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Seven Stages of Lifecycle 
Marketing

Lifecycle marketing for dentists means taking a 
person who has little or no contact with your practice 
and turning them into a staying, paying and referring 
patient.

For our clients, we use Infusionsoft’s seven stages of 
lifecycle marketing. Infusionsoft is a great program 
that helps automate much of your marketing, and it is 
a proven winner for thousands and thousands of small 
and medium-sized businesses across the world. But it 
helps to have someone familiar in the software to help 
you maximize its capabilities.

The seven stages of lifestyle marketing are:

1.  Attract interest
2.  Capture leads
3.  Nurture prospects
4.  Convert sales
5.  Deliver and satisfy
6.  Upsell customers
7.  Get referrals

I think you can understand that any business, whether 
it is product- or service-based, will go through these 
same steps. Dentists have both products and services, 
but I’m going to focus mostly on the services aspect.

The next seven days are at the core of what we do at 
SmartBox. You may ask yourself, “Why give it away in 
a newsletter?” It’s because some dentists don’t realize 
that they are working too hard, spending too much 
and getting too little in return from their marketing.

They are doing too much transactional dentistry and 
not enough transformational dentistry.

Four Simplified Ways to Attract Interest

Just because you open up a new practice and have 
someone build you a beautiful, functional new 
website doesn’t mean people are immediately going 
to start marching through the door. 

Attracting interest is a very broad topic because there 
are lots of ways to do it. So let’s narrow it down to four 
ways to attract interest.

Let’s look at the most obvious first: advertising. 
Advertising is the part of marketing where you 
actively go to a group of unknown people and say, 
“Look at me!” Obviously, this can be very broad, such 
as billboards; newspaper, radio and television ads.

Advertising also can be more targeted, such as through 
search engine optimization, AdWords, Facebook ads, 
and direct mail to selected neighborhoods around 
your practice.

Finally, advertising can be very targeted, such as 
letters and emails to existing clients; retargeting ads 
to individuals who visit your website; and coupons or 
offers to specific patients you haven’t seen in a while.

But advertising is not the only element to marketing.

For instance, think about you practice’s appearance 
and location. A new shiny building in an upscale part 
of town sets an entirely different tone than a run down 
office in a 40-year-old shopping center in a blue collar 
area.

Your reputation is another part of your marketing, and 
one you need to stay on top of. You can attract more 
and better patients simply by improving the quantity 
and quality of your word-of-mouth advertising.

Your brand is also part of your marketing. What do 
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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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your colors, logo and “voice” say about your practice 
to potential patients?

You must take all of this into account when reaching 
out to prospects.

Lure Potential Patients With Offers They 
Can’t Resist

OK, so you’re hitting the ears and eyeballs of potential 
patients. Now what? Let’s talk about how to draw 
patients with a magnet, and it has nothing to do with 
how much metal they have in their teeth! 

You want to capture leads. This is where you use your 
lead magnets. At SmartBox, we talk about these as 
dental advertising lures.

What can you give someone to entice them to give 
your their name, email address and other information? 
You may remember that a previous newsletter talked 
about Dr. Robert Cialdini’s principles of influence, and 
this fits in with his principle of reciprocity.

So what do you have to give? Your expertise!

We encourage our clients to offer digital reports on 
dental fear, sedation dentistry, sleep apnea, cosmetic 
dentistry, implants; whatever they have to offer that 
a potential patient may be looking for. Some of our 
doctors offer short books on one or more topics. 
But there are myriad things you can offer: webinars, 
seminars, a DVD, an email series, etc.

The whole point of this stage is getting potential 
patients to raise their hand and say, “I see you! Here is 
who I am. Now talk to me.”

For very little effort, you can get a lot of information 
with which you can use our next stage: Nurture 
prospects.

Use Regular Contact to Nurture New 
Patients

This is where you say, “Here is what I have to say. 
Let me tell you about X.” This is where you stay in 

regular communication until they decide to set up an 
appointment. We call this drip marketing.

People schedule an appointment based on their 
comfort level on their own time frame, not yours. So 
you want to be sure to keep your name in front of them 
until they are ready to schedule that appointment.

We recommend to our clients that they use a topical 
email campaign to regularly contact the prospect 
who signed up for their dental advertising lure.

So your AdWords campaign offering a free report on 
sleep apnea has netted you more names and email 
addresses than you could have hoped. What do you 
do?

You schedule a set of emails about sleep apnea, lasting 
a few weeks to a few months. If you’re not using 
automated email marketing, you should stop being a 
Luddite and start using it.

With quality content in those emails, you should be 
able to turn that prospect into a paying patient.

      “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 14 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:

 zWhy you’re absolutely, positively wasting your time 
with Facebook – if you’re using it like everyone else.

 zWhy trying to attract patients like a “teenage boy in 
love” is going to torpedo your chances for big cases 
and premium fees.

 z How to resist the siren call of what I call the “hits, 
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?

 z How to create your attraction system so that YOU 
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

Lastly, make sure you have “intake readiness.” 
Marketing can only make the phone ring. If you don’t 
take their insurance, are not open consumer hours 
(Fridays, Saturdays, early and late), don’t like kids, and 
can’t get them in within 4-10 days (not working days, 
days) during peak demand times (7-9 a.m., 3-6 p.m., all 
day Friday, and Saturday from 8-2) you might as well 
spend your last dollar at Home Depot purchasing a 
nail gun and button up that front door because you 
are going down for the count.

The Super General Dental Practice is a place where 
we embrace change, understand consumerism, and 
remove the barriers to treatment.

If you have not downloaded my newest book, please 
go the website at www.supergeneralpractice.com 
and get your copy today. You do not want to be the 
last dentist on the block to embrace the strategy that 
will keep you growing to any practice size you want. 

Don’t wait, read the book today and start reaping the 
benefits of change.

Michael Abernathy, DDS, is co-founder of 
Summit Practice Solutions, owner of Dental 
Success Seminars and DDS Partners, and 
author of The Super General Dental Practice. 
He has spoken to dental groups in 40 states 
and in several countries on clinical and 
practice management topics. 

Summit recommends SmartBox Web 
Marketing to its clients to serve their web 
marketing needs.
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Sell Without Feeling Guilty

“Sell.” There. It’s out in the open. “Sell” is a four-letter 
word to many of you. You don’t want to be a salesman, 
you want to be a dentist. But if you want to get another 
four-letter word, “paid,” you’re going to have to sell. 
That brings us to today’s topic: convert sales.

This is where the prospect says, “I like what you have 
to say. I’m going to set up an appointment.” And 
that’s what you want: appointments. Fannies in chairs. 
Hands in mouths. However you want to look at it.

Here is where it gets very individualized because each 
dentist has his or her own goals and objectives. Are you 
a “big case” practice, where you only want implants 
and cosmetic cases? Are you a general dentist who 
does everything from fillings to Botox? Which services 
you sell and how you sell them could be an entirely 
different article.

But you have an obligation to tell someone who is 
unhappy with his or her smile ALL of this or her options, 
not just the ones they ask about or you think they can 
afford. If you are honest and ethical, you should have 
no reservations about selling implants or cosmetic 
dentistry, even for a premium price, to someone who 
could benefit from them.

That’s because you’ve brought in someone who 
already trusts you thanks to the knowledge you have 
provided them. To get back to our ongoing analogy, 
someone has seen your AdWords ad, gotten your free 
report on sleep apnea, read your drip emails about 
sleep apnea, and now they are sitting in your chair. 
The process has worked!

Now you need to tell them the benefits of an oral 
appliance over buying nasal strips, generic one-size-
fits-all night mouth guards, and doing nothing at all. 
That is converting sales.

Once they see the wisdom of your suggestion, you 
can move on to the next phase: deliver and satisfy.

Use This Secret to Grow Your Practice

So a business makes a sale. Is that the end of the 
marketing lifecycle? Many businesses wrongly think it 
is. Most dentists, though, have a pretty good follow-
up system. After all, you want to see patients at least 
once a year just for checkups.

The next stage actually is deliver and satisfy. And here 
is where the secret comes in:

After your patient makes his or her purchase, do what 
you say you are going to do AND THEN SOME.

This is where you say, “Here you go. What can I do 
so you are completely satisfied?” Making sure that 
you do a great job and that patients are walking, 
talking, smiling billboards for your business has an 
unbelievable ROI.

This is where reputation management begins. This 
is where positive comments through social media 
begin. This is where new patient referrals begin.

So if you have a patient who is slightly unhappy, bend 
over backwards to make him or her happy. Because 
each existing patient could turn into multiple new 
patients. Existing patients can also become new 
customers.

    “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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 z Assume there was an average of 100 new movers a 
month or 1,200/year. 

 z Assume that what you will send them will have a 
total cost of about a dollar. Therefore, if 100 people 
move that month, you will spend $100. So far, 
pretty simple. So if we started in July, we would 
be sending to people who moved in June (100 
households), and we would send them some form 
of print, direct response marketing (DRM). DRM is 
just a form of marketing that creates a need, value, 
or urgency that results in them calling you. 

 z Next month, August, we would have another 
100 movers, so we would send each one of them 
the first piece of marketing and spend $100. The 
group from July will get a different second piece of 
marketing, so we would spend a second $100, or a 
total of $200 for the second month.

 z The third month, or September in this case, would 
have another group in which we would send the 
first mailer and spend $100; the second mailer 
to the second group; and a third mailer to the 
first group for a total of $300. Hopefully you are 
following this because we need to come up with a 
budget to follow.

Budgeting the cost

Keep this in mind: While the average number of new 
movers in this example is 100, and we send three 
different mailers with offers to them, there will be 
months where there are more or less than the average. 
It makes sense that certain months, especially June-
August, will have larger numbers than February. This 
is important in establishing a budget. 

In the example so far, we would ultimately spend 
about $300/month once we pass the third month if 
we continue to do this each month, but there will be 
months that are far more expensive. 

So let’s look at this one more time. Let’s assume that the 
$100/month is beyond your budget (total marketing 
budget should be at least 3-5% of your collections, or 

if you are a start-up practice, I would count on about 
$2,000/month for the first six months) and you are 
wondering what to do. 

One of two things can be done: Move the distance 
(radius) from the office in closer so that there are fewer 
people to market to, or raise the median household 
income, which would have the same result. Once your 
marketing starts to pay off, and your budget is higher, 
consider going back to the original suggestions as far 
as distance and income.

Assuming that you now have a budget and want to 
move forward, you will need to contract KM Lists and 
purchase the lists monthly. They have a minimum 
charge per list, and the list can only be used once, so 
take the time and figure out what your costs are before 
beginning. They will be happy to do this for you.

Secondly, you will need to have three pieces ready to 
go. For me, it was a newsletter, postcard, and letter, 
with a consistent marketing message but varied offers 
to create a service that they would be interested in 
calling about. Some company can take care of the 
design and even provide lists, mailing, and postage – 
a real turnkey system of mailers.

  “The level of competition we have 
is astronomical. The odds are 
against us so I just need you to 
put everything in my favor. I 
wanted to cover it all, I wanted to 
cover all my bases and so that’s 

why I picked the Elite package. I 
didn’t want to leave anything on the table, I wanted 
to go for it and I had faith from what I’d seen from 
the other websites, I was confident that I was doing 
the right thing and was excited about doing it.“

- Dr. Raleigh Pioch
Salem, Oregon
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Upsell Like McDonald’s and Reap the 
Rewards

How many times have you walked into a fast-food 
restaurant and been asked, “Would you like fries with 
that,” “Would you like to upsize that for just a dollar 
more,” or “Would you like to make that a combo?” Can 
you ever imagine doing something like that in your 
practice? 

You should be doing EXACTLY that in the upsell 
customers phase. Sometimes you will see an upsell 
referred to as a bump. This is where you say, “Since we 
know each other, maybe you would be interested in Y.”

Here are two important things to remember about 
upselling existing customers:

1.  The probability of selling to an existing customer is 
60-70%. The probability of selling to a new prospect 
is 5-20%

2.  It costs 6-7 times more to acquire a new customer 
than retain an existing one.

This is going to sound a lot like, “Thanks for your order. 
Do you want fries with that?” And in some ways it is. 
But providing what a patient wants and then asking 
if they want more is a tried-and-true technique. So if a 
patient has come to you for Invisalign, maybe they’re a 
good candidate for teeth whitening.

Or, to continue the example we’ve been using, maybe 
the patient you have nurtured until he bought a sleep 
apnea appliance is also a good candidate for Six Month 
Smiles or veneers.

Once a patient knows and trusts you, they are more 
likely to follow your suggestions. Upsells also can 
include programs like whitening-for-life or warranties 
on implants or prostheses. Of course, this shouldn’t 
be so aggressive that it turns off otherwise satisfied 
patients.

Doing so would damage the final stage of the 
customer lifecycle: get referrals.

3 Ways to Leverage Referrals for More 
Patients

Referrals are nothing new in the “pay, stay and refer” 
world of dentistry. Here are three ways you can 
leverage referrals to grow your practice:

1.  As testimonials. We are big proponents of video at 
SmartBox Web Marketing. We’ve discussed ways to 
use video testimonials in this newsletter before.

2.  Online patient reviews. We encourage our clients to 
make it easy for their patients to leave reviews on 
Google+, Facebook, Yelp and Bing. 

3.  Word of mouth. These are people who will tell their 
friends and family, and post on social media about 
their experience with you.

But you need to systemize how you get those 
testimonials. You don’t just want to let them happen. 
Encourage patients to let you and others know if they 
are happy with their results.

If you follow the stages of lifestyle marketing, you can 
get more the patients YOU want.

    “I talked about doing the website 
and you said, ‘You need video,’ 
and said you could come here – 
we wouldn’t have to fly out to 
your place. You could bring a 
crew in here and set up, give us a 

day, and just told us what kind of patients were 
good to bring in that we’d done different procedures 
on. It was easy and has proved helpful in earning 
our patients’ trust.“

- Dr. Thomas L. Phillips Jr. 
Fort Worth, Texas
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Marketing has gotten more difficult and less certain as 
consumers have reached a point of numbness. More 
and more marketing tends to dull our senses while at 
the same time making all marketed decisions seem 
less time-sensitive. 

I want to take a moment and go over a tried-and-
true strategy to ensure a constant flow of new bodies 
into your practice. If you are keeping a file, make sure 
you consider this a monthly lifetime strategy that will 
evolve as far as content but stay the same as far as 
frequency. 

Consider this a “marketing drip” (repeated small 
marketing outflow that tends to quietly and 
consistently give our potential patients more and 
more reasons to call us) that provides your office with 
10 or more new patients month in and month out. 
It would be the second strategy I would use behind 
effective signage for basic, “can’t miss” marketing with 
a good ROI and a low-cost start-up. 

The neat thing about “dripping” on a person or family 
that just moved in is that they know nothing about 
you. If, in the past, you had some bad habits that have 
lowered your ability to attract patients, it is unknown 
to these folks. It’s like you get a do over. They don’t 
know you used to charge too much, tried to sell folks 
stuff that they didn’t want, always ran late, and hurt 
people. You get a fresh slate, so don’t mess this up. 
If you are not getting more than 30 new patients a 
month, and even this number is too low, then you are 
actually doing so many things wrong that people are 
fleeing from your practice. 

Before we start, I want you to do a little prep work. 
We need to gather some information prior to actually 
designing the marketing outreach for “new movers” 
who would be new potential patients moving into the 
areas we most often get patients from.

If you want to do this yourself, check out KM Lists 
(http://www.redidata.com/KMLists.shtml). Ask for 
Pam Holden. This is a list broker who can sell you the 
names and addresses of families moving into your 
area. If you want it done for you, there are a variety of 
companies offering such services.

You will need to give them a specific area to research. 
While all of us have patients that drive 30 minutes to 
see us, most of the normal patients come from a circle 
with a radius of about 5 miles. Let’s assume we tell 
our list vendor that we need to know the new mover 
counts for the last 12 months in a circle about 5 miles 
radially from our office. You could use other distances, 
your zip code, or some other designation, but the 5 
miles should do it. 

One thing to keep in mind is that this 5-mile circle may 
contain some real or imagined barriers that potential 
patients will not cross. There may be a highway or river 
where you are on the wrong side and you rarely have 
folks cross this line. Take this into consideration and 
help the company you are working with understand 
where you want to survey. The more information, the 
better the list. 

The second thing we need to do is provide a median 
household income to look at. I would recommend 
somewhere around $50,000 per household. If you live 
in an area where that is exorbitant or very low, then 
raise or lower it, but the $50K should work for the 
average office. They can help you with this. They will 
do this (research) for free if you let them know that I 
sent you.

We will now have the average number of new move-
ins per month. Now we can begin to figure out if we 
can afford this strategy. It should not eat up much of 
your budget, but you need to consider how this works. 
Let me give you an example:

“New Mover” Marketing Strategy

By Michael Abernathy
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if they want more is a tried-and-true technique. So if a 
patient has come to you for Invisalign, maybe they’re a 
good candidate for teeth whitening.

Or, to continue the example we’ve been using, maybe 
the patient you have nurtured until he bought a sleep 
apnea appliance is also a good candidate for Six Month 
Smiles or veneers.

Once a patient knows and trusts you, they are more 
likely to follow your suggestions. Upsells also can 
include programs like whitening-for-life or warranties 
on implants or prostheses. Of course, this shouldn’t 
be so aggressive that it turns off otherwise satisfied 
patients.

Doing so would damage the final stage of the 
customer lifecycle: get referrals.

3 Ways to Leverage Referrals for More 
Patients

Referrals are nothing new in the “pay, stay and refer” 
world of dentistry. Here are three ways you can 
leverage referrals to grow your practice:

1.  As testimonials. We are big proponents of video at 
SmartBox Web Marketing. We’ve discussed ways to 
use video testimonials in this newsletter before.

2.  Online patient reviews. We encourage our clients to 
make it easy for their patients to leave reviews on 
Google+, Facebook, Yelp and Bing. 

3.  Word of mouth. These are people who will tell their 
friends and family, and post on social media about 
their experience with you.

But you need to systemize how you get those 
testimonials. You don’t just want to let them happen. 
Encourage patients to let you and others know if they 
are happy with their results.

If you follow the stages of lifestyle marketing, you can 
get more the patients YOU want.

    “I talked about doing the website 
and you said, ‘You need video,’ 
and said you could come here – 
we wouldn’t have to fly out to 
your place. You could bring a 
crew in here and set up, give us a 

day, and just told us what kind of patients were 
good to bring in that we’d done different procedures 
on. It was easy and has proved helpful in earning 
our patients’ trust.“

- Dr. Thomas L. Phillips Jr. 
Fort Worth, Texas
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Marketing has gotten more difficult and less certain as 
consumers have reached a point of numbness. More 
and more marketing tends to dull our senses while at 
the same time making all marketed decisions seem 
less time-sensitive. 

I want to take a moment and go over a tried-and-
true strategy to ensure a constant flow of new bodies 
into your practice. If you are keeping a file, make sure 
you consider this a monthly lifetime strategy that will 
evolve as far as content but stay the same as far as 
frequency. 

Consider this a “marketing drip” (repeated small 
marketing outflow that tends to quietly and 
consistently give our potential patients more and 
more reasons to call us) that provides your office with 
10 or more new patients month in and month out. 
It would be the second strategy I would use behind 
effective signage for basic, “can’t miss” marketing with 
a good ROI and a low-cost start-up. 

The neat thing about “dripping” on a person or family 
that just moved in is that they know nothing about 
you. If, in the past, you had some bad habits that have 
lowered your ability to attract patients, it is unknown 
to these folks. It’s like you get a do over. They don’t 
know you used to charge too much, tried to sell folks 
stuff that they didn’t want, always ran late, and hurt 
people. You get a fresh slate, so don’t mess this up. 
If you are not getting more than 30 new patients a 
month, and even this number is too low, then you are 
actually doing so many things wrong that people are 
fleeing from your practice. 

Before we start, I want you to do a little prep work. 
We need to gather some information prior to actually 
designing the marketing outreach for “new movers” 
who would be new potential patients moving into the 
areas we most often get patients from.

If you want to do this yourself, check out KM Lists 
(http://www.redidata.com/KMLists.shtml). Ask for 
Pam Holden. This is a list broker who can sell you the 
names and addresses of families moving into your 
area. If you want it done for you, there are a variety of 
companies offering such services.

You will need to give them a specific area to research. 
While all of us have patients that drive 30 minutes to 
see us, most of the normal patients come from a circle 
with a radius of about 5 miles. Let’s assume we tell 
our list vendor that we need to know the new mover 
counts for the last 12 months in a circle about 5 miles 
radially from our office. You could use other distances, 
your zip code, or some other designation, but the 5 
miles should do it. 

One thing to keep in mind is that this 5-mile circle may 
contain some real or imagined barriers that potential 
patients will not cross. There may be a highway or river 
where you are on the wrong side and you rarely have 
folks cross this line. Take this into consideration and 
help the company you are working with understand 
where you want to survey. The more information, the 
better the list. 

The second thing we need to do is provide a median 
household income to look at. I would recommend 
somewhere around $50,000 per household. If you live 
in an area where that is exorbitant or very low, then 
raise or lower it, but the $50K should work for the 
average office. They can help you with this. They will 
do this (research) for free if you let them know that I 
sent you.

We will now have the average number of new move-
ins per month. Now we can begin to figure out if we 
can afford this strategy. It should not eat up much of 
your budget, but you need to consider how this works. 
Let me give you an example:

“New Mover” Marketing Strategy

By Michael Abernathy
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Sell Without Feeling Guilty

“Sell.” There. It’s out in the open. “Sell” is a four-letter 
word to many of you. You don’t want to be a salesman, 
you want to be a dentist. But if you want to get another 
four-letter word, “paid,” you’re going to have to sell. 
That brings us to today’s topic: convert sales.

This is where the prospect says, “I like what you have 
to say. I’m going to set up an appointment.” And 
that’s what you want: appointments. Fannies in chairs. 
Hands in mouths. However you want to look at it.

Here is where it gets very individualized because each 
dentist has his or her own goals and objectives. Are you 
a “big case” practice, where you only want implants 
and cosmetic cases? Are you a general dentist who 
does everything from fillings to Botox? Which services 
you sell and how you sell them could be an entirely 
different article.

But you have an obligation to tell someone who is 
unhappy with his or her smile ALL of this or her options, 
not just the ones they ask about or you think they can 
afford. If you are honest and ethical, you should have 
no reservations about selling implants or cosmetic 
dentistry, even for a premium price, to someone who 
could benefit from them.

That’s because you’ve brought in someone who 
already trusts you thanks to the knowledge you have 
provided them. To get back to our ongoing analogy, 
someone has seen your AdWords ad, gotten your free 
report on sleep apnea, read your drip emails about 
sleep apnea, and now they are sitting in your chair. 
The process has worked!

Now you need to tell them the benefits of an oral 
appliance over buying nasal strips, generic one-size-
fits-all night mouth guards, and doing nothing at all. 
That is converting sales.

Once they see the wisdom of your suggestion, you 
can move on to the next phase: deliver and satisfy.

Use This Secret to Grow Your Practice

So a business makes a sale. Is that the end of the 
marketing lifecycle? Many businesses wrongly think it 
is. Most dentists, though, have a pretty good follow-
up system. After all, you want to see patients at least 
once a year just for checkups.

The next stage actually is deliver and satisfy. And here 
is where the secret comes in:

After your patient makes his or her purchase, do what 
you say you are going to do AND THEN SOME.

This is where you say, “Here you go. What can I do 
so you are completely satisfied?” Making sure that 
you do a great job and that patients are walking, 
talking, smiling billboards for your business has an 
unbelievable ROI.

This is where reputation management begins. This 
is where positive comments through social media 
begin. This is where new patient referrals begin.

So if you have a patient who is slightly unhappy, bend 
over backwards to make him or her happy. Because 
each existing patient could turn into multiple new 
patients. Existing patients can also become new 
customers.

    “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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 z Assume there was an average of 100 new movers a 
month or 1,200/year. 

 z Assume that what you will send them will have a 
total cost of about a dollar. Therefore, if 100 people 
move that month, you will spend $100. So far, 
pretty simple. So if we started in July, we would 
be sending to people who moved in June (100 
households), and we would send them some form 
of print, direct response marketing (DRM). DRM is 
just a form of marketing that creates a need, value, 
or urgency that results in them calling you. 

 z Next month, August, we would have another 
100 movers, so we would send each one of them 
the first piece of marketing and spend $100. The 
group from July will get a different second piece of 
marketing, so we would spend a second $100, or a 
total of $200 for the second month.

 z The third month, or September in this case, would 
have another group in which we would send the 
first mailer and spend $100; the second mailer 
to the second group; and a third mailer to the 
first group for a total of $300. Hopefully you are 
following this because we need to come up with a 
budget to follow.

Budgeting the cost

Keep this in mind: While the average number of new 
movers in this example is 100, and we send three 
different mailers with offers to them, there will be 
months where there are more or less than the average. 
It makes sense that certain months, especially June-
August, will have larger numbers than February. This 
is important in establishing a budget. 

In the example so far, we would ultimately spend 
about $300/month once we pass the third month if 
we continue to do this each month, but there will be 
months that are far more expensive. 

So let’s look at this one more time. Let’s assume that the 
$100/month is beyond your budget (total marketing 
budget should be at least 3-5% of your collections, or 

if you are a start-up practice, I would count on about 
$2,000/month for the first six months) and you are 
wondering what to do. 

One of two things can be done: Move the distance 
(radius) from the office in closer so that there are fewer 
people to market to, or raise the median household 
income, which would have the same result. Once your 
marketing starts to pay off, and your budget is higher, 
consider going back to the original suggestions as far 
as distance and income.

Assuming that you now have a budget and want to 
move forward, you will need to contract KM Lists and 
purchase the lists monthly. They have a minimum 
charge per list, and the list can only be used once, so 
take the time and figure out what your costs are before 
beginning. They will be happy to do this for you.

Secondly, you will need to have three pieces ready to 
go. For me, it was a newsletter, postcard, and letter, 
with a consistent marketing message but varied offers 
to create a service that they would be interested in 
calling about. Some company can take care of the 
design and even provide lists, mailing, and postage – 
a real turnkey system of mailers.

  “The level of competition we have 
is astronomical. The odds are 
against us so I just need you to 
put everything in my favor. I 
wanted to cover it all, I wanted to 
cover all my bases and so that’s 

why I picked the Elite package. I 
didn’t want to leave anything on the table, I wanted 
to go for it and I had faith from what I’d seen from 
the other websites, I was confident that I was doing 
the right thing and was excited about doing it.“

- Dr. Raleigh Pioch
Salem, Oregon
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your colors, logo and “voice” say about your practice 
to potential patients?

You must take all of this into account when reaching 
out to prospects.

Lure Potential Patients With Offers They 
Can’t Resist

OK, so you’re hitting the ears and eyeballs of potential 
patients. Now what? Let’s talk about how to draw 
patients with a magnet, and it has nothing to do with 
how much metal they have in their teeth! 

You want to capture leads. This is where you use your 
lead magnets. At SmartBox, we talk about these as 
dental advertising lures.

What can you give someone to entice them to give 
your their name, email address and other information? 
You may remember that a previous newsletter talked 
about Dr. Robert Cialdini’s principles of influence, and 
this fits in with his principle of reciprocity.

So what do you have to give? Your expertise!

We encourage our clients to offer digital reports on 
dental fear, sedation dentistry, sleep apnea, cosmetic 
dentistry, implants; whatever they have to offer that 
a potential patient may be looking for. Some of our 
doctors offer short books on one or more topics. 
But there are myriad things you can offer: webinars, 
seminars, a DVD, an email series, etc.

The whole point of this stage is getting potential 
patients to raise their hand and say, “I see you! Here is 
who I am. Now talk to me.”

For very little effort, you can get a lot of information 
with which you can use our next stage: Nurture 
prospects.

Use Regular Contact to Nurture New 
Patients

This is where you say, “Here is what I have to say. 
Let me tell you about X.” This is where you stay in 

regular communication until they decide to set up an 
appointment. We call this drip marketing.

People schedule an appointment based on their 
comfort level on their own time frame, not yours. So 
you want to be sure to keep your name in front of them 
until they are ready to schedule that appointment.

We recommend to our clients that they use a topical 
email campaign to regularly contact the prospect 
who signed up for their dental advertising lure.

So your AdWords campaign offering a free report on 
sleep apnea has netted you more names and email 
addresses than you could have hoped. What do you 
do?

You schedule a set of emails about sleep apnea, lasting 
a few weeks to a few months. If you’re not using 
automated email marketing, you should stop being a 
Luddite and start using it.

With quality content in those emails, you should be 
able to turn that prospect into a paying patient.

      “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 14 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:

 zWhy you’re absolutely, positively wasting your time 
with Facebook – if you’re using it like everyone else.

 zWhy trying to attract patients like a “teenage boy in 
love” is going to torpedo your chances for big cases 
and premium fees.

 z How to resist the siren call of what I call the “hits, 
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?

 z How to create your attraction system so that YOU 
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

Lastly, make sure you have “intake readiness.” 
Marketing can only make the phone ring. If you don’t 
take their insurance, are not open consumer hours 
(Fridays, Saturdays, early and late), don’t like kids, and 
can’t get them in within 4-10 days (not working days, 
days) during peak demand times (7-9 a.m., 3-6 p.m., all 
day Friday, and Saturday from 8-2) you might as well 
spend your last dollar at Home Depot purchasing a 
nail gun and button up that front door because you 
are going down for the count.

The Super General Dental Practice is a place where 
we embrace change, understand consumerism, and 
remove the barriers to treatment.

If you have not downloaded my newest book, please 
go the website at www.supergeneralpractice.com 
and get your copy today. You do not want to be the 
last dentist on the block to embrace the strategy that 
will keep you growing to any practice size you want. 

Don’t wait, read the book today and start reaping the 
benefits of change.

Michael Abernathy, DDS, is co-founder of 
Summit Practice Solutions, owner of Dental 
Success Seminars and DDS Partners, and 
author of The Super General Dental Practice. 
He has spoken to dental groups in 40 states 
and in several countries on clinical and 
practice management topics. 

Summit recommends SmartBox Web 
Marketing to its clients to serve their web 
marketing needs.


