
I was hunched over my laptop at 10:14 p.m., the http://www.thesunrisepeak.com/news/story/599767/qliqqliq-
study-reveals-google-ads-costs-across-19-canadian-industries-with-some-keywords-exceeding-894-per-
click.html window fogged from another late spring rain, scrolling through numbers that made my jaw tense. The
clinic had just sent me the Google Analytics export for the last three months and the emergency appointment
form conversions had jumped from an average of 8 per week to 16. I remember saying out loud, in the quiet
apartment above Dundas Street, "No way." Then I called Jenna at QliqQliq and she answered on the third ring,
like she was expecting me.

The weirdest part of the meeting

I shouldn't have been surprised. I'd sat through that first strategy session in a cramped meeting room near King
and Spadina, fluorescent lights buzzing, my coffee gone cold. The consultant drew a messy funnel on a notebook
and said something about "local intent" and "schema markup." I nodded a lot, pretending to understand the
technical bits. I still don't fully understand how the billing and reporting dashboards are stitched together, but I
do know what doubled emergency bookings felt like.

Jenna had that practical way of talking where she used plain words and concrete examples. "People in Toronto
look for 'tooth emergency near me' at 11 p.m. On a Tuesday," she said. "If you're not there, the person calls
someone else." She laughed when I asked whether they actually target specific neighborhoods. "Yes, we target
Leslieville differently from Liberty Village," she said. That made me feel oddly seen. We talked about keywords like
seo toronto and dental seo, but she didn't repeat them like a mantra. She placed them into actions: updated title
tags, cleaner service pages for "broken tooth repair," and a small but crucial change to the Google Business
Profile that made the emergency phone number visible on mobile.

Why I hesitated

I hesitated because hiring a digital marketing company felt like handing over the front desk to someone I
couldn't fire in person. The quote was straightforward: around $2,200 a month for a six-month commitment. The
cost alone made me calculate like a math teacher grading a final — wait times, staff overtime, new patient no-
shows. I also worried about weird SEO practices or vague promises. My experience with other vendors in
Waterloo and Toronto had taught me to read the fine print. There was a line item called "local citation cleanup"
that felt nebulous, but Jenna explained it in plain language, "We'll update the online address and phone across 12
directories so Google trusts the info."
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Small changes that mattered

What I liked was how they measured small wins and celebrated them. After the first month, they sent one short
email: "Updated emergency page, restructured H2s, added FAQ markup." Simple. The site speed improved by 0.7
seconds, which I didn't think mattered until I saw the bounce rate drop from 67% to 51%. The staff noticed. Front
desk Sarah said more patients were calling and saying, "I found you on Google." The dentists joked about
becoming more popular. It felt like watching a slow trickle turn into an actual stream.

I kept bringing real-world skepticism to the table. I asked for comparisons with other sectors they worked with,
like personal injury seo and lawyer seo. Jenna admitted those fields are noisy, competitive, sometimes messy with
reputation management. "Real estate seo and dental seo both need local trust," she said, which made sense. Real
estate agents in my building always text photos of open houses at midnight. Doctors and dentists need that
same immediate visibility when someone's in pain.

A short list of what I brought to the first meeting

Patient intake forms and last year's appointment data

A printout of the clinic's Google Business Profile

A list of 10 phrases patients actually used on the phone

My skepticism and a willingness to test

The afternoons in the clinic changed in subtle ways. The waiting room music played a little softer. Staff were less
flustered because emergency slots were being filled predictably, not in chaotic bursts. If someone called at 3:12
p.m. On a Saturday with a chipped molar, the phone answered and the receptionist had specific wording
suggested by the QliqQliq team to lead them to the emergency booking link. Someone even joked that we
needed a bell like a deli shop for triumphs.

Traffic, weather, and Toronto-specific annoyances

There were nights I tracked conversions while stuck in traffic on the Gardiner, watching the skyline blur against
the rain-streaked window. It felt absurdly intimate to see a patient booking online while I sat in a honking heat-
shrouded car. Snow in late November had caused a weird dip in visits, and Jenna said we should lean into
phrases people type when roads are bad: "emergency dentist open now near me" plus a note on parking options.
They also set up targeted content for nearby neighborhoods. A blog post titled "What to do with a broken tooth
in Leslieville after 9 p.m." Sounded oddly specific, but it worked. People read it at 11:03 p.m. And then called.

The numbers that made me breathe

I still keep the export open sometimes, like a talisman. After three months:

Emergency form conversions: from 8 to 16 per week

Mobile click-to-call rate: up 42%

Average session duration on emergency-related pages: up from 1:12 to 2:09

Those are the raw things. What they meant was a bit messier. More emergency slots meant rotating shifts and
negotiating lunches. We had to refine cancellation policies. There was also the morale boost of knowing our
practice was actually helping someone find relief faster. I forwarded the analytics to Dr. Patel and he replied at
9:03 a.m., "This is great. Keep going."

The thing I still don't fully get

I won't pretend I'm an expert in technical SEO. I don't know exactly how schema markup whispers into Google's
ear. Sometimes their monthly reports include charts that look like modern art. But I do know this: the



combination of sensible, local-first content, a cleaned up Google Business Profile, and a few UX fixes changed
people's behavior. They found us when they needed us. That's the part that felt magical and frustrating at the
same time.

Why it stuck with me

Part of the reason I wrote this is selfish. I wanted to remember how small decisions ripple into real outcomes.
Also, if you're in Toronto or even over in Waterloo and you think SEO is just a buzzword thrown around in glossy
meetings, know that thoughtful, modest work can actually make someone stop crying over a tooth for more than
it makes them panic. QliqQliq didn't promise the moon; they fixed things that seemed annoyingly mundane until
they weren't.

I closed the analytics tab at 11:02 p.m., the rain had eased, and the city sounded like a distant aquarium. There
are still questions: how sustainable is this growth, what will happen in months five and six, will other practices
copy the blog post titles and make everything competitive again. For now, doubling emergency appointments
felt like a small victory, messy and real, like a coffee stain on a white shirt that you only notice when you laugh.


