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Smart Ways to Attract More 
Patients in Your Slowest 
Months

Right now you are probably enjoying one of your 
busiest times of the year. But it won’t be long until your 
practice starts to slow down.

Most dentists find that July, September and December 
are their slowest months. How much would it add 
to your business if you could just make those three 
months average?

Here are some suggestions:

Now is a great time to start attracting interest as hard as 
possible. Send out mailers, buy ads, whatever you can 
do. You want to promote the angle that moms can get 
their kids dental appointments after school ends. That 
means no missed classes, no missed assignments.

A certain percentage of those kids will need ortho 
work. So you can get those cases going in July and 
have them ready to start in September. That’s a double 
win.

If you don’t do a lot of kids’ dentistry, this is a way to 
expand your patient base. And if you do a good job 
and show the kids lots of love, there’s a good chance 
you end up with mom and dad as patients too.

As for December, the angle to push is insurance 
benefits and FSA money to spend. Try it with a good 
“use it or lose it” campaign that starts right after 
Halloween – when Mom’s mind is on how much 
candy her kids got trick-or-treating. 

Just make sure to end it a week or so before 
Thanksgiving because any money spent after that is 
going to be wasted.

Success Is NOT Giving Up 
What You Love

Two well-known marketing experts recently claimed 
that dentists should build a practice that lets them 
spend less time with their hands in people’s mouths 
and more time trying to get in their wallets. Those 
guys are missing the mark.

If a dentist wants to bring in big money, does he or 
she have to give up working on patients to focus on 
marketing?

Think about this for a minute: You’re a dentist, and 
you want to make more money for your family. Or you 
want to spend less time in the office without giving up 
your lifestyle.

Those other guys’ solution? Spend less time focusing 
on dentistry, your expertise, to focus more time on 
marketing. 

Their rationale? You know more about your business 
than anyone else, so you are the best one to promote 
it. You can pay people to do the other things, including 
the dentistry.

If you are a dentist who is more passionate about 
marketing your practice than performing dentistry, 
maybe that is why your business isn’t performing at 
the level you want. Maybe it would be a good plan to 
hire associates and then spend your time marketing 
the practice.

Do some dentists grow their practices so large that 
they are able to hire associates to perform all the 
dentistry, and all they do is manage?

Sure. Some people have done exactly that, and more 
power to them.

But they are the vast and rare exceptions. One of the 
two experts (whom most of you would know by name) 
suggested dentist should spend their time doing the 
activity that is most profitable.
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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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In his mind, that was marketing.

That’s because he looks at dentistry as a commodity 
that can be sold as if anyone can do it. By that way of 
thinking, you could market your practice like it doesn’t 
matter which dentist is doing the procedures. The 
dentist is just an interchangeable part in the machine.

It doesn’t work that way for most of you. For most 
of you, YOU PERFORMING DENTISTRY is your 
moneymaker:

 z You spent years and countless hours and dollars 
becoming certified to become a great dentist. 

 z You have unique skills and abilities that others don’t 
have.

 z That skill and ability is WHAT is marketable.
 zWorking with patients, solving their problems, 
ending their pain IS what you are passionate about.

What you want to do is divest yourself of the things 
that interfere with THAT.

Sure you want to make more money on fewer patients. 
Sure you want to make more per patient so you can 
work fewer hours. Sure you want to make more for 
doing less.

Do you really want to give up being a dentist so 
you can spend your time worrying about email 
campaigns, SEO, backlinks, air time buys, and video 
shoots? Probably not.

If your plan is to work hard as a dentist for 10 or 15 
years so you can be successful enough to give up 
dentistry in favor of marketing your practice, then 
you’ve signed up for the longest, most expensive on-
the-job marketing internship ever.

If you’re a fantastic dentist who is passionate about 
helping people and wants to be well-compensated 
for his skills and knowledge, then pay someone else to 
deal with the bookkeeping, office management, and 
marketing.

This is why we focus on helping you attract the 
patients YOU want:

 z These are the patients who help you escape relying 
on insurance companies.

 z These are the patients looking for elective 
procedures.

 z These are the patients who are going to increase 
your per-hour revenue.

 z These are the patients who will allow you to make 
more with the same or fewer appointments.

 z These are the patients who will allow you to 
work fewer days or sock away more money for 
retirement.

 z These are the patients who allow you to continue 
to do the work that you are passionate about.

Don’t aspire to be so successful that you can give up 
what you love doing. Giving up what you love isn’t my 
definition of success. Aspire to be so successful that 
you can continue that success with less effort.

Google’s Design Change May 
Make Ads a Better Value

Google ads may become a more important part of 
your online marketing strategy. Last year, Google 
made a change that could have a big effect on your 
online marketing.

Google changed how it placed ads on its pages. 
Instead of having one Ad label and a shaded 
background behind the ad links, each paid link now 
has a little yellow ad box.

Is this much of a change from the previous design? You 
might not think so, but research is telling us different.

Traditionally, research has shown that 70-80 percent 
of search engine users ignore the paid ads, which are 
placed at the top of the search results BEFORE the 
organic results. The further down the page you go, 
the less likely someone is to click the link in a Google 
search, and almost no one goes past the first page.

That is why it is so important to not only be on the first 
page of a Google search, but to dominate the results.

New testing by a user experience firm showed that 36 
percent of people couldn’t tell the difference between 
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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

Here are some of the stats about small and medium 
businesses:

1.  51% of businesses use Twitter every day.
2.  73% of people said they feel more confident in a 

business after following it and reading some of its 
Tweets. 

3.  57% of people have discovered a new business on 
Twitter.

4.  32% of people found a new business because of a 
promoted, or paid, tweet. 

5.  67% of people have retweeted a business’s tweet.
6.  81% of people are more likely to take action 

after seeing something on Twitter than seeing 
something through any other marketing channel,  
including visiting the company’s website, getting 
an email, and getting direct mail.

7.  85% of followers feel more connected to a business 
after following it. 

8.  The most common reason someone tweets at a 
business is to share a good experience. 

It makes you want to spend all day tweeting, doesn’t 
it? That would make sense, since Twitter did the study 
of 1,000 people in the US who use Twitter month.

Here are some other statistics that show how 
unimportant those statistics are:

 z Only 16% of American adults even use Twitter.
 z Of that 16%, only 11% tweet monthly.

Frankly, that’s just not very many people nationally, 
and it’s certainly not a very big pool in your individual 
community. This article certainly isn’t meant to hate 
on Twitter. In fact, you should market via Twitter IF you 
can do so without dumping a lot of time and energy 
into it.

But like most social media, Twitter can be a huge time 
suck without getting a lot in return.
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ads in the new design and organic results. Just to be 
clear: the company used a fairly small sample size of 
about 100 people of varying degrees of Internet savvy.

Still, the implications here are clear: Google’s new 
design has significantly increased the likelihood that 
users will click on a paid like rather than an organic 
one.

Now, before you go crazy and dump your SEO budget 
in favor of Google Adwords, here is a word of caution:

Some of you may have seen the news that Google, 
Facebook, Twitter, Yahoo and AOL have joined 
together to launch a group called TrustInAds.org. 
These Internet companies are trying to find ways to 
stamp out ads that trick people into buying bogus 
products, or going to websites that infect user’s 
computers with malware.

So, all of these companies that are competing for big 
advertising dollars and users’ attention have come 
together under a common banner to fight bad ads. As 
long as there are black-hat guys out there using ads 
to spoof, steal and infect, users are going to have a 
natural concern about clicking on ad links.

So for now, we are recommending to our clients that 
they continue to focus on providing great web content 
to boost their local search ranking.

Your Website Has Little Time 
to Make a First Impression

As a dentist, you know the importance of a first 
impression. Someone’s smile is one of the first things 
others notice about them. Your website is one of the 
first things most people notice about you. 

A website is so important to your web marketing that 
some people think having a good website is the goal. 
It isn’t, of course. Getting more patients is the goal.

But the website is such an important tool that some 
dentists pour dollar after dollar into their website 
thinking it alone will bring in new patients.

THAT’S how important a good website is.

According to an eye-tracking study done at the 
Missouri University of Science and Technology, it 
takes only TWO-TENTHS of a second to form a first 
impression of a website. Two-tenths of a second!

What can you see in two-tenths of a second?

 z Logo
 z Main image or video still
 z Color scheme
 z Typography
 z Layout
 z Headlines
 z Buttons

So you can actually get a FEEL for quite a lot in that 
little time.

What does this mean to you? That everything needs 
to be simplified to its most basic forms, right? Wrong!

It shows five things:

1.  The page must represent the tone of your practice. 
If you want to be a gentle dentist, then you should 
use soothing tones. If you want to be a spa-like 
dentist, you should use elegant typography. But 
someone should be able to blink their eye after 
looking and get the “feeling” of your practice.

2.  The page needs to work in harmony. If you are 
going for a soothing tone, the colors, images and 
design all need to express that feeling. If you are 
going for a high-energy feel, everything should 
fit that feeling. You start mixing and matching 
different elements and the person is confused right 
away.

3.  Your calls or calls to action must be clear. At 
SmartBox, we suggest three big buttons that 
immediately identify patients’ problems. In two-
tenths of a second they can see that you can solve 
their problem.

4.  The page must be easy to navigate. That doesn’t 
mean simple or stripped down. The eye should 
travel very easily through the page, directed by 
color, typography and images.

5.  The page must emphasize the patient, not the 
dentist. It is very easy to subconsciously see how 
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2. Silent movies.

This may sound retro, but it is actually very trendy. 
Shoot a short video that shows a day in the office 
for a member of your office team, for instance, with 
nothing but soothing background music.

This also could be done showing a procedure you 
want to highlight. This helps you avoid hearing the 
sounds that may scare away some patients. With an 
artistic eye and the right background music, this can 
be very effective.

3. Interaction videos.

Have patients send you videos to post from your feed 
about their experience. You could also record them 
as mini-testimonials following a good visit. Video 
contests also would be a good way to interact with 
existing patients and reach new patients through 
them.

4. Products as people.

This takes some technical know-how, but it is 
certainly a trendy video technique. People seem to 
love inanimate objects doing human things. Think 
nationally about Goldfish snack crackers or Cinnamon 
Toast Crunch cereal commercials.

5. Update videos.

You could shoot a quick 30-second comment on 
something you saw online or read in the local paper 
that day, and post it to your website, Facebook or video 
app network. This would be a great way for potential 
customers to get to know you, as well as potentially 
increasing your search results page ranking.

Being trendy isn’t always a good thing. But in this case, 
using your website and social media outlets to show a 
little personality will help you attract the patients YOU 
want.

If you make any cute videos, send them to colin@
smartboxwebmarketing.com and we might include 
links to some of them in a future newsletter.

Surprising Twitter Statistics 
that Don’t Mean Tweet

Here is our full disclosure right now about our feelings 
on social media: The ROI is not high enough to spend 
a bunch of time doing it.

Sure, a friend or relative of one of your patients may 
see the nice things they say about you and decide to 
call your office. But those are going to be few and far 
between.

In the meantime, you and your staff can spend 
literally HOURS a day tweeting, posting on Facebook 
and Pinterest, and engaging whatever other social 
media outlets you like.

Just to be clear: this is not anti-social media. At 
SmartBox, we have Twitter, Facebook, LinkedIn, 
Google+ and all that. But we don’t recommend 
them and we don’t spend time on them looking for 
prospects, as doing so is a waste of resources.

So a blog that seemed to promote small and medium 
businesses increasing their Twitter marketing 
campaigns was very interesting.

    “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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many headlines and subheads say “You” or “Our 
patients” and how many say “We” or “Doctor X.”

4 Surprising Statistics About 
Who Reads What Online

Last year, Time magazine had a piece from the CEO 
of a data analytics company with some numbers that 
may disprove several things we think we know about 
online readers. In fact, the article in Time was set up as 
debunking myths.The findings are interesting.

The first is that readers across 2 billion website visits in 
the course of a month found that 55 percent spent less 
than 15 seconds on a page. That means they weren’t 
reading the page, they were scanning it (at best). So 
just because someone clicks a link doesn’t mean they 
are reading the page. Something to keep in mind the 
next time your web company tells you how many 
clicks you got.

Second, the research showed that the most-shared 
articles aren’t read more than less-shared articles. So 
just because your blog or Facebook posts gets shared 
doesn’t mean it’s being read. And just because no one 
is sharing it doesn’t mean people aren’t reading it.

Third, people aren’t fooled by “native advertising.” 
Native advertising is paid copy on websites that looks 
and feels like the content of those sites. In the print 
media, this is called an advertorial and you’ve probably 
seen it – it looks like a newspaper or magazine page, 
but is really about a company or product. Your 
advertising company may have tried to get you to do 
this before. According to the Time article, it doesn’t 
work. On a typical page, 71 percent of people scrolled 
down the page of actual content, while only 24 percent 
of people did so for native ads.

Finally, the research showed that more people than 
you think scroll beyond “the fold.” This digital fold is 
the point of the page where you have to scroll down 
to see what is beyond it. Conventional wisdom says 
that most people only read what is on the screen 
when they land on the page. What the research shows 
is that 66 percent of attention on a normal page is 

below the fold. This means people are willing to scroll 
for the content they are looking for.

Why Average Page Visit Time Doesn’t 
Matter

Research by PhD Jakob Nielsen shows that the average 
page view lasts A LITTLE LESS THAN A MINUTE. Think 
about your web pages: Can someone reading them 
get the message you want them to have in less than a 
minute? Don’t panic.

Dr. Nielsen says average isn’t a good way to measure 
engagement in a page anyway. Data from Microsoft 
Research show that page visitors are most likely to 
leave before they have been on the page 10 seconds. 
So they are making an almost-immediate decision on 
whether to stay on the page or to move on.

People are also more likely to leave in the next 20 
seconds: they’ve read a little, then started scanning, 
then decided to move on.

BUT, and this is a critical thought, if they stay on the 
page for 30 seconds, they are VERY LIKELY to stay on 
longer.

      “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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So what does Dr. Nielsen surmise about this? If you can 
capture them in the first 10 seconds, you are likely to 
get them to read your whole message.

These numbers are very similar to those about video 
from a previous newsletter. Video is one of the best 
ways you can get their interest in the first 10 seconds.

Obviously a strong headline on the page is critical to 
keeping their attention.

And a strong opening to any text that talks about 
prospects and THEIR problems is a good way to keep 
them reading more.

Prospects who invest the time in learning about what 
you do and who you are also more likely to turn into 
staying, paying and referring patients.

7 Marketing Basics that are 
Critical for Everyone to Know

This is going to be a very high-level list of things to 
keep in mind when looking at your marketing. For 
those of you who are new to dental marketing, it will 
be a good look at the basics. For those of you who 
have been doing it for a while, and may even be pretty 
good at it, it’s an opportunity to make sure you aren’t 
overlooking anything.

So let’s get started:

1.  Marketing is telling prospective patients what you 
offer and why you are their best choice to provide 
it. What you’re trying to do isn’t complicated. HOW 
you go about doing it is what’s complicated.

2.  Focus on your prospects’ needs. Remember, as a 
dentist, you are not only competing with other 
dentists, but against doing nothing at all. Here 
are two simple words: Pain and fear. Pain, either 
physical or emotional, is why they should come and 
see you. Fear of something is why they don’t.

3.  You’re competing for attention. The dentist down 
the street isn’t your biggest competition. LIFE 
is your biggest competition. Your prospect is 
bombarded with 5,000 marketing messages a day. 
What makes you stand out?

4.  You’ve got to get a prospects’ attention quickly. 
If you don’t get them fast, you’re not likely to get 
them at all. Again, talk to them about THEIR NEEDS.

5.  Differentiate, differentiate, differentiate. What 
makes you different? Stand up and stand out.

6.  Talk to the prospects you want. If you want to do 
big-case dentistry, don’t advertise drill-and-fill 
specials. If your target market is 40- to 60-year-olds, 
don’t run ads with pictures of children.

7.   Your website can be the hub of your marketing 
effort. Even your offline advertising can drive people 
online. Online, you have unlimited word count, 
unlimited space, unlimited number of images and 
videos, and unlimited control of your image.

Are there others? Sure. But if you’ll do these seven 
things, you will be successful. HOW you do them is a 
much more complicated issue.

Short Videos Could Help 
Invigorate Your Marketing
At SmartBox Web Marketing, we are big believers 
in the power of video. We recommend it to all of 
our clients, and we have our own in-house digital 
storytelling team.

For our clients, we usually recommend videos of a few 
minutes for both doctors and their staff, and patient 
testimonials. After all, research shows that each minute 
of video is worth 1.8 million words. 

But for now, let’s talk about videos that are a minute or 
less. Think about this: 30 seconds of video should be 
worth about 900,000 words. So a Vine video of only 6 
seconds is worth 180,000 words.

If you are looking to add video to your website, here 
are some short video trends that you might look into:

1. How-to videos.

This would be great for dentists to show basics like 
correct brushing and flossing technique. This also 
would be great if you offer take-home teeth whitening, 
so you can show patients how to correctly use their 
gel and trays.
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many headlines and subheads say “You” or “Our 
patients” and how many say “We” or “Doctor X.”

4 Surprising Statistics About 
Who Reads What Online

Last year, Time magazine had a piece from the CEO 
of a data analytics company with some numbers that 
may disprove several things we think we know about 
online readers. In fact, the article in Time was set up as 
debunking myths.The findings are interesting.

The first is that readers across 2 billion website visits in 
the course of a month found that 55 percent spent less 
than 15 seconds on a page. That means they weren’t 
reading the page, they were scanning it (at best). So 
just because someone clicks a link doesn’t mean they 
are reading the page. Something to keep in mind the 
next time your web company tells you how many 
clicks you got.

Second, the research showed that the most-shared 
articles aren’t read more than less-shared articles. So 
just because your blog or Facebook posts gets shared 
doesn’t mean it’s being read. And just because no one 
is sharing it doesn’t mean people aren’t reading it.

Third, people aren’t fooled by “native advertising.” 
Native advertising is paid copy on websites that looks 
and feels like the content of those sites. In the print 
media, this is called an advertorial and you’ve probably 
seen it – it looks like a newspaper or magazine page, 
but is really about a company or product. Your 
advertising company may have tried to get you to do 
this before. According to the Time article, it doesn’t 
work. On a typical page, 71 percent of people scrolled 
down the page of actual content, while only 24 percent 
of people did so for native ads.

Finally, the research showed that more people than 
you think scroll beyond “the fold.” This digital fold is 
the point of the page where you have to scroll down 
to see what is beyond it. Conventional wisdom says 
that most people only read what is on the screen 
when they land on the page. What the research shows 
is that 66 percent of attention on a normal page is 

below the fold. This means people are willing to scroll 
for the content they are looking for.

Why Average Page Visit Time Doesn’t 
Matter

Research by PhD Jakob Nielsen shows that the average 
page view lasts A LITTLE LESS THAN A MINUTE. Think 
about your web pages: Can someone reading them 
get the message you want them to have in less than a 
minute? Don’t panic.

Dr. Nielsen says average isn’t a good way to measure 
engagement in a page anyway. Data from Microsoft 
Research show that page visitors are most likely to 
leave before they have been on the page 10 seconds. 
So they are making an almost-immediate decision on 
whether to stay on the page or to move on.

People are also more likely to leave in the next 20 
seconds: they’ve read a little, then started scanning, 
then decided to move on.

BUT, and this is a critical thought, if they stay on the 
page for 30 seconds, they are VERY LIKELY to stay on 
longer.

      “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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So what does Dr. Nielsen surmise about this? If you can 
capture them in the first 10 seconds, you are likely to 
get them to read your whole message.

These numbers are very similar to those about video 
from a previous newsletter. Video is one of the best 
ways you can get their interest in the first 10 seconds.

Obviously a strong headline on the page is critical to 
keeping their attention.

And a strong opening to any text that talks about 
prospects and THEIR problems is a good way to keep 
them reading more.

Prospects who invest the time in learning about what 
you do and who you are also more likely to turn into 
staying, paying and referring patients.

7 Marketing Basics that are 
Critical for Everyone to Know

This is going to be a very high-level list of things to 
keep in mind when looking at your marketing. For 
those of you who are new to dental marketing, it will 
be a good look at the basics. For those of you who 
have been doing it for a while, and may even be pretty 
good at it, it’s an opportunity to make sure you aren’t 
overlooking anything.

So let’s get started:

1.  Marketing is telling prospective patients what you 
offer and why you are their best choice to provide 
it. What you’re trying to do isn’t complicated. HOW 
you go about doing it is what’s complicated.

2.  Focus on your prospects’ needs. Remember, as a 
dentist, you are not only competing with other 
dentists, but against doing nothing at all. Here 
are two simple words: Pain and fear. Pain, either 
physical or emotional, is why they should come and 
see you. Fear of something is why they don’t.

3.  You’re competing for attention. The dentist down 
the street isn’t your biggest competition. LIFE 
is your biggest competition. Your prospect is 
bombarded with 5,000 marketing messages a day. 
What makes you stand out?

4.  You’ve got to get a prospects’ attention quickly. 
If you don’t get them fast, you’re not likely to get 
them at all. Again, talk to them about THEIR NEEDS.

5.  Differentiate, differentiate, differentiate. What 
makes you different? Stand up and stand out.

6.  Talk to the prospects you want. If you want to do 
big-case dentistry, don’t advertise drill-and-fill 
specials. If your target market is 40- to 60-year-olds, 
don’t run ads with pictures of children.

7.   Your website can be the hub of your marketing 
effort. Even your offline advertising can drive people 
online. Online, you have unlimited word count, 
unlimited space, unlimited number of images and 
videos, and unlimited control of your image.

Are there others? Sure. But if you’ll do these seven 
things, you will be successful. HOW you do them is a 
much more complicated issue.

Short Videos Could Help 
Invigorate Your Marketing
At SmartBox Web Marketing, we are big believers 
in the power of video. We recommend it to all of 
our clients, and we have our own in-house digital 
storytelling team.

For our clients, we usually recommend videos of a few 
minutes for both doctors and their staff, and patient 
testimonials. After all, research shows that each minute 
of video is worth 1.8 million words. 

But for now, let’s talk about videos that are a minute or 
less. Think about this: 30 seconds of video should be 
worth about 900,000 words. So a Vine video of only 6 
seconds is worth 180,000 words.

If you are looking to add video to your website, here 
are some short video trends that you might look into:

1. How-to videos.

This would be great for dentists to show basics like 
correct brushing and flossing technique. This also 
would be great if you offer take-home teeth whitening, 
so you can show patients how to correctly use their 
gel and trays.
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ads in the new design and organic results. Just to be 
clear: the company used a fairly small sample size of 
about 100 people of varying degrees of Internet savvy.

Still, the implications here are clear: Google’s new 
design has significantly increased the likelihood that 
users will click on a paid like rather than an organic 
one.

Now, before you go crazy and dump your SEO budget 
in favor of Google Adwords, here is a word of caution:

Some of you may have seen the news that Google, 
Facebook, Twitter, Yahoo and AOL have joined 
together to launch a group called TrustInAds.org. 
These Internet companies are trying to find ways to 
stamp out ads that trick people into buying bogus 
products, or going to websites that infect user’s 
computers with malware.

So, all of these companies that are competing for big 
advertising dollars and users’ attention have come 
together under a common banner to fight bad ads. As 
long as there are black-hat guys out there using ads 
to spoof, steal and infect, users are going to have a 
natural concern about clicking on ad links.

So for now, we are recommending to our clients that 
they continue to focus on providing great web content 
to boost their local search ranking.

Your Website Has Little Time 
to Make a First Impression

As a dentist, you know the importance of a first 
impression. Someone’s smile is one of the first things 
others notice about them. Your website is one of the 
first things most people notice about you. 

A website is so important to your web marketing that 
some people think having a good website is the goal. 
It isn’t, of course. Getting more patients is the goal.

But the website is such an important tool that some 
dentists pour dollar after dollar into their website 
thinking it alone will bring in new patients.

THAT’S how important a good website is.

According to an eye-tracking study done at the 
Missouri University of Science and Technology, it 
takes only TWO-TENTHS of a second to form a first 
impression of a website. Two-tenths of a second!

What can you see in two-tenths of a second?

 z Logo
 z Main image or video still
 z Color scheme
 z Typography
 z Layout
 z Headlines
 z Buttons

So you can actually get a FEEL for quite a lot in that 
little time.

What does this mean to you? That everything needs 
to be simplified to its most basic forms, right? Wrong!

It shows five things:

1.  The page must represent the tone of your practice. 
If you want to be a gentle dentist, then you should 
use soothing tones. If you want to be a spa-like 
dentist, you should use elegant typography. But 
someone should be able to blink their eye after 
looking and get the “feeling” of your practice.

2.  The page needs to work in harmony. If you are 
going for a soothing tone, the colors, images and 
design all need to express that feeling. If you are 
going for a high-energy feel, everything should 
fit that feeling. You start mixing and matching 
different elements and the person is confused right 
away.

3.  Your calls or calls to action must be clear. At 
SmartBox, we suggest three big buttons that 
immediately identify patients’ problems. In two-
tenths of a second they can see that you can solve 
their problem.

4.  The page must be easy to navigate. That doesn’t 
mean simple or stripped down. The eye should 
travel very easily through the page, directed by 
color, typography and images.

5.  The page must emphasize the patient, not the 
dentist. It is very easy to subconsciously see how 
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2. Silent movies.

This may sound retro, but it is actually very trendy. 
Shoot a short video that shows a day in the office 
for a member of your office team, for instance, with 
nothing but soothing background music.

This also could be done showing a procedure you 
want to highlight. This helps you avoid hearing the 
sounds that may scare away some patients. With an 
artistic eye and the right background music, this can 
be very effective.

3. Interaction videos.

Have patients send you videos to post from your feed 
about their experience. You could also record them 
as mini-testimonials following a good visit. Video 
contests also would be a good way to interact with 
existing patients and reach new patients through 
them.

4. Products as people.

This takes some technical know-how, but it is 
certainly a trendy video technique. People seem to 
love inanimate objects doing human things. Think 
nationally about Goldfish snack crackers or Cinnamon 
Toast Crunch cereal commercials.

5. Update videos.

You could shoot a quick 30-second comment on 
something you saw online or read in the local paper 
that day, and post it to your website, Facebook or video 
app network. This would be a great way for potential 
customers to get to know you, as well as potentially 
increasing your search results page ranking.

Being trendy isn’t always a good thing. But in this case, 
using your website and social media outlets to show a 
little personality will help you attract the patients YOU 
want.

If you make any cute videos, send them to colin@
smartboxwebmarketing.com and we might include 
links to some of them in a future newsletter.

Surprising Twitter Statistics 
that Don’t Mean Tweet

Here is our full disclosure right now about our feelings 
on social media: The ROI is not high enough to spend 
a bunch of time doing it.

Sure, a friend or relative of one of your patients may 
see the nice things they say about you and decide to 
call your office. But those are going to be few and far 
between.

In the meantime, you and your staff can spend 
literally HOURS a day tweeting, posting on Facebook 
and Pinterest, and engaging whatever other social 
media outlets you like.

Just to be clear: this is not anti-social media. At 
SmartBox, we have Twitter, Facebook, LinkedIn, 
Google+ and all that. But we don’t recommend 
them and we don’t spend time on them looking for 
prospects, as doing so is a waste of resources.

So a blog that seemed to promote small and medium 
businesses increasing their Twitter marketing 
campaigns was very interesting.

    “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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In his mind, that was marketing.

That’s because he looks at dentistry as a commodity 
that can be sold as if anyone can do it. By that way of 
thinking, you could market your practice like it doesn’t 
matter which dentist is doing the procedures. The 
dentist is just an interchangeable part in the machine.

It doesn’t work that way for most of you. For most 
of you, YOU PERFORMING DENTISTRY is your 
moneymaker:

 z You spent years and countless hours and dollars 
becoming certified to become a great dentist. 

 z You have unique skills and abilities that others don’t 
have.

 z That skill and ability is WHAT is marketable.
 zWorking with patients, solving their problems, 
ending their pain IS what you are passionate about.

What you want to do is divest yourself of the things 
that interfere with THAT.

Sure you want to make more money on fewer patients. 
Sure you want to make more per patient so you can 
work fewer hours. Sure you want to make more for 
doing less.

Do you really want to give up being a dentist so 
you can spend your time worrying about email 
campaigns, SEO, backlinks, air time buys, and video 
shoots? Probably not.

If your plan is to work hard as a dentist for 10 or 15 
years so you can be successful enough to give up 
dentistry in favor of marketing your practice, then 
you’ve signed up for the longest, most expensive on-
the-job marketing internship ever.

If you’re a fantastic dentist who is passionate about 
helping people and wants to be well-compensated 
for his skills and knowledge, then pay someone else to 
deal with the bookkeeping, office management, and 
marketing.

This is why we focus on helping you attract the 
patients YOU want:

 z These are the patients who help you escape relying 
on insurance companies.

 z These are the patients looking for elective 
procedures.

 z These are the patients who are going to increase 
your per-hour revenue.

 z These are the patients who will allow you to make 
more with the same or fewer appointments.

 z These are the patients who will allow you to 
work fewer days or sock away more money for 
retirement.

 z These are the patients who allow you to continue 
to do the work that you are passionate about.

Don’t aspire to be so successful that you can give up 
what you love doing. Giving up what you love isn’t my 
definition of success. Aspire to be so successful that 
you can continue that success with less effort.

Google’s Design Change May 
Make Ads a Better Value

Google ads may become a more important part of 
your online marketing strategy. Last year, Google 
made a change that could have a big effect on your 
online marketing.

Google changed how it placed ads on its pages. 
Instead of having one Ad label and a shaded 
background behind the ad links, each paid link now 
has a little yellow ad box.

Is this much of a change from the previous design? You 
might not think so, but research is telling us different.

Traditionally, research has shown that 70-80 percent 
of search engine users ignore the paid ads, which are 
placed at the top of the search results BEFORE the 
organic results. The further down the page you go, 
the less likely someone is to click the link in a Google 
search, and almost no one goes past the first page.

That is why it is so important to not only be on the first 
page of a Google search, but to dominate the results.

New testing by a user experience firm showed that 36 
percent of people couldn’t tell the difference between 
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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

Here are some of the stats about small and medium 
businesses:

1.  51% of businesses use Twitter every day.
2.  73% of people said they feel more confident in a 

business after following it and reading some of its 
Tweets. 

3.  57% of people have discovered a new business on 
Twitter.

4.  32% of people found a new business because of a 
promoted, or paid, tweet. 

5.  67% of people have retweeted a business’s tweet.
6.  81% of people are more likely to take action 

after seeing something on Twitter than seeing 
something through any other marketing channel,  
including visiting the company’s website, getting 
an email, and getting direct mail.

7.  85% of followers feel more connected to a business 
after following it. 

8.  The most common reason someone tweets at a 
business is to share a good experience. 

It makes you want to spend all day tweeting, doesn’t 
it? That would make sense, since Twitter did the study 
of 1,000 people in the US who use Twitter month.

Here are some other statistics that show how 
unimportant those statistics are:

 z Only 16% of American adults even use Twitter.
 z Of that 16%, only 11% tweet monthly.

Frankly, that’s just not very many people nationally, 
and it’s certainly not a very big pool in your individual 
community. This article certainly isn’t meant to hate 
on Twitter. In fact, you should market via Twitter IF you 
can do so without dumping a lot of time and energy 
into it.

But like most social media, Twitter can be a huge time 
suck without getting a lot in return.


