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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:
www.SmartBoxWebMarketing.com/phonecall

My Escape From 
the Kentucky 
Derby
The Kentucky Derby trotted into 
town a few weeks ago and turned 
Louisville into a crazy town for a 
few days. If you’ve never been 
to the Kentucky Derby, I have to 
tell you, it’s quite an experience. 
It’s something everyone should 
do... once. It’s pretty much a full day event and it’s 
really a great time.

But this year, you wouldn’t have found me within 
hundreds of miles of that place. Over the years, I’ve 
realized that the smartest thing to do when the 
Kentucky Derby comes to town is to ... get out of 
town! And so I did.

And I thank my lucky stars that I managed to get out 
in time. Because the airport was so full with incoming 
(private) jets, the runway looked like some highway in 
rush hour traffic in the middle of Los Angeles.

As I sat there looking at all of the people coming in to 
town while I was trying to get out of town, it occurred 
to me that this is a lot like what dentists do all over the 
country when they go out and try to attract patients 
online. Let me explain what I mean, because if you 
really get this, this one shift in thinking alone could do 
a lot for the future success of your practice.

Let’s Play a Round of “Pick the Right Dentist 
For You”
Let’s say, for example, I invite 500 dentists from all over 
the country to an event full of people with serious 
dental issues. The people are sitting down on floor 
level and the dentists are all lined up on a platform on 
the stage. All of us are in the room to play a rousing 
round of “pick the right dentist for you.”

The attendees are invited to look at the huge group 
of dentists and pick out the right one for their needs. 

The rules are simple: no dentist can utter a word, no 
attendee can ask a question. All the attendee has to go 
on is the appearance of the dentist. Oh, and the final 
rule is that whichever dentist each prospect chooses 
as the “right” one for them is the one that will do the 
work to resolve their dental issues.

Sitting back in the audience, it wouldn’t take long for 
the poor prospects to realize that this game wasn’t 
going to be so easy. After all, everyone basically looks 
the same. Everyone is wearing a suit. Everyone is 
smiling. Everyone “looks” like a normal dentist. The 
patient’s decision is not without risk. The worst part 
is, if a prospect chooses wrong, they might get some 
dentist who really doesn’t know what he is doing. Or 
maybe he’s got an attitude.

How Do You Stand Out in a Sea of 
Sameness?
Now you might think all of that is a bit silly. And sure, 
it is silly... but it’s basically true. Because this is exactly 
what your prospective patients see online when they 
start searching for a dentist to help them. They jump 
into the pool and almost drown in a sea of sameness. 
Everyone looks alike, everyone speaks the same, 
everyone appears to be a normal dentist. But you and 
I both know, not all dentists are created equal.

What I saw that night leaving town before the 
Kentucky Derby was a long, long line of private jets 
coming into town. Apart from very slight variations, 
they pretty much all looked the same.
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You know what would have stuck out on that runway? 
Sure you could have painted one of those jets another 
color, or put some fancy markings on it or something. 
But the thing that would have immediately stuck out 
was if one of those planes was going the opposite 
way.

Using Your Patients’ Training to Help You 
Attract the Patients You Want
Take a look right there at the picture of the smiley 
faces. Which face is the one you notice first? We 
human beings are trained to notice different. Our 
eye goes right to it, we find it most interesting. This 
is how we were trained in school. Remember that kid 
back in school that was different than everyone else? 
Unfortunately, the kids in school probably made fun 
of that person. But out in the real world, that person 
becomes the most interesting thing going on!

If you’re going to attract the patients you want 
online, the very first thing you have to do is get 
their attention. Without attention, nothing else is 
ever going to happen. The bad news is that getting 
attention these days is not easy. Gone are the days 
when a dentist could just “say” he was different and 
have it work. 

You Can’t Just Say You’re Different Because 
No One Believes You!
The secret isn’t in what you say, the real secret to 
standing out is in what you do. It’s in the behavior you 
exhibit and what you do to attract patients.

If you do what every other dentist in your area is 
doing, it’s going to be a mad dash to the bottom as 
the only way to get attention is to yell louder than 
anyone else is yelling.

The only way to break through the noise is to do 
things that others aren’t doing on a very consistent 
basis. Over time, this “difference” gets noticed. It 
gets you the attention you need to have a chance at 
attracting a qualified patient.

The Secret is the System
The secret is to develop a system that demonstrates 
you are different over time. Demonstration is 
very different than simply saying something. 
Demonstration “says” something without those 
words ever having to come out of your mouth!

Here’s a quick way to spot all of the things you 
shouldn’t be doing online to attract the patients you 
want: just look around at what other dentists in 
your area are doing!

You might think I’m joking, but I’m not. When I go out 
onto the web and surf around looking for a dentist 
just like your prospect would, it’s amazing what you 
see.

Getting clear on what you shouldn’t be doing is 
valuable, but it doesn’t exactly connect the dots for 
you about what you actually should be doing. That’s a 
far more closely guarded secret of the most successful 
dentists out there.

On first hearing, it might be a bit annoying that most 
dentists won’t let this secret out in the open. But once 
you learn how a system like this works and have it 
working for you, my guess is that you probably won’t 
want your secrets getting out there either!

If you want to get a closer look at what an online 
patient attraction system that works actually looks 
like, there are simple instructions for next steps on 
the back page of this letter. For now, never forget the 
words of the great success pioneer, Earl Nightingale:

“The secret of being successful in 
any business is to look around you 
and observe what everyone else is 
doing . . . and do the OPPOSITE.”
-Earl Nightingale
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Be the Answer to Your Prospective Patients’ 
Needs
When your patients are looking for solutions to their 
loose dentures, they don’t search for “dentist” and 
they certainly don’t search your name. They search 
for terms like “why do my dentures hurt” and “who 
can fix my denture pain.”
When you answer all of their questions, they will pick 
up the phone can call you.
So now ask yourself, does your current marketing, 
including your website, hit the bull’s-eye by answering 
the questions of the patients you want?

Or do you get close to the bull’s-eye and bring in  z
some of the patients you want and too many of 
the others? Maybe you have good SEO but a bad 
website, or vise versa.
Or are you on the outer edge of the board and  z
bring in few of the patients you want and almost 
exclusively the others? If you are targeting 
the patients that want free x-rays and exams, 
uniqueness doesn’t matter because these leads are 
only interested in “cheap.”
Or worse, do you miss the board altogether and  z
not bring in any patients? Probably, if you relying 
exclusively on social media and pay-per-click 
advertising.

This is About Prospective Patients’ Needs, 
Not What You Have to Offer
Remember, I’m not asking if your website:

Looks really nice. z
Has a great catch phrase and good photo of you in  z
the header.
Has eye-catching before and after photos. z
Has a great biography of you. z
Has page after page of all the services you offer. z

I’m asking, does your dental marketing attract the 
patients you want?

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

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

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

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

In the book, you’ll find:
Why you’re absolutely, 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
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You must market yourself based on patients’ needs. z
If your differentiation is expertise in advanced  z
procedures, market that.
If your differentiation is flexible hours, market that. z

Every dentist is a “gentle” dentist. Every dentist is a 
cosmetic dentist. You cannot market what you do 
unless it is different from what others are doing.
Again, this requires doctors to do some self-analysis 
as well as analyze their marketplace. What are 
other dentists doing, and are you doing “me-too” 
marketing? If so, you’re killing your marketing before 
it even starts.
You also have to market against a patient doing 
nothing. There you can highlight their problem 
and offer them a solution. Remember what Robert 
Cialdini said: The fear of loss is more motivating than 
perceived gain.

How Involved Do You Want to be In 
Marketing?
That leads to the third and final question: What do 
you know and what do you want to know? The what 
do you know part is very interesting to see firsthand:
Most of you likely got into dentistry because you 
wanted to help people and saw dentistry as a way to 
do that. Marketing is what you do to keep the business 
going and to reach the most people in need.
Maybe you realize that you have a working knowledge 
of marketing concepts but little idea of how to 
implement them. Or maybe you have tried to learn 
as much as you can about marketing and just can’t 
understand why everything you’ve learned and put 
into place isn’t translating into more patients.
The second part is “What do you want to know?” 
Why did I put that in there? Because it is possible to 
spend as much time and money going to marketing 
conferences and workshops as continuing education 
and dental institutes.
Is that really why you got into dentistry, to put most 
of your free time and energy into marketing your 
practice? It is for some; there are several very high-
profile dentists who are fantastic marketers.
For most, though, they can pay someone else to 
market the business. That’s when they call someone 
like us

How to Hit the Marketing 
Bull’s-eye 
I don’t know about you, but I love darts. There’s 
something fun about hurling thick needles attached 
to missile fins through the air. I’m going to teach you 
how we can help you hit the bull’s-eye every time.

OK, I’m not really writing this article about darts. But 
we are going to talk about hitting the bull’s-eye with 
your marketing, and you’ll have a lot more success 
with what I’m about to tell you than the 0.14% percent 
chance you have of hitting the bull’s-eye in darts.

See, as in the game of darts, you can hit lots of places 
on the dartboard and still score points. But if you hit 
the bull’s-eye, you’re going to score the most points 
with the fewest number of throws.

Same with your marketing. You can throw out a lot of 
money and gets some benefits. But if you target your 
efforts, you get the clients you want.

It’s not about turning away patients that need your 
other services. It’s about attracting the right patients 
(hitting the bull’s-eye) so that they fill up your 
schedule. Marketing only to the types of patients and 
cases you want, you can stay profitable in this new 
dental economy without discounting and without 
being insurance-dependent.

Attract the Patients You Want
So how do you attract the patients you want?

You want to stand out as the expert in a specific  z
niche area and attract the patients needing that 
specific dental care.
Your advertising is a mirror reflection of the type of  z
patient you will attract.
If you want to attract the large cases and patients  z
with money to spend, your marketing must be 
attuned to the needs of those patients (Hint: “Free 
whitening and x-rays” isn’t going to do it).
If you only attract dental insurance patients, you  z
can continue to give half to insurance write offs, 
half of what’s left to overhead and half of what’s left 
from that in taxes. There’s nothing left, and that’s 
why you’re not getting ahead!

Keeping It Real Gets You Real 
Results
SEO marketing once was all about keywords. Now, 
it’s about authentic, original content. You might 
remember that I talked about this last month, but I’m 
going to give you a quick and easy way to put it into 
practice, and you may even get a bonus out of the 
deal.

Press releases are a great way to get your key 
searchable terms out onto the Web, where they can 
be entered into Google’s algorithm and hopefully 
drive your name up the results page rankings.

Getting your name listed high in certain searches is 
the name of the game. You want to dominate search 
listings for the procedures you want to do.

But if you’re still writing press releases the same way 
you were six months ago (or paying someone to do 
it for you), you’re not getting as much bang for your 
buck.

New Google Search Method is Changing 
the Game
Here’s why. I’ve previously mentioned Google’s 
new Hummingbird search algorithm. The short 
explanation is that Hummingbird is a total reboot of 
how Google ranks search terms.

This is the first time Google has ever done a complete 
overhaul. It looks more at query intent than just query 
words.

Some of you may have seen decreased traffic since 
this happened in Sept. 2013. That’s because you’re 
putting the same numbers into a different equation 
and expecting the same results.

That’s just bad math. But let me tell you what adds up: 
authentic content.

You Have to Improve Your Press Releases
That’s what Hummingbird is designed to find. You 
know what’s not authentic: press releases that look 
like Mad Libs with key words sprinkled into the 
blanks.

You have probably heard of the fundamentals of 
press writing: who, what, when, where, why and how. 
If you’re not using the “5 Ws and an H,” start, and if 
you’re paying someone and they’re not using it, make 
them start or find someone else!

But beyond the basics, here are five characteristics 
that will get people to actually read your releases. You 
don’t have to have all five, but the more you have, the 
better the release:

T z imeliness: Write about things that are recent past, 
current or upcoming.
I z mportance: Be sure to tell any potential reader 
(write for people, not search engines) why your 
release matters to him or her.
P z rominence: Comment on something that is 
the topic of the day, already in the news or about 
someone or something of note.
P z roximity: Write about what you are doing in your 
local area (your release should be clear it is from 
you, not a template that any dentist’s name could 
go on top of).
O z ddity: What makes what you are announcing 
new, different or unusual? 

       
“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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In fact, many of them have paid someone hard-earned 
money for a marketing plan that just isn’t working.

Maybe the website is dated. z
They focus too much on low ROI efforts like social  z
media and pay-per click ads.
Whatever else may cause this. z

Sometimes, You Are the Problem
But sometimes, the culprit is none other than the 
doctor himself  – and he doesn’t even know it. 
Marketing is a lot like shooting a gun.

Maybe he’s attracting the wrong patients  – bad  z
aim.
Maybe he’s trying to be all things to all people  –  z
shotgun approach.
Maybe he thinks too small  – hunting rhinos with a  z
.22 rifle.
Maybe he’s not kept his marketing current  –  z
misfiring.

What he ends up doing is shooting his own marketing 
efforts dead.

So here are three questions any dentist should ask 
before he or she begins a marketing plan to make 
sure that it will hit the mark:

What do I want out of my practice?1. 
What should someone choose me over any other 2. 
dentist AND over doing nothing at all?
What do I know and what do I want to know?3. 

You’ve Got to Know the Answers to Even 
Start
Without answering these three questions, any 
marketing plan will fail. 

The first, knowing what you want out of your practice, 
is a key business question – THE fundamental question 
that should drive all of your business decisions, 
marketing included. If you don’t know where you’re 
going, how can you get there?

Do you want a practice where you work two or three 
days a week with a staff of two or three and make $2 
million-$3 million per year? You’d better be able to 
sell elective dentistry to the affluent.

Get Your News Release Used
The benefit of writing for real people using these 
TIPPO principles is that your press release has a better 
chance of being used on a website, blog or news site.

And that is the bonus I offer you: NOTHING is better 
for SEO than redistribution of your press release 
across mainstream media and blogs. Hummingbird 
will eat that up like nectar and vault you to the top of 
the results page on its rapidly beating wings.

3 Easy Things That Will Get 
You More Press Coverage
You want more legitimate press to drive your search 
engine rankings through the roof? A new report from 
America’s journalists tells you how. I just saw this new 
report and it really fits in with this topic.

Dentists who are using real content meant for real 
people, not search engines, will flourish under 
Google’s new Hummingbird search algorithm.

One way to do this is with press releases. They can’t 
be like reverse Mad Libs, where you just throw in your 
key search terms and then write sentences around 
them.

They have to answer who, what, when, where, why 
and how. They should include at least one of these 
five:

Timeliness z
Importance z
Proximity z
Prominence z
Oddity z

If you use these principles, you’re not only going to do 
better in SEO, but you may attract real news coverage, 
which Google LOVES.

A report from the Proactive Report, which is a public 
relations blog, says there is a disconnect between 
what the media wants and what the corporate world 
is doing. Here are some of the examples:

83 percent of journalists say images with news  z
content are important, but only 38 percent of 
companies include images and 39 percent of 

Perhaps you would be better as a specialist who relies 
on a referrals. Your marketing had better not step on 
the toes of the dentists who are referring patients to 
you.

Maybe you’re a volume practice looking for more 
patients at lower margins.

Where dentists fall on this spectrum will dictate how 
they run their marketing.

This requires a doctor to take a hard look at himself 
and ask things like:

How important is my family’s standard of living? z
How much do I want to put away for retirement? z
How important is time off? z
How big do I want my practice? z

You Must Differentiate Yourself From Other 
Dentists
Once a dentists decides those questions, he can look 
at the second question and begin to market himself 
based on why potential patients should choose him 
over other dentists AND doing nothing at all. 

     “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

companies have an image gallery.
52 percent of media say video is important with  z
content, but only 13 percent of companies include 
video and 35 percent have a video gallery.
82 percent of media want video delivered via  z
embed codes, but only 37 percent of corporate PR 
offices offer embed codes.

That Means Opportunities for You
You know what I see? Opportunity! This is an area 
where dentists, at least the ones we work with, are 
doing it right:

Dental websites include before-and-after photos. z
We encourage all of our clients to have a YouTube  z
channel and embed lots of videos on their 
websites.
Those videos come with embed codes. z

Something else really stood out to me, and it really 
isn’t a dental issue. It’s a corporate PR strategy issue. 
In the survey on which the report was based, only 15 
percent of the PR folks at these corporations said they 
think their corporate newsroom meets the media’s 
needs.

So only 15 percent believe that the part of their 
website meant to serve the media actually does what 
it’s meant to do. THEN WHY AREN’T THEY FIXING IT?

Fortunately, most dental offices are small and nimble. 
Now you know that you’re more likely to get coverage 
if you include images and videos (including embed 
codes) in press releases and putting images and 
video on your website. You can make this change 
immediately if you need to.

Are You Dooming Your 
Marketing Before It Begins?
You may be killing your own marketing efforts  – if 
you haven’t answered three key questions.

Potential clients call me all the time interested in 
doing business with us because they say that their 
current marketing isn’t working. Rarely is the answer 
as obvious as they aren’t putting in enough money or 
they don’t have a web presence.
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