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    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, positively wasting your time  z
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 complimentary 
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.MoreAndBetterPatients.com.

Who wants more patients?
This continues our series on Robert Cialdini’s six key 
principles of persuasion. You may know Dr. Cialdini 
as the foremost expert in the world on persuasion 
and author of the multi-million selling “Influence: The 
Psychology of Persuasion.”

You might think that an odd title for a an article. 
Frankly, all of my newsletter articles are about getting 
you new patients!

But this particular article is about Dr. Robert Cialdini’s 
third key to persuasion: consensus. The principle of 
consensus is that people decide what is appropriate in 
a situation by examining what others like themselves 
are doing in that situation.

So, for instance, if you sat in the students section 
of a college basketball game while you were an 
undergrad or graduate student, you may have stood 
up and clapped, screamed, cheered, booed and 
heckled because all the other students around you 
were doing it.

Big-ticket boosters probably weren’t doing that. 
Neither were families with children. And you probably 
wouldn’t do it now.

But at the time, you were part of the group doing 
what others like yourself were doing.

During a webinar earlier this year, Dr. Cialdini told 
the story of how 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.

Think about that. People who were unafraid of 
breaking the law and incurring fees and penalties 
changed their actions because of perceived peer 
pressure.

They thought, “Now that I know I’m one few not 
doing paying, I guess I had better pay too.”

Using consensus to your advantage
How powerful would it be if you could show potential 

patients that they are just like your existing patients? 
You can!

At SmartBox, we encourage all of our patients to add 
video testimonials to their website. But remember: 
one of the keys is that the patients have to resemble 
the patients you want to attract.

So if you want to attract an older group of patients, 
that is who should dominate your testimonials. If 
you want young affluent families, that is who should 
dominate your testimonials.

Diversity is great if you want to reach out to a 
diverse audience. But if you are targeting certain 
demographics (age, income, location), that is who 
you should reflect in your testimonials.

Word of mouth (in the digital age)
Another great way to emphasize consensus is to make 
sure you have highly rated Google reviews. When 
potential clients see that other people like themselves 
(at least from the same area) think highly enough to 
give an online review, they feel more comfortable 
choosing you as their dentist.

That’s why we offer two review systems, one for 
Google and the other for Yelp, that will get patients 
to flood Google with authentic positive reviews.

This also would be an opportunity to attract people 
to your social media. What better influence than to 
see their “friends” singing your praises? 

One fact that will offend you 
and bring you more patients 
I’m about to be very blunt: patients don’t have to come 
to you. Let me change that up a little bit: patients don’t 
have to come to YOU. They don’t have to go to any 
individual dentist, really. Or doctor, grocery story, car 
dealer or any other service provider, for that matter.

People have choices, and you should must give them 
reasons to choose you over your competitors and 
over making no choice at all.
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That is why we are looking at the topic of persuasion. 
Just for your review, here are the six principles again:

Reciprocation:1.  People feel obligated to give to 
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.

Authority is the one I find to be most applicable 
to dentists.

As Dr. Cialdini said in his book, people want to follow 
the advice of experts, not just people in charge.

Think of it this way: if you were renovating a house 
and the wanted to take out a wall, but the builder told 
you it was load-bearing and not a good idea, would 
you do it anyway? Some people would, but most 
would take the advice of an expert.

In fact, most would seek out the advice of an expert.

That is what your patients do.

Research shows us that every year the number of 
potential patients who choose a dentist by searching 
online increases. As you think about how you market 
yourself, are you telling patients they should choose 
you because you are AN authority (therefore the 
most logical choice), or because you are IN authority 
(so they should use you simply because you have a 
dental practice)?

Are you the only choice available?
Unless you are in a very small market, probably not, 
so acting like you are in authority is leaving you out 
in the cold with some potential patients. But you can 
still look like the obvious choice if you will change 
your perspective.

At SmartBox, we encourage our clients to produce 
materials that show their expertise: electronic and 

paper books, reports, DVDs and videos, and webinars 
and seminars.

When your name comes up in a web search related to 
the procedures you want to perform most, think how 
impressive it is to see that you have written a book 
on the subject. Especially when you compare that to 
your competitors who at best have a cookie-cutter 
website.

You literally become “the guy who wrote 
the book” 
Add in other elements like patient testimonials, online 
ratings and social media, and potential clients will see 
you as THE expert in the field in your community.

I believe in this method so much that I use it in my 
own business. If you to go the SmartBox website, you 
will see the testimonials from my clients, the books 
and other media I have published, and coverage I 
have received.

To me, the best business practice is to let my results 
and knowledge speak for themselves (by putting 
them out there for potential clients to see).

       
“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
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Now, search engines are smart enough to see right 
through that, too. Google, the fire-breathing dragon 
of search engines with 65-70 percent of the world 
market share, has a new update that looks for searches 
in context, not just by keywords. Isn’t technology 
amazing?

Rather than hurt you, though, this can actually help 
the smart dentist. Under this new regime, what stands 
out to the search engines?

Content, content, content.

If all you want to do is post a website and leave it 
untouched for years, you will lose relevancy.

So what do you do? Update your pages with 
testimonials, photos, videos, blogs, reports and 
books to continue to get noticed and ranked by 
search-engine algorithms. It’s so important in dental 
marketing that I wrote a book about it.

But the key is to write about what potential patients 
care about: themselves and their problems. While 
potential patients may care about your expertise, 
they only care about it in relation to how you can use 
it to help them.

Potential patient do not care about what techniques 
you use; they do not care how new your equipment 
is; they do not care about your education – except 
for how it affects them!

So your website allows you to answer how you are 
their shining knight, riding in to save them from their 
dental pain, embarrassment over missing teeth and 
suffering from not being able to eat the foods they 
want. And you do this by always answering one 

question for the patient: why should they care? 

The right content allows you to answer why people 
should take time out of their busy schedule to read 
about you as their dentist. The right content shows 
you as the expert in the field. The right content 
shows you as the ONLY choice to solve their dental 
problems. The right content gets you noticed online 
by the people who need you and who you want to 
attract.

That’s why content is king.

Long live the king.

“Attract More Patients in the Next Six Months Than 
in the Last Six Years” will propel you to a new and 
better level of thinking when it comes to attracting 
patients online. Potential for big results only comes 
with big thinking.

Thinking big is about being able to see possibilities 
and opportunities where others see nothing. It’s 
about asking, “What if…” and “How could we…” 
types of questions.

By the end of this book, if you come away with 
more questions than answers, then you’ve done 
a good job! Why? Because questions lead to big 
thinking. Easy answers can limit the size of your 
thinking. Everyone’s looking for easy answers. And 
that “tunnel vision” makes them totally oblivious to 
the RIGHT ANSWERS.

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

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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What they found was that 88 percent of the results 
pages had nine or more organic links on their first 
page, and 73 percent had 10 (the default maximum 
number of results on a Google page).

The report also found that 56 percent of the pages had 
nine or more paid ads on them. This finding is causing 
some in the marketing community to question the 
effectiveness of content-based marketing.

Content-based marketing is a cornerstone of 
any successful web marketing campaign and it 
will continue to be your best way to attract the 
patients you want.

If you’ve used a search engine lately (and if you have, 
it was probably Google), then there is no denying that 
paid ads take up a good part of the page. And that’s 
good if you have mixed in some Google AdWords into 
your marketing budget. But most of your competitors 
probably have paid online ads too, so that is not a way 
to differentiate yourself.

Dominating the organic search results.
Previous research shows that 93 percent of online 
experiences begin with a search engine. Of those who 
use a search engine, 70 percent click on are organic 
link, and 70-80 percent ignore the paid ads, focusing 
on the organic results. And why is it important to 
DOMINATE the organic links on the page? Because 
75 percent of users never scroll past the first page of 
search results.

So does that mean you should NOT buy Google 
AdWords? Of course not. 20-30% of people using a 
search engine do look at the paid links.

But what it does mean is that you must continue 
to produce the kind of information that keeps your 
practice’s name in front of the search engines. The 
organic search results are where most people (and 
people are your best source of potential patients) 
click to find what they want.

Eye-tracking tests confirm people want organic 
links

A different report tested 15 people on various devices 
to see where their eyes went on search-results 
pages. Unpaid, natural search results consistently 
outperformed paid advertising results. 

This is why you want to dominate a search-results 
page. This is why local search optimization matters. 
This is why you want to make sure you have fresh 
content on your website. 

So while Google and other search engines may 
continue to promote paid results, your potential 
patients more often than not are seeing how you 
come up in the organic search results.

Making sure you have fresh content on your website 
is the best way to make that happen. 

Content is king of the online 
marketing kingdom
If you’re one of my clients or have read my book 
“Attract More Patients in the Next 6 Months Than 
in the Past 6 Years,” you have heard this before: Just 
having a static website isn’t going to cut it anymore if 
you want to attract new patients.

Once upon a time, dental practices and other 
businesses could post a website and search engines 
would send patients to them. Then the search engines 
got a little more sophisticated and dentists had to 
stuff their pages with keywords to draw attention.

To attract more patients in the next 6 months than 
you did in the last 6 years, your thinking and action 
will have to fundamentally change. You don’t get 
such astounding results this by “working harder.” 
You’re probably working hard enough already.

The systems and methods discussed in “Attract 
More Patients in the Next 6 Months Than in the Past 
6 Years” will show you how to leverage your unique 
gifts and skills to work smarter. Much smarter.

You don’t need a superstar Internet gizmo or 
“cutting-edge strategy” for attracting patients 
online. All you need is the right system. The system 
becomes the superstar. You just work the system.

Read the book and you’ll discover what an online 
patient-attraction system like this looks like.

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

How to turn patients into 
John Hancock
There is a story that founding father John Hancock 
signed that Declaration of Independence so large 
so that “the fat old King could read it without his 
spectacles.” There’s a lesson dentists can learn from 
that.

Though the story may not be true, the fact is that 
Hancock and all the signers of the Declaration of 
Independence could have been executed for treason 
based solely on signing the document. But first it 
would have to be proven that it was their hand that 
signed.

Hancock left no question of whether he had signed it 
should the revolution fail. He was committed to the 
cause and staked his life on it, as evidenced by his 
enlarged, elegant signature.

Dr. Robert Cialdini tells us in his book “Influence: The 
Psychology of Persuasion” that people have a need 
to follow through on their commitments. He calls this 
consistency.

Dr. Cialdini says that when people make a commitment 
verbally or especially in writing, they feel pressure 
externally and internally to do what they have said.

During a recent webinar, Dr. Cialdini told the story 
of a medical practice that struggled to get patients 
to return for follow-up appointments. It seems the 
receptionist would write the appointment date on 
the reminder card and hand it to the patient.

To change the patients’ behavvior, the receptionist 
began having having the patients write the 
appointment on the card. The practice saw a marked 
increase in kept appointments.

How does this affect you?
Sure, you might struggle with people keeping 
appointments, but that’s not really what this article 
is about. This article is about getting you more 
appointments.

No, this applies to dentists in a way that works 
synergistically with another of the six principles of 
influence: reciprocity.

You see, if you can offer potential patients something 
like a free report in exchange for their contact 
information, you have not only gotten them to be in 
your debt (for the free offer) but to sign their name to 
hear from you.

Besides all the legal hurdles that clears, it compels 
potential patients to read what you send them.

Get on the right frequency
So what should you do? Give them regular, frequent 
contact. Keep them engaged until they are ready to 
sign up for an appointment.

In that vein, you should make it easy for prospective 
patients to sign up for an appointment. There should 
be multiple opportunities throughout your website 
to go to the appointments page and mentions 
everywhere of your office phone number. Every 
email you send prospective patients also should 
contain a link to the appointments page and the 
office phone number.

Do whatever you can to get that appointment 
set!

     “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
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One of the big reasons I like Dr. Cialdini is because he 
has studies that back up what he says. I learned a lot 
from “Influence” and from a webinar I attended earlier 
this year in which he was a speaker.

The six principles are:

Reciprocity:1.  People feel obligated to give to 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.

But which is the MOST important?

During the webinar, Dr. Cialdini staid he is asked 
regularly which is the most important of the six 
principles.

All six will work in almost every country or culture, Dr. 
Cialdini said, but which one you should start with or 
will be most effective with most people depends 
on where you are/the culture you are in, he said.

One way to see this is looking at an experiment using 
Citibank with managers in the U.S., China, Spain and 
Germany. The company asked managers to suppose 
a fellow manager’s project is suffering, and he or she 
asks for help. Responding will take time and energy, 
maybe even resources and staffing. Under what 
circumstances would you feel most compelled to 
help?

U.S. managers said they would ask what has the 
other manager done for them lately. Dr. Cialdini 
extrapolated this to mean that reciprocation seems 
to be the dominant principle in British-based societies. 
So dentists whose target demographics are mostly 
descendants or directly immigrated from the U.K. or 
its former colonies should emphasize this principle.

In China, managers asked if the other manager was 
in the same unit and of a higher rank. Dr. Cialdini 
said the dominant principle is authority, as Chinese 
managers were more willing to help a superior in their 
small group. So those dentists whose community has 

Read now: You may never 
hear this essential fact again
That, friends, is how you create scarcity. Scarcity is 
the last of Dr. Robert Cialdini’s six key principles of 
influence, and it centers around the basic law of 
supply and demand.

The less of something there is, the more people 
want it.

I saw a great example of this online. Remember back 
in 1985 when the Coca-Cola company made what 
Time magazine later called “the marketing fiasco of 
the decade”? Coke’s blind taste tests indicated that 
55 percent of participants preferred the taste of New 
Coke. When participants knew which was new and 
which was “classic” Coke, preference for New Coke 
actually went up 6 percent (to 61 percent).

Company executives thought this would be a windfall 
when the public knew they were getting something 
new.

What they underestimated was the lure of scarcity. 
Participants in the taste test increased their desire 
for New Coke because it was not on the market. The 
same principle applied when Coca-Cola announced 
it was taking its classic formula off the market.

Because people thought they couldn’t have it, 
they wanted it more.

Dr. Cialdini explained this principle in a recent webinar, 
and said something I thought was really eye-opening: 
people are moved more by the negative idea of loss 
or lost opportunity than of the affirmative idea of 
gain.

He gave the example of a construction company 
that went house to house offering a free thermal 
inspection of homes. Following the inspection of 
things like insulation, weatherstripping and overall 
air tightness, customers were presented results in 
two fashions: how much money they could gain by 
making changes and how much money they were 
losing by not making changes.

Those who were presented with the loss framing – 
how much they were losing per month – were 150 
percent more likely to make the changes than those 
who were told how much they could save.

a high percentage of Asian immigrants or those of 
Asian descent will want to emphasize.

Spanish Citibank managers were more willing to help 
a fellow manager who was connected to their friends. 
This feeling of loyalty trumped position or status. Dr. 
Cialdini said that is an example of liking and can 
likely be connected to most Mediterranean countries. 
Dentists targeting those of Mediterranean descent 
should emphasize this principle.

German managers were most likely to ask what their 
current rules and regulations say about whether 
they are supposed to assist. Dr. Cialdini said this is an 
example of consistency and likely can be attributed to 
most Scandinavian countries. So dentists marketing 
to those of Scandinavian descent should emphasize 
this principle.

Let me give one final word on ethics: Dr. Cialdini 
emphasized repeatedly during his webinar that the 
principles should be used truthfully. Marketers should 
not sell products that clients don’t need or at prices 
that are unreasonable.

You probably became a dentist to help people. As 
you use these techniques, please be mindful of how 
you are influencing potential clients and remember 
that these principles should be used only to help 
patients with procedures they really need and can 
really afford.

Organic searches aren’t dead
A report came out recently that analyzed search 
results for 1.5 million keywords. The researchers 
wanted to see if blue (organic or non-paid) links were 
being usurped on search engine results pages by rich 
(paid) links.

  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

Dr. Cialdini co-authored a book called “Yes! 50 
Scientifically Proven Ways to Be More Persuasive,” 
and in the book, it says, “The tendency to be more 
sensitive to possible losses than to possible gains is 
one of the best-supported findings in social science.”

How does this affect you?
This principle is why we encourage our clients to 
promote limited-time offers. That may be a fee 
consultation, lifetime whitening or whatever – but 
only if the potential patients acts soon.

The idea that the offer is going away and they may 
have missed an opportunity motivates people to 
action.

Once you get the patients into the chair, this also 
is a strong technique to get patients to have the 
procedures you recommend. Rather than leading 
with the benefits of implants, veneers or whatever, 
lead with what the patient may miss out on if they 
don’t have the procedure.

Emphasize the pain rather than the gain.

Here is a method that is 
helping dentists market 
‘internationally’
This is the final part of our series on Dr. Robert Cialdini’s 
six principles of influence. He published them in his 
multi-million selling book “Influence: The Psychology 
of Persuasion.”

   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
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