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The Secret to Attracting 
Dental Patients Revealed
SmartBox is going to be the featured practice 
spotlight in the January issue of Dentaltown. Our 
special four-page supplement will be on the cover 
of the magazine.

Dentaltown is an important publication in the 
dental industry and it gives us a vast reach to teach 
about web marketing. But we couldn’t let that 
information go out without first presenting it to our 
loyal newsletter readers.

So I’m going to take this newsletter to tell YOU what 
the Dentaltown audience will see in a couple of 
weeks.

It’s a truncated version of what the audience at the 
13th Annual Townie Meeting will hear when I speak 
at the event, which is at the Bellagio in Las Vegas 
next April 15-18.

If you’ve read this newsletter for a while, you’ve 
heard various parts before. But this may be the first 
time you read how our industry-leading patient 
attraction system works.

Our Dentaltown piece is going to shine a spotlight 
on dentists who are experiencing success with a 
new type of “systems-based” patient attraction.

Most dentists approach getting patients as a 
cause-and-effect type of event. Dentist A places 
an advertisement in a local paper and then waits 
for patients to respond. He has advertised and 
now expects patients to start rolling in: cause and 
effect. This straightforward approach has produced 
acceptable, though unpredictable, results in the 
past.

But how patients choose a dental provider has 

changed in the Internet age, so reaching ideal 
patients has become far more difficult.

Getting prospective patients to pay enough 
attention to properly assess their options for dental 
care becomes more and more difficult as patients 
encounter an increasing number of advertising 
messages across multiple media channels each day.

Even as MORE products and services compete 
for prospects’ diminishing attention, those same 
prospects trust each piece of “advertising” LESS. 
Patients are left to choose a dental care provider 
based on the worst possible criteria: price and 
speed.

When a prospective patient sees you as a “technician” 
who deals with teeth instead of as a trusted advisor, it 
fundamentally changes how your patients perceive 
you.

With a “systems-based” approach to patient 
attraction, you can strategically position yourself as 
not just A trusted dental advisor, but as THE trusted 
dental advisor in your prospective patients’ minds.

This type of approach produces two benefits: 

Prospective patients perceive your practice as the 1.  
only logical choice. 
Their resistance to fees is drastically minimized.2.  

The 4 Steps of Systems-Based Patient 
Attraction
You understand why you must have a patient 
attraction system to get the attention of prospects 
in an era where we are all bombarded with so many 
advertising messages that we become distrustful 
them all.

Now you need to know the how: The four steps of a 
systems-based approach to patient attraction.
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What Is The Patient Attraction System 
Blueprint™?
Each week I make available a limited number of 25 
minute slots in my calendar to speak with dentists 
from all over the country. The purpose is to walk 
them through what I call the Patient Attraction 
System Blueprint™ and give them a “behind the 
scenes look” at what it takes to attract patients 

online. During this Session, I hold nothing back. In 
fact, it is entirely possible to walk away from this 
time together with the complete strategic blueprint 
you need to attract new patients online. I offer this 
as a service to the dental community, without cost.

As hard as you might find it to believe, there are some 
dentists who simply do not want to achieve “double 
your practice” kind of growth. While I respect their 
decision as the owner of their business, I do ask that 
anyone not interested in serious practice growth 
please refrain from scheduling a Session.

In order to make maximum progress during your 
Session, I ask that you prepare, in advance, some 
key information that will help me tailor the Blueprint 
Session to your needs. You’ll receive preparation 
instructions once your Session is scheduled.

To Check Current Availability and Schedule 
Your Session Visit:

http://swm.io/bluprnt
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Understanding the concepts is very straightforward. 
But putting these concepts into action in your 
practice is far more complicated. Before you read 
the four steps of this process, it’s important to 
understand that the goal of systems-based patient 
attraction is getting bigger results over time while 
putting in less effort over the same time.

The four steps of a systems-based approach to 
patient attraction are: attraction, conversion, follow-
up and tracking.

STEP 1: ATTRACTION

Most dentists are well aware that “attracting” 
patients is a far smarter objective than “chasing” 
patients. Attraction means the patient chooses your 
practice above every other option. “Chasing” means 
the patient is not yet “sold” on the idea that they 
should choose you. 

Attraction is about creating a system that leads 
patients to you without you investing any effort.

STEP 2: CONVERSION

To achieve the status of trusted advisor, your 
attraction systems need to put you in front of 
prospects in a way that presents you not as AN expert, 
but as THE expert. Most dental patient attraction is 
event-based, meaning it’s a series of events, done 
on demand, focused on attracting patients. 

Systems-based patient attraction means the system 
is functioning 24 hours a day, 7 days a week. You are 
attracting all the time.

One of the purposes of such a system is to build trust 
and credibility with prospects in a way that makes 
your practice the only logical choice. When you 
achieve this status, the patients is less concerned 
about fees and appointment availability than 
ensuring it is YOUR practice that provides their care.

STEP 3: FOLLOW-UP

Ninety to 95 percent of your prospective patients, 
especially those who find you online, are not ready 
to schedule an appointment. Without a system that 

can “nurture” those prospective patients until they 
ARE ready, you will lose them. 

Most dental practices have no idea how much 
money they waste getting the attention of a 
prospective patient who is simply not ready to 
schedule an appointment. Instead of sending that 
patient welcomed, valuable and automatic follow-
up contact, the dental practice forgets about the 
patient and wastes the marketing investment that 
initially got his or her attention.

STEP 4: TRACKING

A systems-based approach to patient attraction 
allows you to see the return for every dollar invested. 
Each step of your system is measurable and, as a 
result, is improvable.

The ability to track the source of every incoming 
phone call straight through to the revenue it 
generates gives you a clear picture of which 
marketing efforts are working and which are not. 
Most dental practices simply don’t have access to 
this kind of a system. That’s why they do the dental 
equivalent of “flying blind.” 

        “Since we’ve been using SmartBox 
Marketing, we’ve had great 
success. Recently, with the 
expansion into surgical things 
such as implants and things of 
that nature, the majority of our 
larger cases are coming from the 

web-based stuff that we’re doing with SmartBox. 
So, I’ve been very happy with the success. Before, I’d 
have to look back at the numbers, I don’t even know 
how well it was tracked, but it was maybe 10 or 20 a 
month. And now, we’re up to averaging 80-100 
phone calls a month. Last month was 160 leads, 
which is a great response. The amount of traffic, the 
bigger cases, the implant cases that we’re getting, 
are 90 percent driven from the website.“

- Dr. Robert K. Klein
Kansas City, MO
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Colin Receveur’s mantra for the last 13 years has been, “The results 
speak for themselves.” Since incorporating in 2001, Colin has established 
a rock solid track record with his clients and turned SmartBox into 
a stalwart of proven results for hundreds of dental practices. 

To see the results Colin can get for you, contact him at 888-741-1413 or visit 
our website at www.SmartBoxwebmarketing.com.

    Attract More Patients in 
the Next 6 Months 
Than in the Past 6 Years
The biggest challenge to 
attracting the patients YOU 
want has far less to do with 
your marketing expertise 
and everything to do with 
the size of your thinking.
My brand new book walks 
you through the process for 

making an enormous leap in your thinking about 
attracting patients online.

In the book, you’ll find:
Why you’re absolutely z , positively wasting your time 
with Facebook – if you’re using it like everyone else.
Why trying to attract patients like a “teenage boy in  z
love” is going to torpedo your chances for big cases 
and premium fees.
How to resist the siren call of what I call the “hits,  z
clicks and eyeballs brigade.”  While focusing on 
hits, clicks and eyeballs might be a way to sound 
impressive, the only thing that matters is how much 
money are you feeding into your patient-attraction 
system and how much is it generating?
How to create your attraction system so that YOU  z
are the only obvious choice for your prospects. 
There’s one item you need to do this. This trumps 
specialized training, location and even your 
competitor’s low fees.

This newsletter is your key to getting a free copy. 
“Attract More Patients in the Next 6 Months Than 
in the Past Six Years” currently retails on Amazon 
for $32.59, but you can obtain your copy by just 
covering the $4.97 cost of shipping.

To get your copy, go to
www.SmartBoxWebMarketing.com

REALITY: NOT TRUE! Going bankrupt should 
be illegal in your state. Marketing is legal and 
necessary.

MYTH: Marketing, especially with discounts, 
cheapens the value of my dentistry.

REALITY: The value of your dentistry is in the mind 
and actions of your patients. Let them, and not you, 
decide how they consider your practice. Everything 
is marketing. You get to decide on the message and 
response to it.

So, what will it be for you? Continue to believe in 
myths? Or face reality, adopt a “whatever it takes” 
attitude, and get busy attracting and keeping more 
new patients than you ever dreamed possible? 

Dr. Michael Abernathy graduated from Baylor 
Dental School in 1974. He is a speaker, educator and 
owner of multiple dental offices, and the author of 
more than 250 articles and three books (including 
The Super General Dental Practice). Dr. Abernathy 
also started and operated Signature Dental Lab 
and Summit Management, a consulting company 
to the dental industry.

Since retiring from practice, Dr. Abernathy has been 
in high demand as a consultant, lecturer, trainer, 
author and educator to the dental industry. He has 
spoken to dental groups in 40 states and in several 
countries on clinical and practice management 
topics. 

Summit Management is a SmartBox Web Marketing 
partner and client.
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But it gets even worse. 

A dental practice that doesn’t see a return on its 
investment in acquiring new patients pays for those 
efforts at the expense of the bottom line.

So you see why dentists need a patient attraction 
system, and you see the components to the system. 

Now you need to see how a systems-based approach 
actually makes it EASIER for you to decide how to 
invest your marketing dollars.

How Systems-Based Patient Attraction 
Simplifies Practice-Growth Investment 
Decisions 
Making investment decisions for practice growth 
becomes a much simpler task when you use 
systems-based patient attraction. A practice that 
can fully measure and account for each marketing 
dollar’s productivity can save an enormous amount 
of wasted money. 

In addition, dental practices can test new marketing 
or practice-building initiatives on a small and 
measurable scale to ensure that they are worth the 
investment. Practices can easily track patient sources 
to invest in the most profitable marketing streams. 
Ultimately, systems-based patient attraction allows 
for a dental practice to develop an entirely new 
business asset: the very system that delivers a steady 
stream of qualified patients to the practice.

So why is it a system? Why can’t you do two or three 
of the four steps and get results?

Attraction (Step 1) without the necessary follow-up  z
(Step 3) leads to wasted money.
Follow-up (Step 3) without the proper conversion  z
(Step 2) transforms your practice into an unwanted 
pest.
Seeing a system attract patients (Step 1) without  z
having any clue which parts of the system are 
actually responsible for those patients (Step 4) 
makes it impossible to keep doing what’s working 
and to stop doing what’s not.

With all four steps of the process together, 
everything works to attract the dentist more and 
better patients.

With Systems-Based Patient Attraction, 
There Are No Limits
In our four-page supplement in Dentaltown, we 
lay out the importance of systems-based patient 
attraction. You have read why such a system is 
important and what such a system requires to be 
effective.

So what are the benefits of system-based patient 
attraction?

Almost every dentist is well aware of what limits the 
growth of his or her practice. There are only so many 
hours in the day, and unless you plan on spending 
every waking hour treating patients in the chair, you 
need to pursue a smarter practice-growth strategy 
than simply “working more hours.”

This is one of the most valuable “hidden benefits” 
of using the systems-based approach to patient 
attraction: 

While your system can’t produce more hours in a 
day, it can dramatically elevate the quality of the 
patients you attract and bring a more predictable 
flow of those patients into your practice. As your 
patient quality increases, so too can the fees and the 
ease of selling larger cases.

    “When I bought my practice last 
year, the previous dentist was 
averaging 1-2 new patients per 
month. Two months after having 
my website built by Colin and his 
team, I had 19 new patients walk 
through my door. In the 5-6 

months that have followed, I’ve averaged 15-20 
new patients, with last month being my biggest 
month with 27 new patients. This is all without any 
other paid advertising efforts on my part.”

- Dr. Stafford Conley
Bowie, MD
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Marketing is everything you do, so always be 
marketing (ABM). It includes:

Consumerism:  z Giving patients what they want, 
when they want it, at a price they can afford.
Internal Marketing:  z The measure of the number 
of direct referrals you receive. Serving the patients 
in such a way that they perceive the value of what 
you do, not what you charge. 
External Marketing:  z Websites, print media, social 
media, signage, community involvement, radio, TV, 
billboards, etc.
Negotiated Marketing:  z The insurance plans that 
you accept, promote, and embrace the use of 
by patients while still achieving a 50-60 percent 
overhead.
Word of Mouth Promotion (WOMP):  z No amount 
of money can buy the positive marketing that 
comes from existing happy patients. Those who 
know from firsthand experience that you do what 
you do so well that they can’t help telling everyone 
they know about you.

Extremely rare are those practices that seem to 
get their share of the new patients and more. The 
practice of the future, The Super General Dental 
Practice, incorporates every angle of marketing to 
ensure a faucet-like flow of new patients that it can 
literally turn on or off to supply as many patients as 
it needs each month.

I’ll close with these eight common marketing 
“myths” that too many doctors throw out as excuses 
for not getting enough new patients: 

MYTH: I tried marketing. It doesn’t work. (Or: It 
doesn’t work in my area.)

REALITY: Everything you do IS marketing and it 
IS working. You just don’t like the results. Learn 
the why, what, and how of tapping into sources of 
unlimited new patients.

MYTH: Marketing only brings in the “wrong 
kind” of patients.

REALITY: There is no “wrong kind” of patients, only 
poor systems or misplaced expectations. Learn why 

your practice is no longer inspiring new patients to 
seek you out.

MYTH: Marketing will make me appear 
desperate or needy.

REALITY: You do not own one thing that has 
not been marketed to you prior to a purchase. 
Marketing has become the information highway 
for seeking out and qualifying a purchase. Like it or 
not, you are a small, consumer-driven business that 
operates within very specific guidelines dictated by 
the consumer. Learn how to use “consumer speak,” 
without which we all may become “desperate.” No 
patients = No income = No practice.

MYTH: Marketing costs too much. I can’t afford 
to market.

REALITY: Marketing is just a “great story, well told.” 
Listen to your potential patients and learn how 
to give them more of what they want and less of 
what they don’t want. Great marketing taps into 
the consumer’s spending habits and directs them 
to you. Marketing that works isn’t expensive – it’s 
priceless.

MYTH: Discounts and write-offs hurt 
production. We can’t reach our goals.

REALITY: Marketing doesn’t necessarily mean 
discounting your fees. Empty chairs, out-of-control 
overhead, poor systems, and marginal staff keep you 
from meeting your goals and hurt your production. 
Our practices operate on the philosophy of “Produce 
More, Collect All, and Keep Half.”

MYTH: My current patients will see it and want 
the same deal.

REALITY: Most marketing is directed toward new 
patients only. There are specific ways to handle any 
situation that arises. The trouble is that most dentists 
are “exceptional” thinkers. They think of the one 
exception to any rule or scenario and live their lives 
in fear that they may have to resolve an anomaly. 

MYTH: Marketing isn’t legal in my state.
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While building a systems-based approach to patient 
attraction is fairly straightforward on one level, it is 
very important be clear about EXACTLY what type 
of patient you want to attract.

This approach to client attraction creates a “machine” 
that magnifies what you put into it. The system will 
create a steady flow of patients into your practice. 
The secret is to make sure the “instructions” you give 
your system are focused on attracting the right type 
of patient for your practice.

As your prospective patients’ attention becomes 
even more fractured in the coming years, attracting 
and building trust with those patients is not going 
to get easier.

In fact, the dramatic results experienced by our top 
clients most likely are an early indicator that the 
systems-based approach to patient attraction is 
going to be the only long-term solution to consistent 
practice growth at an acceptable cost.

When you compare a practice using this type of 
systems-based attraction to a practice that is not, 
there’s really no way for the systems-less practice to 
compete.

The constant barrage of marketing messages in 
the lives of your prospective patients have made 
trust, respect and authority something that must be 
earned over time – especially for any dentist who 
wants to assume the role of trusted advisor in the 
life of their patient. 

A systems-based approach to patient attraction 
generates that trust over time.

Meet Two Dentists Using A Systems-Based 
Approach
Two real-life examples of dentists who are excelling 
thanks to system-based patient attraction are Dr. 
Ronald Receveur of New Albany, IN, and Dr. Raleigh 
Pioch of Salem, OR.
Both have experienced a dramatic increase in 
collections following the installation of a systems-
based approach to patient attraction.

Dr. Receveur has seen collections increase from  z
$900K to just more than $2 million in five years. 
Dr. Pioch’s collections have grown even faster: from  z
$800K to $3.2 million in six years.

While it might be surprising that a simple four-
step process could play such an enormous role 
in generating this type of growth, the real power 
comes from combining all four of the steps long 
enough to generate results that exceed the sum of 
the system’s parts.
Just as a reminder, the four steps are attraction, 
conversion, follow-up and tracking.
Dr. Pioch has agreed to make complimentary copies 
of a case study outlining his approach to systems-
based patient attraction available upon request. 
Inside the case study, Dr. Pioch outlines the approach 
to systems-based patient attraction he’s used to 
grow his practice by 600 percent.
Request your copy by visiting
http://PiochCaseStudy.com.
Be sure to look for us on the cover of Dental Town 
in a couple of weeks, and we hope to see you in Las 
Vegas in April.
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Ever try to diet? Statistically you will weigh 3-6 
pounds more after finishing the diet than you did 
before. Why? Diets, by themselves, do not work. You 
need one more thing to make a diet work. If you add 
exercise, you can literally change your metabolic 
set point so that as your muscles grow, and you will 
literally burn more calories than you take in. Diet and 
exercise along with the consistency and persistence 
to work your plan always achieves great results. 

Marketing works much the same way. Marketing 
alone will not cure your ills. A lack of patients is a 
symptom, not the problem. The problem is that you 
are failing to inspire your clients to come in and refer 
everyone they know. If you are not growing, you are 
not giving patients what they want. Failure to give 
patients what they want means you no longer have 
a viable business. 

When was the last time you contacted the newest, 
greatest Dan Kennedy wannabe marketing guru 
for the “never before heard of, never existed before, 
marketing what-cha-ma-call-it” to turn your practice 
around by adding multi-millions to your private war 
chest? 

I bet when you did, they were willing to let you attend 
their secret marketing seminar by lowering the price 
from thousands of dollars to just $165 by extending 
to you the never-before-offered scholarship so that 
you can attend. They will even let you sit at the feet 
of the founder of the group (translation: the guy 
who gets all of your money) for 15 minutes and the 
number one consultant (translation: their number 
one closer who could sell Popsicles to Eskimos) for as 
long as it takes to make sure you are well taken care 
of (translation: where they get a commitment and a 
credit card number to drain your already marginal 
accounts). 

Once you’re under the thumb of their organization, 
they will want you to go from a “regular” member to 

the “silver, gold, or platinum” level of participation, 
where you gain access to all of the value-added 
newsletters and phone calls as you sit at the feet of 
your personal swami. 

When it comes to marketing, good practices don’t 
need to market but they should, and poor (donor) 
practices do need to market but they shouldn’t. 

Good practices (the ones with all of the patients) are 
doing everything right. 

They have consumerized their outreach, systems,  z
hours, services, and staff. 
They give patients what they want while helping  z
them to understand what they need. 
They listen and come off as caring, compassionate,  z
competent, and consumer-oriented. 

When this good practice uses marketing, it keeps 
every new patient. Its front door is wide open and its 
back door is solidly closed. Every day it continue to 
deliver the goods by giving patients what they want 
and embracing change so that it will be in the same 
position next year. 

Marketing only brings them in. But if we don’t 
deliver, they won’t return. Marketing could be 
thought of as “delivering,” and everything you do is 
marketing. Growth in our practices occurs when our 
message (marketing and everything else we do) and 
our methods are balanced. Like it or not, practice 
growth is the natural result of total practice health.

The “bad practice” is just the opposite. Its back door 
is wide open by not recognizing what patients want 
or by trying to give them something they don’t 
want. They fail to listen to their patients and their 
perceived needs. If bad practices use marketing, 
they would only run off more patients who would 
tell everybody they know not to go there. Marketing 
for them would only speed up their predictable 
demise.

When Your Marketing Has No Pulse
By Michael Abernathy
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based patient attraction available upon request. 
Inside the case study, Dr. Pioch outlines the approach 
to systems-based patient attraction he’s used to 
grow his practice by 600 percent.
Request your copy by visiting
http://PiochCaseStudy.com.
Be sure to look for us on the cover of Dental Town 
in a couple of weeks, and we hope to see you in Las 
Vegas in April.
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Ever try to diet? Statistically you will weigh 3-6 
pounds more after finishing the diet than you did 
before. Why? Diets, by themselves, do not work. You 
need one more thing to make a diet work. If you add 
exercise, you can literally change your metabolic 
set point so that as your muscles grow, and you will 
literally burn more calories than you take in. Diet and 
exercise along with the consistency and persistence 
to work your plan always achieves great results. 

Marketing works much the same way. Marketing 
alone will not cure your ills. A lack of patients is a 
symptom, not the problem. The problem is that you 
are failing to inspire your clients to come in and refer 
everyone they know. If you are not growing, you are 
not giving patients what they want. Failure to give 
patients what they want means you no longer have 
a viable business. 

When was the last time you contacted the newest, 
greatest Dan Kennedy wannabe marketing guru 
for the “never before heard of, never existed before, 
marketing what-cha-ma-call-it” to turn your practice 
around by adding multi-millions to your private war 
chest? 

I bet when you did, they were willing to let you attend 
their secret marketing seminar by lowering the price 
from thousands of dollars to just $165 by extending 
to you the never-before-offered scholarship so that 
you can attend. They will even let you sit at the feet 
of the founder of the group (translation: the guy 
who gets all of your money) for 15 minutes and the 
number one consultant (translation: their number 
one closer who could sell Popsicles to Eskimos) for as 
long as it takes to make sure you are well taken care 
of (translation: where they get a commitment and a 
credit card number to drain your already marginal 
accounts). 

Once you’re under the thumb of their organization, 
they will want you to go from a “regular” member to 

the “silver, gold, or platinum” level of participation, 
where you gain access to all of the value-added 
newsletters and phone calls as you sit at the feet of 
your personal swami. 

When it comes to marketing, good practices don’t 
need to market but they should, and poor (donor) 
practices do need to market but they shouldn’t. 

Good practices (the ones with all of the patients) are 
doing everything right. 

They have consumerized their outreach, systems,  z
hours, services, and staff. 
They give patients what they want while helping  z
them to understand what they need. 
They listen and come off as caring, compassionate,  z
competent, and consumer-oriented. 

When this good practice uses marketing, it keeps 
every new patient. Its front door is wide open and its 
back door is solidly closed. Every day it continue to 
deliver the goods by giving patients what they want 
and embracing change so that it will be in the same 
position next year. 

Marketing only brings them in. But if we don’t 
deliver, they won’t return. Marketing could be 
thought of as “delivering,” and everything you do is 
marketing. Growth in our practices occurs when our 
message (marketing and everything else we do) and 
our methods are balanced. Like it or not, practice 
growth is the natural result of total practice health.

The “bad practice” is just the opposite. Its back door 
is wide open by not recognizing what patients want 
or by trying to give them something they don’t 
want. They fail to listen to their patients and their 
perceived needs. If bad practices use marketing, 
they would only run off more patients who would 
tell everybody they know not to go there. Marketing 
for them would only speed up their predictable 
demise.

When Your Marketing Has No Pulse
By Michael Abernathy



|   www.SmartBoxWebMarketing.com Edition 54  |  January 2015

But it gets even worse. 

A dental practice that doesn’t see a return on its 
investment in acquiring new patients pays for those 
efforts at the expense of the bottom line.

So you see why dentists need a patient attraction 
system, and you see the components to the system. 

Now you need to see how a systems-based approach 
actually makes it EASIER for you to decide how to 
invest your marketing dollars.

How Systems-Based Patient Attraction 
Simplifies Practice-Growth Investment 
Decisions 
Making investment decisions for practice growth 
becomes a much simpler task when you use 
systems-based patient attraction. A practice that 
can fully measure and account for each marketing 
dollar’s productivity can save an enormous amount 
of wasted money. 

In addition, dental practices can test new marketing 
or practice-building initiatives on a small and 
measurable scale to ensure that they are worth the 
investment. Practices can easily track patient sources 
to invest in the most profitable marketing streams. 
Ultimately, systems-based patient attraction allows 
for a dental practice to develop an entirely new 
business asset: the very system that delivers a steady 
stream of qualified patients to the practice.

So why is it a system? Why can’t you do two or three 
of the four steps and get results?

Attraction (Step 1) without the necessary follow-up  z
(Step 3) leads to wasted money.
Follow-up (Step 3) without the proper conversion  z
(Step 2) transforms your practice into an unwanted 
pest.
Seeing a system attract patients (Step 1) without  z
having any clue which parts of the system are 
actually responsible for those patients (Step 4) 
makes it impossible to keep doing what’s working 
and to stop doing what’s not.

With all four steps of the process together, 
everything works to attract the dentist more and 
better patients.

With Systems-Based Patient Attraction, 
There Are No Limits
In our four-page supplement in Dentaltown, we 
lay out the importance of systems-based patient 
attraction. You have read why such a system is 
important and what such a system requires to be 
effective.

So what are the benefits of system-based patient 
attraction?

Almost every dentist is well aware of what limits the 
growth of his or her practice. There are only so many 
hours in the day, and unless you plan on spending 
every waking hour treating patients in the chair, you 
need to pursue a smarter practice-growth strategy 
than simply “working more hours.”

This is one of the most valuable “hidden benefits” 
of using the systems-based approach to patient 
attraction: 

While your system can’t produce more hours in a 
day, it can dramatically elevate the quality of the 
patients you attract and bring a more predictable 
flow of those patients into your practice. As your 
patient quality increases, so too can the fees and the 
ease of selling larger cases.

    “When I bought my practice last 
year, the previous dentist was 
averaging 1-2 new patients per 
month. Two months after having 
my website built by Colin and his 
team, I had 19 new patients walk 
through my door. In the 5-6 

months that have followed, I’ve averaged 15-20 
new patients, with last month being my biggest 
month with 27 new patients. This is all without any 
other paid advertising efforts on my part.”

- Dr. Stafford Conley
Bowie, MD
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Marketing is everything you do, so always be 
marketing (ABM). It includes:

Consumerism:  z Giving patients what they want, 
when they want it, at a price they can afford.
Internal Marketing:  z The measure of the number 
of direct referrals you receive. Serving the patients 
in such a way that they perceive the value of what 
you do, not what you charge. 
External Marketing:  z Websites, print media, social 
media, signage, community involvement, radio, TV, 
billboards, etc.
Negotiated Marketing:  z The insurance plans that 
you accept, promote, and embrace the use of 
by patients while still achieving a 50-60 percent 
overhead.
Word of Mouth Promotion (WOMP):  z No amount 
of money can buy the positive marketing that 
comes from existing happy patients. Those who 
know from firsthand experience that you do what 
you do so well that they can’t help telling everyone 
they know about you.

Extremely rare are those practices that seem to 
get their share of the new patients and more. The 
practice of the future, The Super General Dental 
Practice, incorporates every angle of marketing to 
ensure a faucet-like flow of new patients that it can 
literally turn on or off to supply as many patients as 
it needs each month.

I’ll close with these eight common marketing 
“myths” that too many doctors throw out as excuses 
for not getting enough new patients: 

MYTH: I tried marketing. It doesn’t work. (Or: It 
doesn’t work in my area.)

REALITY: Everything you do IS marketing and it 
IS working. You just don’t like the results. Learn 
the why, what, and how of tapping into sources of 
unlimited new patients.

MYTH: Marketing only brings in the “wrong 
kind” of patients.

REALITY: There is no “wrong kind” of patients, only 
poor systems or misplaced expectations. Learn why 

your practice is no longer inspiring new patients to 
seek you out.

MYTH: Marketing will make me appear 
desperate or needy.

REALITY: You do not own one thing that has 
not been marketed to you prior to a purchase. 
Marketing has become the information highway 
for seeking out and qualifying a purchase. Like it or 
not, you are a small, consumer-driven business that 
operates within very specific guidelines dictated by 
the consumer. Learn how to use “consumer speak,” 
without which we all may become “desperate.” No 
patients = No income = No practice.

MYTH: Marketing costs too much. I can’t afford 
to market.

REALITY: Marketing is just a “great story, well told.” 
Listen to your potential patients and learn how 
to give them more of what they want and less of 
what they don’t want. Great marketing taps into 
the consumer’s spending habits and directs them 
to you. Marketing that works isn’t expensive – it’s 
priceless.

MYTH: Discounts and write-offs hurt 
production. We can’t reach our goals.

REALITY: Marketing doesn’t necessarily mean 
discounting your fees. Empty chairs, out-of-control 
overhead, poor systems, and marginal staff keep you 
from meeting your goals and hurt your production. 
Our practices operate on the philosophy of “Produce 
More, Collect All, and Keep Half.”

MYTH: My current patients will see it and want 
the same deal.

REALITY: Most marketing is directed toward new 
patients only. There are specific ways to handle any 
situation that arises. The trouble is that most dentists 
are “exceptional” thinkers. They think of the one 
exception to any rule or scenario and live their lives 
in fear that they may have to resolve an anomaly. 

MYTH: Marketing isn’t legal in my state.
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Understanding the concepts is very straightforward. 
But putting these concepts into action in your 
practice is far more complicated. Before you read 
the four steps of this process, it’s important to 
understand that the goal of systems-based patient 
attraction is getting bigger results over time while 
putting in less effort over the same time.

The four steps of a systems-based approach to 
patient attraction are: attraction, conversion, follow-
up and tracking.

STEP 1: ATTRACTION

Most dentists are well aware that “attracting” 
patients is a far smarter objective than “chasing” 
patients. Attraction means the patient chooses your 
practice above every other option. “Chasing” means 
the patient is not yet “sold” on the idea that they 
should choose you. 

Attraction is about creating a system that leads 
patients to you without you investing any effort.

STEP 2: CONVERSION

To achieve the status of trusted advisor, your 
attraction systems need to put you in front of 
prospects in a way that presents you not as AN expert, 
but as THE expert. Most dental patient attraction is 
event-based, meaning it’s a series of events, done 
on demand, focused on attracting patients. 

Systems-based patient attraction means the system 
is functioning 24 hours a day, 7 days a week. You are 
attracting all the time.

One of the purposes of such a system is to build trust 
and credibility with prospects in a way that makes 
your practice the only logical choice. When you 
achieve this status, the patients is less concerned 
about fees and appointment availability than 
ensuring it is YOUR practice that provides their care.

STEP 3: FOLLOW-UP

Ninety to 95 percent of your prospective patients, 
especially those who find you online, are not ready 
to schedule an appointment. Without a system that 

can “nurture” those prospective patients until they 
ARE ready, you will lose them. 

Most dental practices have no idea how much 
money they waste getting the attention of a 
prospective patient who is simply not ready to 
schedule an appointment. Instead of sending that 
patient welcomed, valuable and automatic follow-
up contact, the dental practice forgets about the 
patient and wastes the marketing investment that 
initially got his or her attention.

STEP 4: TRACKING

A systems-based approach to patient attraction 
allows you to see the return for every dollar invested. 
Each step of your system is measurable and, as a 
result, is improvable.

The ability to track the source of every incoming 
phone call straight through to the revenue it 
generates gives you a clear picture of which 
marketing efforts are working and which are not. 
Most dental practices simply don’t have access to 
this kind of a system. That’s why they do the dental 
equivalent of “flying blind.” 

        “Since we’ve been using SmartBox 
Marketing, we’ve had great 
success. Recently, with the 
expansion into surgical things 
such as implants and things of 
that nature, the majority of our 
larger cases are coming from the 

web-based stuff that we’re doing with SmartBox. 
So, I’ve been very happy with the success. Before, I’d 
have to look back at the numbers, I don’t even know 
how well it was tracked, but it was maybe 10 or 20 a 
month. And now, we’re up to averaging 80-100 
phone calls a month. Last month was 160 leads, 
which is a great response. The amount of traffic, the 
bigger cases, the implant cases that we’re getting, 
are 90 percent driven from the website.“

- Dr. Robert K. Klein
Kansas City, MO
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Colin Receveur’s mantra for the last 13 years has been, “The results 
speak for themselves.” Since incorporating in 2001, Colin has established 
a rock solid track record with his clients and turned SmartBox into 
a stalwart of proven results for hundreds of dental practices. 

To see the results Colin can get for you, contact him at 888-741-1413 or visit 
our website at www.SmartBoxwebmarketing.com.

    Attract More Patients in 
the Next 6 Months 
Than in the Past 6 Years
The biggest challenge to 
attracting the patients YOU 
want has far less to do with 
your marketing expertise 
and everything to do with 
the size of your thinking.
My brand new book walks 
you through the process for 

making an enormous leap in your thinking about 
attracting patients online.

In the book, you’ll find:
Why you’re absolutely z , positively wasting your time 
with Facebook – if you’re using it like everyone else.
Why trying to attract patients like a “teenage boy in  z
love” is going to torpedo your chances for big cases 
and premium fees.
How to resist the siren call of what I call the “hits,  z
clicks and eyeballs brigade.”  While focusing on 
hits, clicks and eyeballs might be a way to sound 
impressive, the only thing that matters is how much 
money are you feeding into your patient-attraction 
system and how much is it generating?
How to create your attraction system so that YOU  z
are the only obvious choice for your prospects. 
There’s one item you need to do this. This trumps 
specialized training, location and even your 
competitor’s low fees.

This newsletter is your key to getting a free copy. 
“Attract More Patients in the Next 6 Months Than 
in the Past Six Years” currently retails on Amazon 
for $32.59, but you can obtain your copy by just 
covering the $4.97 cost of shipping.

To get your copy, go to
www.SmartBoxWebMarketing.com

REALITY: NOT TRUE! Going bankrupt should 
be illegal in your state. Marketing is legal and 
necessary.

MYTH: Marketing, especially with discounts, 
cheapens the value of my dentistry.

REALITY: The value of your dentistry is in the mind 
and actions of your patients. Let them, and not you, 
decide how they consider your practice. Everything 
is marketing. You get to decide on the message and 
response to it.

So, what will it be for you? Continue to believe in 
myths? Or face reality, adopt a “whatever it takes” 
attitude, and get busy attracting and keeping more 
new patients than you ever dreamed possible? 

Dr. Michael Abernathy graduated from Baylor 
Dental School in 1974. He is a speaker, educator and 
owner of multiple dental offices, and the author of 
more than 250 articles and three books (including 
The Super General Dental Practice). Dr. Abernathy 
also started and operated Signature Dental Lab 
and Summit Management, a consulting company 
to the dental industry.

Since retiring from practice, Dr. Abernathy has been 
in high demand as a consultant, lecturer, trainer, 
author and educator to the dental industry. He has 
spoken to dental groups in 40 states and in several 
countries on clinical and practice management 
topics. 

Summit Management is a SmartBox Web Marketing 
partner and client.


