
06.CASE
ABOUT CLEARCORRECT
Established in 2006, ClearCorrect is a clear orthodontic 
corrective device maker started by an Orthodontist who 
needed a solution for his patients as an alternative to 
braces. No wires. No brackets. Just clear, convenient com-
fort. With ClearCorrect, the dentist or orthodontist can 
straighten a patient’s teeth using a series of clear, custom, 
removable aligners. Each aligner moves the patient’s teeth 
just a little bit at a time until you eventually get straight 
teeth. ClearCorrect designs, manufactures, and supports 
its products out of its facility in Round Rock, Texas and 
was acquired by Straumann in 2017.
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EVENT CONTEXT 
As a fast growing young orthodontic company, Clear-
Correct was the 2nd largest clear aligner producer in the 
world. It had recently been acquired by a large dental 
company with over 60 years of experience in the dental 
industry. 
Meanwhile, there are numerous competitors coming 
out into the market. Clear aligners are a hot topic in the 
industry and every major dental/orthodontic compa-
ny is looking to get in on the action with the launch of 
their own clear aligner product. Most of these companies 
are very established with lots of funding. Most market 
traditionally by exhibiting at Dental and Orthodontics 
Industry Trade Show and Conferences to practitioners. 

WHO IS ORGANISING THE CHANGE? 
!e CEO who was part of the bootstrapping of the com-
pany sees the company grow at a pace after being acquired 
by the global organisation. !e new parent company 
asked to organize plans for an annual user-conference by 
and for the company. !is was to be the "rst user-confer-
ence this company has ever organized.

WHAT WAS THE CHALLENGE?
In order to remain a top player in the industry ClearCor-
rect needed to up its game and establish better relation-
ships with their users (dentists and orthodontists) and 
community. ClearCorrect is a bootstrapped company that 
was looking to approach it’s dentists in a di#erent way. 
As a company that enables to give people the smile they 
always wanted. !ey wanted to do that very thing for the 
education and relationship building with their practi-
tioners away from the traditional industry conferences 
and trade shows. 

WHO ARE THE MAIN STAKEHOLDERS? 
!e Event Owner is the CEO of ClearCorrect. Besides 
the sta# team at ClearCorrect, the core stakeholders are 
the doctors (Dentists and Orthodontists and their teams) 
and Exhibitors (producers of medical devices like scanners 
in support of the dentist practice). !e majority of its 
customers are general dentists, who are served directly in 
North America or through sales agents in Australia, Israel, 
New Zealand and the UK. Having built its business with 
an internal sales team only, the company recently began to 
establish a "eld force to target new customers actively. At 
the time, ClearCorrect employed a sta# of approximately 
300. !e exhibitors are other companies in the supply 
chain that have an interest in meeting the doctors in rela-
tion to the prescription of the clear aligner product. 

THE EVENT DELTA 
Before the event the CEO and sta# of the company 
invest time and resources to design and deliver the user 
conference in order to build a better relationship with 
their doctors and practices. By meeting them in person 
together with other business partners who are also part of 
the community, the three stakeholders have time to focus 
on the products , practices and share what the bene"ts 
and outcomes are for the patients. !at joint goal creates a 
bond to learn, share and document these best practices for 
this speci"c clear aligner product. By sharing the origin 
stories of the product, a feeling of being part of the family 
culture of the company will be experienced together. A 
shared level of achievement and commitment to learn 
how to best operationalize this in their daily practice will 
result in better utilization results for all three stakeholders 
to delight. 
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EVENT NARRATIVE 
ClearCorrect™ was founded in 2006 by a dentist who had 
over 400 patients that needed to "nish their clear aligner 
treatment, but no one to make the aligners for them. So 
Dr. Willis Pumphrey went the extra mile for his patients: 
he founded his own company to make aligners for them. 
One by one, other dentists signed up to try Dr. Pum-
phrey’s solution, and ClearCorrect started to grow. Today, 
ClearCorrect has served tens of thousands of dentists all 
over the world and has delivered literally millions of align-
ers to their patients.  !e ClearCon User Conference was 
to embed the values and sense of community the doctors 
feel with ClearCorrect as well as boost their own practice 
when it comes to serving patients.

As a result, they wanted to do something big for their 
doctors. Something they hadn’t experienced yet. Not in 
the world of dentistry. 

Here is the recap as articulated by the Event Design team: 

“We’ve been planning, something it’s taken a lot of dis-
cussion, brainstorming, studying, learning, and lots more 
planning just to get to this point. We want to do some-
thing big for our doctors. Something they haven’t experi-
enced yet. Not in the world of dentistry.

And that’s exactly the point. It’s not a convention hall, a 
hotel or a resort Rainey street is in the heart of one of the 
most vital, progressive and tech savvy cities in the world. 
And it’s 14 bars and restaurants each have distinct person-
alities, which we believe both sponsors and attendees will 
absolutely love.
Of course, the event we’re planning will have education at 
its core with engaging speakers and strategically curated 
course material. But doctors, residents and sta# won’t be 
expected to just sit quietly and listen. We will bring a new 
level of hands-on instruction and interaction to each session 
resulting in more engaged and con"dent participants by the 
end.
Beyond just education. !is experience will be so di#er-
ent from other dental meetings and attendees will be so 
immersed in that novelty. We will begin to build a true 
community around this event. In the end, doctors will 
come away with a new support system, a strong, positive, 
and unique connection with ClearCorrect and Straumann 
group brands.
Resulting in a greater understanding of how all the pieces 
"t together and what resources they have at their "ngertips. 
Above all doctors will experience personal and inspiring 
connections with our sta#, our products, and their fellow 
doctors. And on the strength of those connections, we’ll 
begin to build a new level of love and loyalty for the brand.
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THE DESIGN PROCESS 
Based on the initial Event Owner’s question, the mar-
keting manager was keen to design an event to match 
the needs of the key stakeholders. Something completely 
di#erent from the traditional approach of exhibiting at 
industry conferences. Over a span of several months, by 
using the Event Design using the Event Canvas method-
ology, a team was involved in the creation of this brand-
new user event. 

Using the Event Canvas framework, they synthesised 
inputs from the internal team and from there, were able 
to identify three core Stakeholder groups to delight, map-
ping out needs, goals, and metrics for each of them. !ey 
ultimately built out the narrative of a bespoke Annual 
User Conference unlike any the world of dentistry had 
come across before. 

!e narrative of this Event Design was also used at sub-
sequent representations of the brand at live interactions 
with these same stakeholders. It positioned ClearCorrect 
as a partner for the practice’s success and the education for 
the team in the practice which optimized utilization rates 
and retention and a sense of community. 

THE BRAIDING POINT 
It’s no surprise that clear aligners are one of the fast-
est-growing sectors in orthodontics. With a low barrier to 
entry and fast return on investment, clear aligners are an 
excellent way to expand your practice by o#ering treat-
ment that patients actively seek. Clear aligners can be used 
to address a wide variety of oral problems, and because of 
their aesthetic appearance, patients are more likely to wear 
them.

Teeth misalignment is a common problem that dentist 
and orthodontists deal with and new approaches beyond 
braces have a large impact on their practice. To correct 
the teeth misalignment, a growing number of patients 
and doctors prefer clear aligners to traditional wires and 
brackets, due to advantages. !ey are nearly-invisible, and 
do not require dietary restrictions. For the patient there 
are no obstructions to $ossing or brushing and the dentist 
can monitor the movement remotely over time. 

Leadership was acutely aware that their company at the 
time was one of only two major companies o#ering this 
product for the last 10 years. In that very year many new 
competitors could be launching competing products and 
they needed to do more to remain a top player. Stake-

holders (dentist, orthodontist and others in the industry) 
could potentially perceive them as being behind the curve. 
!ey needed to show them that they are innovating and 
developing more tools and services for them to utilize. 

!ere was a need to convert the stakeholders to be advo-
cates of this company reducing the chances of them look-
ing to other companies for similar solutions. Although 
they have thousands of dentists and orthodontists who 
provide their product, the average utilization was below 
what was expected. !ere was a need to better educate 
their dentists and orthodontists and ensure they have 
everything they need to be successful. 

!is prompted the ask to organize a user-conference to be 
held within the year. !e CEO asked “Do you think it’s 
possible to design an event to build better relationships 
with our dentists and orthodontists, increase their knowl-
edge of our products and services, therefore increasing 
their overall utilization rate?“

After some digging the Event Design team discovered that 
the CEO wants to show the industry that they are indeed 
a leader. !e event should excite, educate and make 
others feel completely con"dent in the company, the new 

leadership and the direction the company is going in. 
He wanted to see if an event can change the outlook of 
the brand and create high producing users (dentists and 
orthodontists) and advocates of the company, products 
and services. Additionally he expressed the desire to have 
all employees (~300) attend the event and would also 
like to have the top 500 users (dentists and orthodon-
tists) attend, but more would be even better.  !ere was 
an opportunity to o#set the costs of the event by partly 
funding it through sponsorships with potential exhibiting 
companies. 

NEXT? 
!e ClearCon User Conference is a way to di#erenti-
ate the o#ering and create focus on the practice and the 
product o#ered by ClearCorrect. Designing an innovative 
Annual User Conference demonstrates that it is possible 
to design an event to build better relationships with the 
dentists and orthodontists, increase their knowledge of 
their products and services, therefore increasing their 
overall utilization rate. !e resulting sense of community 
and proximity to the brand would need to establish and 
reinforce the competitive advantage of the company and 
deliver brand loyalty over time.
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