Membership and
subscription sites need to continually evolve to thrive. Often that means adding
new partnerships. | know how to adapt messaging for different audiences so that
the response isn’t no, but “wait... tell me more.”

Are you trying to build partnerships with other businesses? Let me help you capture
some of the value that might be created with a partnership. Schedule a 15-minute call to
see if we might be a fit for working together.

Mike Devaney

Membership & Subscription Copywriter
mike@mikedevaney.com
https://www.linkedin.com/in/michaeldevaneywriter/



mailto:mike@mikedevaney.com

	Case Study 
	How the Rewrite of an  Introduction Letter Created a Lasting Partnership with a Regulatory Body 

