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1. Historical Reasons for "Hidden" Pricing

Highly Variable Treatment Needs

In the past, dental implant providers rarely published prices upfront because every case is
unique. The total cost can swing widely based on a patient's needs - e.g. number of implants,
type of prosthetic, need for bone grafts or sinus lift, sedation options, etc. Quoting one
"standard" price without an exam could be misleading. Many oral surgeons and periodontists
would only give a firm quote after a consultation, often saying "price available after evaluation" as
a way to avoid confusion and set proper expectations. This individualized approach became
ingrained, with the rationale that a proper diagnosis (like a CBCT scan) is needed before an

accurate fee can be determined.

Consultation-Centric Sales Model

Historically, dental implant marketing aimed to get the patient in the door for a consultation
rather than shop prices online. Practices preferred to discuss value and treatment specifics in
person, where they could explain the benefits and hopefully "close" the case. Publishing prices on
the website was seen as potentially deterring patients - either scaring them with a high number
or setting false hope with a low number. In marketing terms, pricing was kept opaque to
encourage inquiries, after which a skilled treatment coordinator could guide the patient. In
essence, many implant centers treated price as a discussion to be had after building interest and

trust during an office visit.

Regulatory and Legal Constraints

In certain states, advertising exact prices for healthcare services carried legal risk if not done
carefully. For example, California's dental advertising regulations (Business & Professions Code
8651 and Title 16 CCR 81050) require that any advertised fee be "accurate and precise," with full
disclosure of all services included and disclosure of any additional fees for likely contingencies.
Advertisements can't use vague phrases like "lowest prices" or "$$ and up" - any price must be

exact and complete. California mandates that if you advertise an implant price, you must also list



what that price covers (exam, x-rays, anesthesia, materials, lab fees, etc.) and enumerate
anything not included (e.g. bone graft for an extra fee). This strict standard made many practices
shy away from advertising prices at all, fearing a mistake could be deemed "false or misleading"

advertising.

Other states had their own rules. Florida's Board of Dentistry requires that if a dentist advertises
a fee and doesn't put an expiration date, that fee must be honored for at least 90 days after the
last ad runs. In other words, you can't publish a teaser price and then change it next week -
unless you explicitly state a time limit, it's locked in for three months by law. Florida also insists
that any advertised fee be identified as a minimum fee and accompanied by a description or ADA

code for the service, preventing ambiguous offers.

Texas similarly prohibits any advertising that is false, misleading, or deceptive. Texas regulations
explicitly say a dentist should not "refer to a fee for dental services without disclosing that
additional fees may be involved in individual cases, if the possibility of additional fees may be
reasonably predicted". In short, Texas practitioners who advertise a price must clarify what it

includes and note foreseeable add-on costs, otherwise they risk regulatory action.

These kinds of rules (often enforced by state dental boards) historically nudged dentists to avoid

published price lists and instead stick to "prices after exam" to stay safe.

Psychology of Price "Anchoring”

Dentists also worried about the psychological impact of publishing a big number on their website.
For an elective but costly treatment like implants, seeing a high dollar figure ($20,000+ for an full-
arch case, for example) could scare off prospective patients before they learn the value or
financing options. On the flip side, advertising a low price (to attract calls) could backfire if the
final price ends up higher - that would lead to patient anger and accusations of "bait-and-switch"
tactics. This anchoring effect - where the first number a patient sees biases their perception -
made many providers conclude it was safer not to mention any specific price at all. Instead,
marketing would emphasize quality, outcomes, and have a call-to-action like "Schedule a free
consultation to get a personalized quote." This way, no price anchor is set until the dentist can

explain it with context.



2. Why Pricing Transparency Is Emerging

Now

Several forces in recent years have pushed the dental industry toward more upfront price

disclosure - even for complex treatments like implants:

Federal "Good Faith Estimate” (GFE) Requirements

In 2022, a provision of the No Surprises Act went into effect, requiring all healthcare providers
(including dentists) to give uninsured or self-pay patients a Good Faith Estimate of costs before
treatment, upon request or upon scheduling. This federal rule (45 CFR §149.610) essentially made
proactive cost estimates a standard practice across medicine and dentistry. The Centers for
Medicare & Medicaid Services (CMS) confirmed that dental providers are generally required to

furnish a GFE to uninsured/self-pay patients when an appointment is made.

While this estimate is individualized, its existence has normalized the idea of giving patients a
cost figure in advance. Dentists have become more comfortable discussing costs upfront (since
they have to for compliance anyway), and many have started translating that into providing
ballpark ranges on their websites to meet patient expectations. In short, the culture is shifting
from "we never quote prices beforehand" to "we routinely prepare estimates beforehand," which

lowers the barrier to publishing at least approximate prices online.

Changing Consumer Expectations

Today's dental patients behave more like typical consumers - they research big decisions online,
and cost is often one of the first things they want to know. In broader healthcare surveys, price
transparency has emerged as a key factor in provider choice. Patients are increasingly frustrated
when they cannot find any cost information for a procedure. A FierceHealthcare analysis noted
that 43% of patients have avoided or delayed treatment due to cost concerns, and about one-
third will outright halt care if they don't trust they are getting fair information. Clearly,

transparency builds trust - and lack of transparency can erode it.



Moreover, consumers have been trained by other industries to expect at least a price range
online (think of pricing for elective cosmetic procedures, or even just shopping for anything else).
Dentistry is catching up to that reality: practices now highlight transparency as a selling point,
advertising "Honest Pricing" or "No surprises - know your cost up front." This resonates with

patients who have been burned by hidden fees in the past.

Competitive Pressure & DSO Growth

The rise of dental service organizations (DSOs) and implant center chains has changed the
market dynamics. These larger organizations often operate in multiple states and have marketing
departments that track what works. In competitive metro areas, if one big player starts
advertising price ranges, others feel pressure to do the same to capture search traffic and appear

consumer-friendly.

The growth of implant-only chains like ClearChoice (which celebrated the opening of its 100th
center in 2024) and large group practices means more providers vying for the same pool of
patients. To differentiate themselves, many have adopted transparent "menu" pricing or package

offers.

For example, Aspen Dental, a nationwide DSO, now publishes national price ranges on its site for
key services. They indicate that a single dental implant ranges roughly $3,700-$6,100 (implant,
abutment, crown total) and a full-mouth implant reconstruction ranges about $14,600-$29,900.

Aspen's messaging emphasizes affordability and sets expectations with those numbers.

Affordable Dentures & Implants (another large network) goes even further - their individual
practice websites often have detailed fee schedules or "starting at" prices for implants and
dentures (e.g. listing the price of an implant crown, a snap-in denture, etc., which vary by

location).

These corporate players have decided that the benefits of being transparent (attracting price-
conscious patients and capturing search engine queries) outweigh the old fears. Once big brands
started doing this, it set a precedent that smaller private practices are now following to stay

competitive.

Market Milestone




ClearChoice Dental Implant Centers celebrated the opening of their 100th location in

March 2024. The expansion of large implant center networks across states like CA, TX, FL,

NY, etc. has intensified competition and accelerated the trend toward published price

ranges and package pricing.

SEO and Online Search Demand

There has been an explosion of Google searches related to cost in the dental field. Terms like
"dental implant cost" or "All-on-4 cost" are very popular queries. Practices have noticed that "cost
of dental implants" pages attract a lot of traffic to their websites. To capitalize on this, many
offices have created dedicated "Pricing" or "Cost of Implants" landing pages. These pages typically
explain the factors affecting cost, give a range or example prices, and sometimes include a cost
calculator or quiz. Not only do these pages rank well in search results (because they directly

answer the query), but they also serve to educate and pre-qualify patients.

Additionally, third-party tools and websites now let consumers get estimated fees (for example,
insurer websites or FAIR Health's consumer cost lookup). The prevalence of such tools signals
that people expect to comparison-shop for major dental work. To not lose those inquisitive

consumers, dental marketers are providing at least ballpark figures online to engage them.

In sum, digital marketing realities (SEO) are pushing transparency: if you don't answer the "how
much does it cost?" question on your site, a competitor or another site will, and you could lose

that web traffic.

3. What We're Seeing on Dental Websites

Now

In 2025, dental implant providers are far more open about pricing on their websites than they

were a decade ago. However, full transparency (posting a single fixed price) is still rare; most opt



for ranges or starting prices with caveats. Here are some notable trends and examples across

different markets:

Use of Ranges and "Starting At" Prices

Instead of saying "an implant costs $X," sites will list a range (to account for simple to complex
cases). For example, a New York City implant center might state: "Single tooth implant $3,000-
$6,000 (implant + abutment + crown)" and "All-on-4 full-arch implant bridge $15,000-$30,000 per
arch." By giving a broad range, they set expectations without being held to an exact figure. Some
use "Starting at" language: e.g. "Implant packages starting at $3,500", with the fine print that final

cost depends on individual needs.

Package Pricing Menus

Especially common in competitive markets (California, New York, Florida, etc.), some practices

have a price menu for different implant solutions. For instance, a California practice might show:

e "Implant-supported denture: $10,995 lower arch / $12,995 upper arch (includes 2 implants,

snaps, and overdenture)"

o "All-on-4 fixed bridge: $14,995 per arch (promo price for first-time patients)."

These packages often list exactly what's included (number of implants, type of prosthesis,
warranty period, etc.). They appeal to patients by simplifying complex treatments into pre-

defined options.

Regional Snapshots

California (CA)

In California, which has strict advertising rules, we still see a mix. Some implant centers openly
advertise full-arch implant prices on their site (often as limited-time specials or examples). For
instance, one Sacramento-area clinic advertises "All-on-4 implants for $14,995 per arch". In
Fresno, a clinic might list an "implant overdenture package" for $10,995 and a fixed arch for

$12,995 - giving consumers two tiers. However, many oral surgery offices in California continue



to say "cost determined after consultation" to stay safe. The more corporate or high-competition
practices in CA have carefully worded pricing pages that comply with the "accurate and precise"

requirement (disclosing what's included, etc.).

East Coast (NY/MA)

In New York City, some practices have embraced transparency: you'll find sites that say things like
"Average cost: Single implant $4,000 (range $3k-$6k)" and "Zygomatic implant full arch case:
~$30k+ per arch." They may also note "All-on-4 ranging $15,000-$28,000 per arch depending on
materials (acrylic vs. zirconia)." In Massachusetts, one Boston practice openly lists "All-on-4 fixed
bridge - $22,999 per arch (zirconia final)" on its website, while another gives a range "$20,000-
$30,000 per arch." Meanwhile, many traditional surgeons in these areas still opt for no online
prices. It's often the general dentist-run implant centers or prosthodontist-led clinics that

advertise prices, whereas hospital-affiliated or academic practices do not.

Other Competitive States

Texas and Florida (big implant markets with many corporate clinics) have a lot of price
transparency. It's common to see "$999 implant" ads in those states (usually referring to just the
implant fixture, with fine print about additional costs for crown, etc.). Florida clinics often have
bold offers like "Free Consultation + 3D CT scan, and Implants starting at $1,195." The catch is
carefully managed in the details. Washington (Seattle) and Arizona also have many multi-provider
implant centers now listing prices or at least ranges online, as they compete for tech-savvy
patients. Generally, high-demand urban areas have more transparent pricing pages than rural

areas, likely because the competition forces it and consumers there shop around more.

ClearChoice and Similar Centers

It's worth noting that some implant center networks like ClearChoice historically avoided listing
any prices on their site - their approach emphasizes the consultation, a unified team, and
financing options instead. Even today, many ClearChoice locations do not publish costs on their
individual pages. Instead, they focus on messaging like "One team, one cost, one location"
without naming the cost. They promise an "all-inclusive price" after your personal treatment plan

is made.



However, ClearChoice does acknowledge the concept of transparency in a different way: they
position themselves as not having hidden fees (all work in-house for one price), and they warn
patients about misleading third-party ads that quote unrealistically low implant prices. So while
ClearChoice doesn't show numbers on the website, the general market trend around them has

still forced a response about price (just in a controlled manner).

In contrast, Aspen Dental (which now actually manages ClearChoice as parent company) does
show numbers on Aspen-branded materials, as mentioned. So even within large organizations,
strategies vary - but the overall movement is toward giving patients at least some idea of cost up

front.

Bottom Line

Today's best practice for many implant providers is transparency with nuance - often
presenting fees as a range or starting point, accompanied by context about what affects
the cost. Fully fixed "price tags" are rare because of the variability in cases and the legal
need to honor any advertised price. Instead, patients are given guidance online (so they
know if it's in their budget) and then the exact quote comes after an evaluation, often in

the form of a Good Faith Estimate and treatment plan.

4. Impact on Lead Generation and Patient

Behavior

Does publishing prices scare away patients, or attract them? It can do a bit of both, but overall
transparent pricing is proving beneficial for practice marketing when done thoughtfully. Here are

the effects being observed:

Higher Quality Leads & Trust Building



Clinics that share price ranges report that the inquiries they get tend to be more serious and
better-informed. By the time a patient calls or schedules a consultation, they already have a
realistic expectation of the cost. This means fewer "sticker shock" drop-outs and more
conversions. It weeds out the truly price-sensitive "window shoppers" who might never proceed if

the cost is above a certain amount.

Instead of fielding dozens of calls like "Hi, how much is an implant? Oh okay, thanks, bye," the
front desk can focus on patients who saw the website info and are comfortable enough to take
the next step. Transparency thus acts as a filter that saves everyone time - the casual bargain-
hunters self-select out, while motivated patients feel respected by the honesty and come in ready

to talk specifics.

Enhanced Reputation and Differentiation

In a field where many clinics still won't mention price at all, those that do can stand out as more
patient-centric and trustworthy. Broad surveys in healthcare have found that price transparency
strongly correlates with patient trust and choice. Patients appreciate when a provider is upfront

about fees, as it signals confidence and respect.

A practice advertising "No surprises - we publish our fee ranges online" can differentiate itself
from competitors who appear secretive. This can be a marketing selling point in itself, especially
for millennials and savvy consumers. It's not unlike how some restaurants publish prices on their
online menu while others don't - many people will favor the one where they can plan their

budget ahead.

SEO Benefits and Web Engagement

From a digital marketing perspective, having content about costs improves SEO (as noted before)
and also improves user engagement metrics on the website. Patients searching for "implant cost
in [City]" find the info, stay on the page to read details (increasing time-on-site), and often click on
related FAQs or a financing calculator, etc. This positive engagement can indirectly boost the

site's search ranking and certainly improves the user experience.

A well-crafted pricing page can also serve as a landing page for Google Ads or social media

campaigns (e.g., an ad that says "Wondering how much dental implants cost? Learn about ranges



and financing options here."). Such landing pages tend to convert better than a generic

homepage because they address the user's specific query.

Reduction in Unproductive Inquiries

One clear advantage - offices that display prices report a drop in calls that only ask about price
and then hang up. Those calls are often unproductive if the caller is only price-shopping. By
answering the question online, those who find the price beyond their reach simply don't call
(saving staff time), and those who do call are less likely to be in shock. Essentially, the initial phase
of "qualifying" the lead happens via the website. This can improve the morale of the front office
staff as well, because they spend more time speaking with patients who are genuinely interested

and prepared.

Risks: Fewer Leads or Price Objections

Of course, transparency has downsides to manage. Some practices fear that posting a high-end
range (like "$20k-30k per arch") could scare off potential patients who might otherwise have
come in and perhaps been convinced of the value or enrolled in financing. Indeed, there will
always be some people who see the number and decide "Nope, can't afford that" without
contacting you. However, many offices find that it's better those folks self-select out early, rather

than require extensive follow-up only to result in no treatment.

Another risk is that competitors see your prices and attempt to undercut or critique them. But in
dentistry, this is less direct (since every case is a bit different, it's not a true apples-to-apples price
war). If a practice is worried about turning away leads with a high published price, the solution is

to present a range and emphasize financing and value, rather than a single large figure.

Mitigating the Downsides

Successful practices mitigate the risk of transparency by coupling price info with education and

financing options:

e They clearly explain what's included in the price (so patients see it's a comprehensive

package, not an arbitrary number).



e They might show a monthly payment estimate alongside the total, reframing a $20,000

treatment as "from $300/month with financing" (with appropriate disclosures).

e They invite patients to a free consultation to get a personalized quote, reinforcing that the
website numbers are estimates for guidance. This way, patients don't feel it's a take-it-or-
leave-it scenario; instead, it's "you've seen the range, now let's talk about your case

specifically."

Overall, while a few leads might be lost by publishing prices (those who balk at the numbers), the
net effect is positive: greater trust, higher conversion of the leads who do inquire, and a more

efficient marketing funnel where both patient and doctor are on the same page sooner.

5. Best Practices for Presenting Prices
(Lessons from Top Marketers)

For those clinics looking to implement price transparency effectively, here are expert
recommendations and best practices drawn from what successful implant marketers and

agencies are doing:

Provide Ranges, Not Fixed Prices

Given the variability of implant cases, it's safer to publish a price range for each type of service.

For example:

¢ Single Tooth Implant (implant + abutment + crown): $3,000 - $5,500

e Full-Arch "All-on-4" Implants (per arch): $15,000 - $30,000+
These ranges should reflect realistic current market prices. Notice the plus sign "$30,000+"
acknowledges that some cases can exceed the high end. By using ranges, you avoid a scenario

where a patient fixates on one number. You're conveying, "It depends, but here's roughly what

people pay." Make sure the range width is reasonable - too broad (like $5,000-$50,000) is



unhelpful; too narrow might be too often wrong. The examples above (which align with many U.S.

market data points) give a ballpark without overcommitting.

Define Package Inclusions Clearly

If you offer specific package deals (which many do), list exactly what is included and excluded in
each. For instance, if you advertise a "All-on-4 Zirconia Package - $22,000 per arch," the page

should detail something like:

Package Details Example

Includes: exam, CT scan, extractions, 4 implants, IV sedation, temporary acrylic bridge,

final zirconia bridge, 5-year warranty.

Does not include: bone graft (if needed), additional implants beyond 4, future

replacement of prosthesis after warranty.

The more explicit, the better. This not only helps with legal compliance (avoiding misleading
omission of material facts), but also turns the price into a value proposition. Patients can see why
something costs what it does. A list of inclusions reads almost like a features/benefits list,

reinforcing quality.

Interactive Cost Calculators

To engage users, some sites have implemented a cost calculator or quiz. This tool asks questions
(e.g. "Are you missing one tooth or many?" "Do you need extractions?" "Do you want to be
sedated?") and then provides an estimated price range or recommends which treatment (single

implant vs. implant denture vs. full arch) might fit their situation.

While not every practice has a custom calculator, even a simple dropdown of treatment options
with example costs can be useful. The goal is to personalize the cost inquiry. Patients feel like

they are getting a tailored answer, and it keeps them on the site longer.



For example, Impressions Dental (a fictional example) might have a "What impacts implant cost?"
widget that outputs a range after the user answers a few questions. If implementing such tools,
always follow up with a prompt like "Schedule a free consult for an exact quote - your Good Faith

Estimate will be provided in writing." This ties the digital experience to the next step.

Contextualize and Emphasize Value

Price alone can be cold. It's crucial to frame your pricing with context about value. Use visuals or
icons to highlight the factors that justify your fees: quality of materials (titanium implants, zirconia
teeth), the expertise of your surgeon (years of experience or specialized training), the technology
you use (in-house lab, CAD/CAM, guided surgery), the convenience (teeth-in-a-day process), and

any warranty or follow-up care included.

For example, next to your price range you might have a checklist like:

v Experienced Team: 1,000+ implant cases completed

v Advanced 3D Imaging & On-Site Lab: Ensures precision and saves you time

v All-Inclusive Pricing: No surprise add-on fees - we even include sedation

v 5-Year Warranty: Peace of mind on your investment

By doing this, you shift the conversation from "cost" to "value for cost". Even if your prices are
slightly higher than a competitor, patients may choose you because you demonstrated why it's
worth it. This is especially important now that transparency is increasing - clinics need to avoid a

"race to the bottom" on price and instead compete on value differentiation.

Financing Options Prominently Displayed

Most implant patients will use financing or payment plans. If you advertise a big treatment cost,
always pair it with a normalized monthly payment figure (computed with typical financing terms)
to make it digestible. For example, "All-on-4 from $18,000 per arch - or as low as $350 per month

with our financing partner."



A\ Critical Compliance Point

Any time you mention a specific monthly payment or interest rate, you must include the
required Truth-in-Lending disclosures. Under Regulation Z (which covers credit
advertising), if you state an exact payment amount, you need to clearly disclose the APR,

term, and any conditions of that financing offer.

For instance, an appropriate disclaimer might be: "$350/mo is based on a total financed
amount of $18,000 over 60 months at 9.99% APR with approved credit. Not all applicants
will qualify."

The Consumer Financial Protection Bureau and Federal Trade Commission both enforce these
rules on advertising credit offers. In short, don't advertise "$99/month" without the fine print -

ensure it's accurate and actually available to a reasonable number of qualified patients.

Done properly, showing the monthly cost alongside the total helps patients envision the
treatment as affordable. Many will think "Oh, maybe | can handle a few hundred a month with

financing," instead of being scared by the lump sum.

Leverage Structured Data for SEO

On the technical side, implement schema.org structured data on your pricing page. Mark up the
content with the appropriate schema types such as MedicalProcedure or MedicalService, and use
AggregateOffer for priceRange. This behind-the-scenes code can help search engines understand
that your page is about a medical service and has a price range of "$X to $Y". In some cases,
Google might even display snippets like "Price range: $$$" in search results, which can improve

click-through rates.

Additionally, adding an FAQ section (with Q&A about implant costs) and marking it up with FAQ
schema can sometimes get you rich snippets on Google (like the question "How much do dental

implants cost?" expanding right on the results page with your answer). These SEO tactics make



your transparency work doubly hard - they both attract more visitors and improve the trust

factor by showing that you're an authoritative source on the topic.

Language and Localization

When presenting prices, the tone should remain professional and factual, not salesy. Avoid overly
promotional language that could be misconstrued ("cheap implants!", "lowest cost guarantee" -
these can trigger regulatory scrutiny as well as seem low-quality). Instead, use phrases like

n g

"affordable options," "flexible payment plans," "investment in your smile" to convey the message.

Also consider your specific audience: if you serve a diverse patient base (for instance, many
clinics in California serve English-, Spanish-, and Russian-speaking communities), you might offer

your pricing content in multiple languages on your site.

Ensure that your call-to-action after showing the price info is strong - e.g., "Ready to find out
exactly what your treatment would cost? Schedule a free consultation and get a personalized

Good Faith Estimate with no obligation." This helps convert the interest into an appointment.

By following these best practices, clinics can make price transparency a powerful tool that

educates patients, builds trust, and ultimately drives more qualified patients into the office.

6. Legal & Ethical Considerations (What to

Know Before Publishing Prices)

Finally, any move toward publishing prices must be done in compliance with advertising laws and

ethical guidelines. Here's a practical rundown:

California Price Advertising Rules

As mentioned earlier, California law requires that any advertised price be exact and that all
components included in that price are disclosed. You must list the customary parts of the service

(exam, x-rays, surgery, anesthesia, lab fees, follow-ups, etc.) that are covered by the advertised



fee. If there are potential additional services a patient might need (and be charged for), those too

must be disclosed along with their fees.

For example, if your implant price doesn't include bone graft or sinus lift, the ad should say
something like "Bone graft if needed: $500 extra." Importantly, phrases like "and up" or "lowest
price" are forbidden in CA ads - you cannot advertise "Implants from $999 and up" as that is not

"precise."

So if you are in California, craft your price page carefully: use ranges (with both low and high
numbers shown), or fixed fees for defined packages, and include all requisite disclosures. Ensure
the information is kept updated; an outdated price could be considered false advertising once

you no longer honor it.

Florida Time-Limit Requirement

If you advertise a specific price in Florida and you don't specify an expiration date, you are legally
obligated to honor that price for at least 90 days. This is a built-in consumer protection against
bait-and-switch pricing. So, if you run a special "Implant $1,200" on your site without dates, a

patient who sees it two months later can demand that price.

To be safe, always either put a validity period (e.g. "Fees effective as of Sept 2025; subject to
change after 12/31/2025") or be prepared to lock in the price for 90 days from any advertisement.
Florida also requires a disclaimer in any ad offering free or discounted services (that long
sentence about the patient's right to refuse treatment and be reimbursed, etc., often known as
the 72-hour rule), but that mostly applies to things like free consult or free X-ray offers, not price

lists. Still, Florida dentists should be mindful of all required language if offering discounts.

Texas Advertising Regulations

Texas, like many states, broadly prohibits any advertising that is misleading or omits material
facts. For price ads, Texas explicitly says you must reveal if there are additional fees likely. For
example, advertising "Implant $1,000" without clarifying that an abutment and crown are
additional would likely violate Texas rules (because the average patient might assume $1,000 is

the whole implant tooth, which is misleading).



Also, if you advertise a discount, Texas expects you to disclose the original fee so the actual
savings is clear (this is similar to FTC guidelines: any "% off" or "$ off" should have a reference
price). While Texas doesn't set a specific 90-day rule like Florida, a good practice is to not
frequently change advertised fees unless you update the ads accordingly, as consistency

supports that you're not misleading anyone.

Good Faith Estimates (No Surprises Act)

Even though dentistry is largely elective and often self-pay, the No Surprises Act's Good Faith
Estimate requirement does apply when you schedule patients who have no insurance coverage
for that work. You should be providing a written GFE to those patients before treatment

(generally at least 1-3 business days in advance, depending on scheduling).

It's wise to mention on your pricing page (especially if you're getting inquiries online) something
like: "In accordance with federal law, patients without insurance are entitled to a Good Faith
Estimate of treatment costs. We provide a written estimate of all expected charges after your

consultation."

The CMS has template forms and disclaimer language for GFEs. One required notice is to inform
patients that they can dispute the bill if the final charge is $400+ over the estimate. Including a
brief note about the GFE on your site not only shows transparency, it's also part of compliance.
For instance: "You Have a Right to a Good Faith Estimate: Under the No Surprises Act, we will give
you an upfront cost estimate before you schedule any uninsured treatment." This covers your

bases and builds credibility.

Truth in Lending (Regulation Z) for Financing Ads

We touched on this in best practices, but to reinforce: if you advertise financing terms (APR,
monthly payment, etc.), comply with Regulation Z's advertising provisions. This means avoid
triggering terms unless you include all required info. Triggering terms include stating any specific
payment amount, down payment, number of payments, or finance charge - if you mention those,

you must disclose details like the APR and term of loan.

For example, "$0 down and $199/month" would trigger the need to disclose how many months

and what APR. Also, those terms must be actually available to a significant number of qualified



borrowers (you can't bait with an unrealistically low payment that almost no one qualifies for).

The Consumer Financial Protection Bureau actively watches for misleading credit ads, and state
attorneys general can also enforce truth-in-lending in advertising. So, always include the small
print in a readable way (e.g., an asterisk footnote or a clearly visible paragraph) near any finance

claim on the webpage. It's not just legal protection - it's fair to the patient too.

Avoid Misleading Superlatives

General advertising ethics still apply. Don't use language like "the cheapest implants in town" or
"guaranteed lowest price" unless you can substantiate it with evidence (which is hard, and risky
legally). The FTC and state laws forbid false claims. It's safer to stick to factual statements (price

ranges, what's included, etc.) rather than marketing puffery about price.

Also, be careful with the word "free" - if you say "free consultation" it truly must be free with no
strings (and in some states, you need that 72-hour disclaimer as mentioned). If you include
anything as a bonus or at no charge in a package, ensure it's clearly stated. For example, "free
whitening with every implant" might inadvertently trigger rules - some states prohibit inducing
treatment with free offers in certain ways. When in doubt, run your copy by legal counsel or

consult ADA guidelines, which summarize state-specific rules.

Conclusion

In conclusion, transparency in pricing can and should be done in a compliant, ethical
manner. Many state dental boards actually encourage dentists to advertise in a way that
helps consumers make informed decisions, as long as it's truthful. By carefully crafting
your pricing information with the legal considerations above, you can avoid pitfalls like
accusations of bait-and-switch or regulatory complaints. Instead, you'll be seen as an
honest provider empowering patients with knowledge, which is exactly the reputation you

want in today's market.

By embracing these changes - rooted in consumer demand, legal shifts, and competitive

strategy - dental implant practices can turn price transparency into a strong advantage.

It's a new era where being upfront about costs is not just a legal necessity but a key trust




signal that patients seek out. Those who adapt well are likely to see improved patient

satisfaction and business growth in the long run, proving that transparency truly pays off.

Sources

Legal Information Institute (California & Florida regulations): law.cornell.edu
Texas Occupations Code: statutes.capitol.texas.gov

CMS & ADA on Good Faith Estimates: adanews.ada.org

FierceHealthcare (patient attitudes on cost transparency): fiercehealthcare.com
ClearChoice MediaRoom: clearchoice.mediaroom.com

Aspen Dental pricing info: aspendental.com

ADA marketing guidelines: ada.org

CFPB Regulation Z guidance: consumercomplianceoutlook.org
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