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those who give to them.
Liking:2.  People prefer to say yes when they know 
and like someone.
Consensus:3.  People decide what to do based on 
what other people like themselves do.
Authority:4.  People want to follow the advice of 
experts.
Consistency:5.  People want to follow through on 
their written and verbal commitments.
Scarcity:6.  People want what they perceive to be in 
short supply.

Now right off the bat, these things seem to make 
sense, right? How often have you had someone give 
you a gift or do you a favor, and you felt obligated to 
do something nice for them or to somehow pay them 
back even if they didn’t ask you to?

Cialdini’s 
Weapons of Influence

This newsletter is going to be devoted to how dentists 
can use persuasion to get more patients today. These 
articles are based on the work of Robert Cialdini, 
author of "Influence: The Psychology of Persuasion."

He is the foremost expert in the world on persuasion, 
a Ph.D., and has worked with some of the biggest 
companies in the world. Plus Dr. Cialdini uses research 
to back up what he says; it’s not just psychobabble.

Cialdini’s six key principles of influence (in a nutshell) 
are:

Reciprocation:1.  People feel obligated to give to 
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“Colin is a genius on all 
types of marketing and he 
has several books and dvd’s 
that dentists across the 
country are using.”

Colin basically is a genius 
on all types of marketing, is 

the CEO of SmartBox Web Marketing, and he has 
various products and dvd’s that dentists across 
the country are using. He has some really great 
products. His father is a dentist and is one of the 
three dentists in town I would trust to do my own 
dentistry. The unique thing about Colin is since his 
father is a dentist, he has this ideal playground to 
test new ideas and marketing on before rolling it 
out to the rest of his clients.

- Dr. Woody Oakes President
The Profitable Dentist & Excellence In Dentistry

And it’s much harder to say no to someone you like. 
There are companies whose whole marketing strategy 
is to recruit people to see to their family and friends. 
When the family and friends run out, the company 
brings in a new batch of salespeople.

We’d like to think that we are independent-minded, 
wouldn’t we, that we are not influenced by what 
others do? Dr. Cialdini gave an example of how this 
“group think” works during the webinar. He said the 
British tax collection agency   decreased the number of 
delinquent taxpayers simply by saying, “90 percent of 
people in your town pay on time” on the tax notices!

The fourth point should be obvious to any dentist. 
When you hear about new products or studies, don’t 
you want to judge for yourself the expertise of the 
source? If you consider the source and expert, you 
believe in the product, if you are skeptical of the 
author(s), you are likely skeptical of the conclusions.

Dr. Cialdini gave another great example during the 
webinar of a large medical office that had trouble 
getting patients to honor their appointments. But one 
small change solved the problem: The receptionist 
began having the patients write the time and date 
on the appointment card. Because they had written it 
down in front of the receptionist, they felt obligated to 
follow through.

Finally, the last example is an awfully good one. It’s 
one that I practice and one that I encourage my clients 
to do the same. If an offer is out there forever, where 
is the incentive to make a decision NOW? There isn’t 
any. But there’s a reason why every advertisement 
since the beginning of time has said “limited-time 
offer,” and it’s because it works.

Giving first is critical if you 
want to get new patients
Debt is a powerful persuader. Reciprocity is the first 
of six key principles of influence identified by Dr. 
Robert Cialdini. The idea is very simple: if someone 
does something for you, you feel obligated to do 
something in return.

This is based on the idea that people don’t want to 
feel indebted to you. It also has an element of the 
Golden Rule: Do unto others as you would have done 
unto you.

Or in less poetic language: there is no free 
lunch.

     “Very few dental websites 
actually generate new 
patients.”

You know we see this a lot 
when we talk to dentists all 
around the country: they 
put their dental website 
together ten or twelve years 

ago, whatever it was, and then time gets by and 
you don’t update it. They begin to look dated and 
people notice that when they go to your dental 
website and look at it. I guess there’s good news 
and bad news in that. If they’re still going to your 
dental website and you haven’t done anything 
to it in a lot of years that’s a problem. Very few 
dental websites actually generate business for the 
dentist, and that’s the kind of thing that Colin and 
SmartBox are able to accomplish for your dental 
practice.

- Dr. Michael Abernathy
Founder Summit Practice Solutions

www.MoreAndBetterPatients.com
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During a recent webinar in which Dr. Cialdini spoke, 
he gave the example of a test that offered one 
set of participants a $50 reward after they filled 
out a voluntary survey and offered another set of 
participants a $5 check whether they filled out the 
survey or not.

Results showed that 23 percent of those who could 
get the $50 reward filled out the survey.

Here’s what’s amazing: 52 percent of those who got 
the $5 up front filled out the survey, and a large portion 
of those who didn’t never cashed the check.

Think about examples in your own life: cable television 
companies give you free access to premium channels 
hoping you will like them. You can get free samples at 
the grocery store. Even charities will send you “free” 
address labels with their solicitation letters.

All so you will feel a sense of obligation!
So the question is, how can you use this to your 
advantage. What can you offer in advance that will 
turn a potential patient into a paying patient?

Your knowledge and expertise!

At SmartBox, we advise our clients to  provide as 
much information as they can to potential clients 
who visit their website. That may be an electronic or 
paper book, newsletter, free report, DVD or anything 
the patient would find of value.

It may also be a video clip from you providing 
information (which has value). It may be providing 
information via blog posts.

Now, there are lots of other reasons for doing these things as 
well, and they come at very little cost. Most of these freebies 
also hit one or more of the other keys to persuasion:

Reciprocity:1.  The topic of this article
Liking:2.  People prefer to say yes when they know 
and like someone.
Consensus:3.  People decide what to do based on 
what other people like themselves do.
Authority:4.  People want to follow the advice of 
experts.
Consistency:5.  People want to follow through on 
their written and verbal commitments.
Scarcity:6.  People want what they perceive to be in 
short supply.

We do the same thing. I offer a free website audit to 
anyone who asks. I follow up with additional emails 
and reports. Our website pages offer tons of great 
information about what dentists should be doing to 
attract the patients they want.

Heck, I even post this newsletter on our website for free, 
and it is full of information dentists could use to improve 
their marketing – if they want to put in all the time and 
work. But most would rather focus on patients, so they 
leave the marketing to us, which we like.

Why getting people to like 
you is good (and I don’t mean 
on Facebook) 
Everyone wants to be liked. Some may say they don’t 
really care, but who would choose to be unliked over 
being liked?

Not a smart, marketing-savvy dentist, that is for sure!

That’s because those people who are liked have more 
influence than those who don’t. Liking is one of Dr. 
Robert Cialdini’s six key principles of persuasion.

I’m a big fan of Dr. Cialdini’s, having read his book “Influence: 
The Psychology of Persuasion” and heard him explain the 
principles during a recent webinar. What he says makes 
sense and has very practical applications for dentists.

Liking, the second principle he discussed during the 
webinar, supposes that people prefer to say yes to 
someone they know and like.

      I’m super pleased to say our 
website and SEO has worked 
very well just as you said it 
would and we look forward to 
our mobile apps and some other 
subsequent marketing tools and 
ideas that you have.

You guys really ‘have it together’ from getting my 
website going to all the videos you filmed both in 
your studio and here in our office. They are very 
well professionally done!

- Dr. Randy Schmidt
Valparaiso, IN

     I know just enough about 
marketing to be somewhat 
dangerous.

I really wanted a website where 
we could get some results and 
get some people to respond to 
our web marketing. Obviously 

we could see all of the value you brought to us.

- Dr. Sean Tarpenning
Eau Claire, WI

Backed up by research
He gave the example of an online negotiation study 
between MBA students at Northwestern and Stanford. 
In the study, the students had to reach an agreement 
in a deal via email with counterparts from the other 
school or they would receive a poor grade.

He didn’t say what they were negotiating, but clearly 
both sides had something to lose as 30 percent of 
the negotiations ended deadlocked.

But when students exchanged personal information and 
interacted via email and got to know one another before 
the negotiation, they failed only 6 percent of the time.

That’s why so many salespeople take their clients 
out to dinner or for drinks. That’s why your medical 
reps send you holiday cards and “stop in just to say 
hi.” Dealing with a salesperson is confrontational; 
dealing with a friend is pleasant.

The principle of liking also postulates that people like 
others who are like them in some way: gender, racial, 
socioeconomic status, background, family history, 
country of origin, etc. People look for others with 
common ground.

So how does this affect you?

Because you are selling services, but you don’t want 
to seem like a salesman. You want need potential 
clients to like you if they are going to trust you with 
their appearance, ability to eat what they want or 
restoration to a pain-free life!

This is nothing new to you. Every medical professional 
knows the importance of a good bed-side manner.

You are trying to establish rapport so the patient feels 
comfortable with you. The idea of liking is the same, 
it just occurs before the person has become your 
patient.

 I feel so strongly that this matters to dentists that I 
wrote a whole book about it.

In a different article we discussed how if you get 
prospective patients something of value, they will 
feel a need to reciprocate. Well, giving them those 
electronic or paper books, DVDs, newsletters, free 
reports or blogs also lets them get to know you.

Video is the game-changer
But you know what really lets patients get to know 
you? Video on your website. Video of you showing 
your expertise, video of you talking about the practice, 
video of you showing your personality.

 I feel so strongly about it, I wrote a book about that too!

People feel like they know you when they see and 
read your words, see your face and hear your voice. 
That’s why TV personalities and movie stars have such 
huge fan groups!

Next month I’ll talk about the final four of Cialdini’s 
principles of persuasion.

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.
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