
Edition 59  |  June 2015
Edition 59  |  June 2015

$97 monthly

What You Must Know About 
SEO

Let’s look at this like a primer on SEO, and we’ll start at 
the top.

1. What is SEO?

Search engine optimization means using certain 
words on your website that your prospects are 
searching for, or links that direct to your website from 
other websites, so that your name appears higher on 
the results page from search engines.

2. How do search engines know what is on your 
page?

Now we’re getting into some heavy-duty computer 
science. But to put it most simply, search engines 
have programs, we’ll call them spiders, that scan every 
site on the Internet. This is called crawling. They pull 
information off the site to be indexed in the search 
engine. But they don’t pull all the information, only 
what their programming tells them is important.

3. How does this affect my ranking on search 
engine results?

Google uses a complicated formula (which it doesn’t 
share) to calculate where you rank on a search page. 
But part of that formula is an algorithm based on 
certain keywords or keyword strings on your site. For 
instance, if your website uses the term “Indianapolis 
pain-free dentist” a lot, then there is a higher likelihood 
that your site will come up higher in the results when 
someone searches “Indianapolis pain-free dentist.”

4. Why don’t I just list all my keywords 1,000 
times on one of my web pages?

People used to do that! But Google got wise to that 
keyword stuffing and now its algorithm looks for that. 
So the best thing you can do is write quality content 
that includes the words and phrases your patients 
look for most often.

5. Besides my website, how can I use SEO?

Besides crawling your website looking for keywords, 
Google spiders also are indexing other sites that 
mention you or have a hyperlink back to your site. This 
also increases your ranking in search results. Being 
mentioned on some sites get you better results than 
others. That is why we encourage our clients to get 
news coverage when they can (media sites have high 
SEO value). We also encourage our clients to cross-
promote on other sites whenever possible.

How to Win Big at SEO

Research shows us that SEO leads have about a 15% 
close rate, while outbound leads (such as direct mail or 
print advertising) have a close rate closer to 2 percent. 
If you want to find out how to maximize your SEO 
efforts, keep reading.

For those who have been involved in SEO a while, you 
might remember that meta descriptions were very 
important once upon a time. Meta descriptions used 
to set for each web page what search engine spiders 
would index on the page.

That is not the case anymore, as search engines spiders 
crawl the whole page now. But meta descriptions are 
still important, as that is the information that shows up 
as a summary on a search engine results page.

You may also want to know when will you start seeing 
results. Unfortunately, SEO marketing doesn’t happen 
overnight. That is why we offer SEO along with other 
types of marketing.

It also depends on how often people are visiting your 
site, how long they stay, how often they click links 
from other sites to your site, how often they mention 
you on social media, and on and on and on.

It can take a few months for Google’s spiders to index 
your site and all the mentions about you across the 
Internet.
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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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It is so complicated that there are companies that 
focus exclusively on SEO marketing. SEO marketing is 
a long-term investment to get to the top of the search 
results page and a lot of nurturing to keep it there.

You do not have to write code to do SEO, but there 
are some higher-level SEO things that require coding. 
There are ways to see which pages search engines have 
indexed and ways to give search engines information 
about the pages you want indexed and crawled.

If that has your head spinning, don’t worry. Here is 
what you really want to know:

Yes, you need someone to help you with your SEO.

As a dentist, your time is not best spent managing 
your SEO.

Just as you wouldn’t answer your own phones or 
handle your own billing, you should stick to what you 
do best and leave complicated aspects of marketing 
like SEO to people who specialize in it.

4 Tips to Stronger Email 
Conversions

You can’t just assume because someone has agreed 
to let you email them that they are actually going to 
read your emails. You are competing with the entire 
rest of the world for that prospect’s time.

So what are you going to do to get noticed.

Here are four tips for making your emails more 
readable.

1. Nail the subject line. Studies show that the first two 
words are the most important in a subject line. Make 
them strong and catchy. Words like surprising, strange, 
solutions, tips, effortless, easy, critical and important 
are definite eye-catchers.

2. Load the top. Put your most important information 
before the person has to scroll just to make sure they 
get it in case they leave the page. This is where you 
should address their pain or problem to hook them 
into reading more. Plus research shows that 69 percent 
of people who read at work are doing so through their 
Outlook Preview Pane.

3. Write for scanners. That means using subheadlines, 
bulleted lists and typographical changes like bold 
and all caps to emphasize your key points. Someone 
should be able to scan only the highlighted parts and 
get the message.

4. Finally, keep your paragraphs short and remember 
that not everyone for whom you write has high 
literacy. Prefer small words to long, and simple phrases 
to complex ones. Look online for free websites that 
can tell you the complexity of your writing and try to 
keep it around 9th grade.

Know Your Role for Your Sized 
Business

Infusionsoft is a company that we use, learn from, 
and admire. It has helped literally tens of thousands 
of small- and medium-sized businesses succeed, 
including SmartBox Web Marketing and our clients. 

Here is some advice from Infusionsoft Vice President 
Clate Mask. It’s about how your role as owner changes 
as your company gets bigger. Where do you find 
yourself in this list?

1. The first level of business is the “solepreneur.” 
Of the 27 million small businesses in this country, 22 
million have one employee and bring in $100,000 or 
less in annual sales. The biggest factor for success in 
this level is time. The owner has to handle every part 
of the business. To be successful, the solepreneur must 
devote most of his or her time to making the business 
grow.

2. The next level is the partnership. Here the 
solepreneur adds two or three employees and sales 
are somewhere between $100,000 and $300,000. 

This stage may include bringing on a partner. Clate 
warns that finding the right partner is key. The business 
owner needs to find a partner with strengths in areas 
where he or she is weak, such as finances or people 
management. At this stage, sales are the main key to 
success.
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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

But according to research presented by Influence 
at Work, when you present certain information can 
be the difference in whether the person accepts or 
declines the work.

Influence at Work is the company of Dr. Robert Cialdini, 
the author of the highly influential book Influence.

Here’s what they found and how it relates to dentists:

Say you want to offer a patient a well-advertised, 
popular product like Lumineers or Invisalign. 
According to research, if the patient already has a 
favorable impression of the product, you should 
present favorable product information (like its price or 
the name of the brand) BEFORE showing him or her 
what he or she would look like with a changed smile.

However, if the patients has a neutral or negative 
impression of the product, you should give them 
product information AFTER showing them what they 
would look like.

In short, positive information helps them like what their 
smile would look like more, but negative information 
presented before showing it to them makes them like 
their potential smile less

Conversely, seeing what their smile would look like 
makes them less concerned about their negative 
perceptions. But presenting positive information 
afterward actually makes people like their potential 
smile LESS.

So what do we take away from this? You have to talk to 
your patients, feel them out for what they know and 
what are their perceptions about possible solutions. 
Then you can make the best decision about when to 
present specific information about specific treatments.



|   www.SmartBoxWebMarketing.com Edition 59  |  June 2015

As owner of the business, you have to emphasize 
selling your products and services.

3. The next stage is a steady operation. Now you’re 
in your groove along with nearly 2 million other 
businesses. You may have four to 10 employees and 
annual sales of $300,000 to $1 million.

The biggest keys to success at this stage are marketing 
and customer service. Marketing will bring in new 
customers and increase sales. Customer service will 
keep customers coming back and referring you to 
others.

4. Beyond that is the local success story. About 
700,000 businesses in the US fall into this category. 
These are operations of 11-20 people with $1 million 
to $3 million in sales.

At this stage, the owner must focus on setting a vision 
for the company. He or she may not be able to hire 
every new person and make every decision, and he 
or she must be able to support the people who are 
hired to do so. The owner needs to look at the big 
picture and put processes in place so that the right 
people make the right decisions to keep the company 
growing.

5. Finally, the managed organization. Here your 
company has between 21 and 50 people and up to 
$10 million in sales. For a dentist, you are really doing 
well if you are at this stage and congratulations. You 
are one of only about 300,000 businesses in the whole 
country doing this well.

Here, you need to focus on company culture. As Clate 
says, “Culture is what holds managed organizations 
together. Culture attracts the right people, ejects the 
wrong ones and ultimately guides a company’s path 
to success.” You must establish core values and a 
mission that will cause employees to either buy in or 
ship out.

Clate deals with lots of different companies and this 
is not specifically for dentists. But as you grow and 
succeed, it is important for you to understand that 
your role on the business side of your practice will 
have to change.

We want to help you be part of that growth. 

Your Patients Don’t Care  
for Alphabet Soup

If you’re one of those dentists who needs to put a string 
of letters after his name giving your credentials, you 
may be hurting your practice by doing so. Potential 
patients don’t care about your bona fides.

Congratulations if you have achieved continuing 
education certifications. It takes a lot of hard work and 
time, and you should be proud of yourself.

But do yourself a favor and stop putting initials from 
each of those organizations or recognitions after your 
name when reaching out to potential patients. You 
know the only initials that matter to potential patients: 
D and R.

That’s right, doctor.

The average person has no idea of the difference even 
between DDS and DMD. What makes you think any 
assortment of letters after your name increases your 
credibility?

This is a perfect example of dentists marketing for 
other dentists. Unless you are trying to reach all the 
dentists in your community to do their dental work, 
putting a string of letters behind your name is falling 
on blind eyes.

So what, you might ask, is the problem with putting 
them there?

The problem is that it by putting them there, you 
THINK you are establishing credibility and don’t do 
the things that really establish credibility. So instead 
of advertising that you recently completed a rigorous 
process that includes continuing education for the rest 
of your professional life, you simple put “AACD” after 
you name.

As if patients know what AACD is or will bother to look 
it up!

Now let’s be clear: no one is saying you should not 
attend CE or seek advanced certifications. Quite the 
contrary: the more credentials you have, the more 
marketable you are.
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This is bad. Really, really bad. After all, this is what the 
dentist is there to do. Nobody wants to go to a dentist 
who won’t solve their problem but still charges them.

Now, of course not all this is the dentists’ fault. Some of 
these patients were likely nitpickers. Others may not 
have been happy with the results relative to the price. 
But the public never hears or considers those reasons. 
They are left to believe that the reviewed dentist 
simply did a bad job.

This is one of the places where having an overwhelming 
number of positive reviews is your saving grace. We 
work with our clients to boost their numbers of good 
reviews to help offset any negative ones.

3. Patients were billed incorrectly.

Forty-two percent of negative Yelp reviews were 
caused by bills for procedures covered by insurance, 
bills for incomplete procedures and being billed a 
different price than they were quoted.

Again, this is out of your hands. This is an internal 
communication issue between you and your office staff.

Despite a large percentage of complaints, this 
probably isn’t a make-or-break problem for most 
potential patients if they saw this among your reviews.

Not like the number 1 and 2 reasons.

2. Long wait time.

Forty-two percent of negative Yelp reviews 
complained of waiting an hour or more. This is a 
practice-management issue that you have to work out 
with your staff. Are they scheduling you too frequently? 
Are you underestimating how long consults and 
procedures will take?

It is up to you and your office staff to resolve why you have 
some many patients waiting so long. If you don’t it will 
resolve itself when patients get fed up and stop coming. 

1. Diagnosed with unnecessary treatment.

Fifty-five percent of Yelp complaints said a second 
opinion disputed the need for an extensive treatment 
suggested by the original dentist.

Let’s get the obvious out of the way: any dentist 
who would unethically suggest a procedure that a 
patient doesn’t need gets what he deserves by way of 
negative Yelp reviews.

Now, let’s talk about what happens when these are 
unfair reviews. More than likely, most of these were 
simply a difference of opinion between two well-
meaning dentists. But again, the perception in the 
community is that the reviewed dentist was doing 
something unethical.

Here is another example of why having an 
overwhelming number of positive reviews is 
important. You cannot respond to every negative 
review, nor should you, with facts about each patient. 
You have to let your satisfied patients defend you.

Patients’  Preconceived 
Notions Affect Case 
Acceptance

Many dentists are squeamish about the sales side of 
dentistry, especially when it comes to offering elective 
procedures like whitening, veneers, etc. And it can be 
hard to ask someone for $10,000 or $15,000 a jaw even 
when they badly need a full mouth reconstruction.

    “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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But stop relying letters after your name to tell the story 
of your qualifications. It’s not that easy. You have to tell 
the BENEFITS of those letters to prospective patients.
How can you serve them BETTER than someone 
without that training? 

That’s what you have to answer. Otherwise those 
prospects could choose a less-qualified dentist and 
not even realize it.

Here is one final thought: some dentists seem to think 
that because they have LVI or any other combination 
of letters after their name that they are entitled to 
more patients than the kid who just graduated dental 
school down the street.

To be blunt: You may be more qualified, but you 
aren’t entitled to any more patients. You’ll get as many 
patients as you earn.

And if that kid down the street is out promoting himself 
and his credentials while you count on a row of letters 
after your name to do it for you, your qualifications 
won’t do you one bit of good.

10 Reasons Your Patients  
are Complaining Publicly

Last year, the folks at the Dental Anywhere blog 
surveyed 2,200 Yelp reviews at 100 Southern California 
dental offices.

For those of you not familiar, Yelp is a review website 
where people can rate various businesses on a 1 to 
5 scale. It’s extremely popular in Southern California; 
here in Southern Indiana, not so much.

But this study gives us a good idea of the issues 
patients have with their dentists. It also is important 
because of Yelp’s reach.

According to the Boston Consulting Group, 90% of 
locals said positive ratings influence their decision to 
visit or buy from a business, and 72% said they trust 
online reviews as much as recommendations from 
their friends and family.

This is word-of-mouth advertising in the Internet age.

The folks at Dental Anywhere compiled a list of the top 
10 complaints people have with their dentist. They are:

10.  Lack of consent.
Ten percent of Yelp reviews complained of procedures 
scheduled, started or billed without an explanation 
or giving consent. Is this an issue of buyer’s remorse 
on the part of patients or are there some dentists out 
there trying to squeeze patients for more money?
A big part of this is probably simple miscommunication. 
The doc and patient weren’t on the same page about 
the procedure.
Having a good prospect-education program that 
includes free reports, books and seminars would be 
a good way to reduce this number. That way more 
pre-qualified patients are coming to see you already 
educated about solutions to their dental problems.

9. New patient appointments.
Eleven percent of Yelp reviews complained that they 
were unaware that the new patient appointment/
consultation did not include a cleaning, and that they 
would have to return (miss more work) to have that 
done.

      “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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This sounds like an expectation issue. However those 
new patients made that appointment, whether online 
or by calling a receptionist, that patient thought they 
were getting a service that wasn’t included.

What can be done?

Well, your website can make it clear what will happen 
during a new patient consult. And your scheduler can 
be sure to tell anyone who calls for the new patient 
appointment that the first visit is just a consult and 
not a cleaning, which will be scheduled following the 
initial appointment.

This is, of course, if a dentist doesn’t want to change 
his or her policy and start including a cleaning in that 
initial visit.

8. Aggressive sales pitches.

Seeing that makes some of you really twitchy. You 
already don’t like have to “sell” to customers and 
having them complain about it won’t make you feel 
any better.

Thirteen percent of Yelp reviews of three stars or less 
explicitly mentioned aggressive sales tactics such as 
upselling and being besieged by emails and sales calls.

Truthfully, this doesn’t make us happy either. This 
makes everyone, including those us on the marketing 
side, look bad.

But here is the same advice that we give our clients: 
only present legitimate options that could solve your 
patients’ needs. There is nothing unethical about 
telling a patient with crooked teeth that Invisalign or 
Six Month Smiles could solve that problem, and then 
giving them the benefits.

We use an automated marketing process that ensures 
the prospect or patient agrees to receive emails from 
our clients.

7. Rough touch/heavy-handed.

Ouch, literally. Sixteen percent of negative reviews 
said the dentist hurt them, adding to their dental fear.

That is bad, bad, bad.

Fear of pain is the number one reason people don’t 
visit the dentist. If you get a reputation as a rough 
dentist, attracting new patients with dental fear will 
be extremely difficult.

Perhaps these dentists should look into offering – and 
using – some forms of sedation.

These are two of the worst things that could be said 
about a dentist. Work hard not to have these said 
about you.

6. No billing transparency.

Sixteen percent of Yelp reviewers complained their bill 
wasn’t clear and they weren’t sure what services were 
being collected for.

This is likely a combination of problems and likely is 
not limited to the dental industry. Anybody who deals 
with insurance is probably going to have this problem.

The frustrating thing for you is this isn’t really 
something you can control. The paperwork from your 
office may or may not be clear, and you can’t control 
how savvy the patient is about reading bills.

5. No call backs.

This is a big no-no. Thirty-nine percent of those people 
who complained on Yelp did so because the dentist 
office never called them following initial contact.

Wait, what?

Sure, a smaller percentage of these people probably 
left bad contact info or weren’t clear on what they 
were looking for. But 39 percent? That’s ridiculously 
high. There simply is no excuse for this.

Again, this would be frustrating for the dentist, who 
can’t create staying, paying, and referring patients out 
of unreturned phone calls.

4. Work that had to be redone.

Thirty-nine percent of negative reviews dealt with 
procedures that had to be redone either by the original 
dentist or a new dentist. Adding insult to injury, most 
of the reviewers had to pay for the correction.
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not even realize it.

Here is one final thought: some dentists seem to think 
that because they have LVI or any other combination 
of letters after their name that they are entitled to 
more patients than the kid who just graduated dental 
school down the street.

To be blunt: You may be more qualified, but you 
aren’t entitled to any more patients. You’ll get as many 
patients as you earn.

And if that kid down the street is out promoting himself 
and his credentials while you count on a row of letters 
after your name to do it for you, your qualifications 
won’t do you one bit of good.

10 Reasons Your Patients  
are Complaining Publicly

Last year, the folks at the Dental Anywhere blog 
surveyed 2,200 Yelp reviews at 100 Southern California 
dental offices.

For those of you not familiar, Yelp is a review website 
where people can rate various businesses on a 1 to 
5 scale. It’s extremely popular in Southern California; 
here in Southern Indiana, not so much.

But this study gives us a good idea of the issues 
patients have with their dentists. It also is important 
because of Yelp’s reach.

According to the Boston Consulting Group, 90% of 
locals said positive ratings influence their decision to 
visit or buy from a business, and 72% said they trust 
online reviews as much as recommendations from 
their friends and family.

This is word-of-mouth advertising in the Internet age.

The folks at Dental Anywhere compiled a list of the top 
10 complaints people have with their dentist. They are:

10.  Lack of consent.
Ten percent of Yelp reviews complained of procedures 
scheduled, started or billed without an explanation 
or giving consent. Is this an issue of buyer’s remorse 
on the part of patients or are there some dentists out 
there trying to squeeze patients for more money?
A big part of this is probably simple miscommunication. 
The doc and patient weren’t on the same page about 
the procedure.
Having a good prospect-education program that 
includes free reports, books and seminars would be 
a good way to reduce this number. That way more 
pre-qualified patients are coming to see you already 
educated about solutions to their dental problems.

9. New patient appointments.
Eleven percent of Yelp reviews complained that they 
were unaware that the new patient appointment/
consultation did not include a cleaning, and that they 
would have to return (miss more work) to have that 
done.

      “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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This sounds like an expectation issue. However those 
new patients made that appointment, whether online 
or by calling a receptionist, that patient thought they 
were getting a service that wasn’t included.

What can be done?

Well, your website can make it clear what will happen 
during a new patient consult. And your scheduler can 
be sure to tell anyone who calls for the new patient 
appointment that the first visit is just a consult and 
not a cleaning, which will be scheduled following the 
initial appointment.

This is, of course, if a dentist doesn’t want to change 
his or her policy and start including a cleaning in that 
initial visit.

8. Aggressive sales pitches.

Seeing that makes some of you really twitchy. You 
already don’t like have to “sell” to customers and 
having them complain about it won’t make you feel 
any better.

Thirteen percent of Yelp reviews of three stars or less 
explicitly mentioned aggressive sales tactics such as 
upselling and being besieged by emails and sales calls.

Truthfully, this doesn’t make us happy either. This 
makes everyone, including those us on the marketing 
side, look bad.

But here is the same advice that we give our clients: 
only present legitimate options that could solve your 
patients’ needs. There is nothing unethical about 
telling a patient with crooked teeth that Invisalign or 
Six Month Smiles could solve that problem, and then 
giving them the benefits.

We use an automated marketing process that ensures 
the prospect or patient agrees to receive emails from 
our clients.

7. Rough touch/heavy-handed.

Ouch, literally. Sixteen percent of negative reviews 
said the dentist hurt them, adding to their dental fear.

That is bad, bad, bad.

Fear of pain is the number one reason people don’t 
visit the dentist. If you get a reputation as a rough 
dentist, attracting new patients with dental fear will 
be extremely difficult.

Perhaps these dentists should look into offering – and 
using – some forms of sedation.

These are two of the worst things that could be said 
about a dentist. Work hard not to have these said 
about you.

6. No billing transparency.

Sixteen percent of Yelp reviewers complained their bill 
wasn’t clear and they weren’t sure what services were 
being collected for.

This is likely a combination of problems and likely is 
not limited to the dental industry. Anybody who deals 
with insurance is probably going to have this problem.

The frustrating thing for you is this isn’t really 
something you can control. The paperwork from your 
office may or may not be clear, and you can’t control 
how savvy the patient is about reading bills.

5. No call backs.

This is a big no-no. Thirty-nine percent of those people 
who complained on Yelp did so because the dentist 
office never called them following initial contact.

Wait, what?

Sure, a smaller percentage of these people probably 
left bad contact info or weren’t clear on what they 
were looking for. But 39 percent? That’s ridiculously 
high. There simply is no excuse for this.

Again, this would be frustrating for the dentist, who 
can’t create staying, paying, and referring patients out 
of unreturned phone calls.

4. Work that had to be redone.

Thirty-nine percent of negative reviews dealt with 
procedures that had to be redone either by the original 
dentist or a new dentist. Adding insult to injury, most 
of the reviewers had to pay for the correction.
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As owner of the business, you have to emphasize 
selling your products and services.

3. The next stage is a steady operation. Now you’re 
in your groove along with nearly 2 million other 
businesses. You may have four to 10 employees and 
annual sales of $300,000 to $1 million.

The biggest keys to success at this stage are marketing 
and customer service. Marketing will bring in new 
customers and increase sales. Customer service will 
keep customers coming back and referring you to 
others.

4. Beyond that is the local success story. About 
700,000 businesses in the US fall into this category. 
These are operations of 11-20 people with $1 million 
to $3 million in sales.

At this stage, the owner must focus on setting a vision 
for the company. He or she may not be able to hire 
every new person and make every decision, and he 
or she must be able to support the people who are 
hired to do so. The owner needs to look at the big 
picture and put processes in place so that the right 
people make the right decisions to keep the company 
growing.

5. Finally, the managed organization. Here your 
company has between 21 and 50 people and up to 
$10 million in sales. For a dentist, you are really doing 
well if you are at this stage and congratulations. You 
are one of only about 300,000 businesses in the whole 
country doing this well.

Here, you need to focus on company culture. As Clate 
says, “Culture is what holds managed organizations 
together. Culture attracts the right people, ejects the 
wrong ones and ultimately guides a company’s path 
to success.” You must establish core values and a 
mission that will cause employees to either buy in or 
ship out.

Clate deals with lots of different companies and this 
is not specifically for dentists. But as you grow and 
succeed, it is important for you to understand that 
your role on the business side of your practice will 
have to change.

We want to help you be part of that growth. 

Your Patients Don’t Care  
for Alphabet Soup

If you’re one of those dentists who needs to put a string 
of letters after his name giving your credentials, you 
may be hurting your practice by doing so. Potential 
patients don’t care about your bona fides.

Congratulations if you have achieved continuing 
education certifications. It takes a lot of hard work and 
time, and you should be proud of yourself.

But do yourself a favor and stop putting initials from 
each of those organizations or recognitions after your 
name when reaching out to potential patients. You 
know the only initials that matter to potential patients: 
D and R.

That’s right, doctor.

The average person has no idea of the difference even 
between DDS and DMD. What makes you think any 
assortment of letters after your name increases your 
credibility?

This is a perfect example of dentists marketing for 
other dentists. Unless you are trying to reach all the 
dentists in your community to do their dental work, 
putting a string of letters behind your name is falling 
on blind eyes.

So what, you might ask, is the problem with putting 
them there?

The problem is that it by putting them there, you 
THINK you are establishing credibility and don’t do 
the things that really establish credibility. So instead 
of advertising that you recently completed a rigorous 
process that includes continuing education for the rest 
of your professional life, you simple put “AACD” after 
you name.

As if patients know what AACD is or will bother to look 
it up!

Now let’s be clear: no one is saying you should not 
attend CE or seek advanced certifications. Quite the 
contrary: the more credentials you have, the more 
marketable you are.
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This is bad. Really, really bad. After all, this is what the 
dentist is there to do. Nobody wants to go to a dentist 
who won’t solve their problem but still charges them.

Now, of course not all this is the dentists’ fault. Some of 
these patients were likely nitpickers. Others may not 
have been happy with the results relative to the price. 
But the public never hears or considers those reasons. 
They are left to believe that the reviewed dentist 
simply did a bad job.

This is one of the places where having an overwhelming 
number of positive reviews is your saving grace. We 
work with our clients to boost their numbers of good 
reviews to help offset any negative ones.

3. Patients were billed incorrectly.

Forty-two percent of negative Yelp reviews were 
caused by bills for procedures covered by insurance, 
bills for incomplete procedures and being billed a 
different price than they were quoted.

Again, this is out of your hands. This is an internal 
communication issue between you and your office staff.

Despite a large percentage of complaints, this 
probably isn’t a make-or-break problem for most 
potential patients if they saw this among your reviews.

Not like the number 1 and 2 reasons.

2. Long wait time.

Forty-two percent of negative Yelp reviews 
complained of waiting an hour or more. This is a 
practice-management issue that you have to work out 
with your staff. Are they scheduling you too frequently? 
Are you underestimating how long consults and 
procedures will take?

It is up to you and your office staff to resolve why you have 
some many patients waiting so long. If you don’t it will 
resolve itself when patients get fed up and stop coming. 

1. Diagnosed with unnecessary treatment.

Fifty-five percent of Yelp complaints said a second 
opinion disputed the need for an extensive treatment 
suggested by the original dentist.

Let’s get the obvious out of the way: any dentist 
who would unethically suggest a procedure that a 
patient doesn’t need gets what he deserves by way of 
negative Yelp reviews.

Now, let’s talk about what happens when these are 
unfair reviews. More than likely, most of these were 
simply a difference of opinion between two well-
meaning dentists. But again, the perception in the 
community is that the reviewed dentist was doing 
something unethical.

Here is another example of why having an 
overwhelming number of positive reviews is 
important. You cannot respond to every negative 
review, nor should you, with facts about each patient. 
You have to let your satisfied patients defend you.

Patients’  Preconceived 
Notions Affect Case 
Acceptance

Many dentists are squeamish about the sales side of 
dentistry, especially when it comes to offering elective 
procedures like whitening, veneers, etc. And it can be 
hard to ask someone for $10,000 or $15,000 a jaw even 
when they badly need a full mouth reconstruction.

    “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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It is so complicated that there are companies that 
focus exclusively on SEO marketing. SEO marketing is 
a long-term investment to get to the top of the search 
results page and a lot of nurturing to keep it there.

You do not have to write code to do SEO, but there 
are some higher-level SEO things that require coding. 
There are ways to see which pages search engines have 
indexed and ways to give search engines information 
about the pages you want indexed and crawled.

If that has your head spinning, don’t worry. Here is 
what you really want to know:

Yes, you need someone to help you with your SEO.

As a dentist, your time is not best spent managing 
your SEO.

Just as you wouldn’t answer your own phones or 
handle your own billing, you should stick to what you 
do best and leave complicated aspects of marketing 
like SEO to people who specialize in it.

4 Tips to Stronger Email 
Conversions

You can’t just assume because someone has agreed 
to let you email them that they are actually going to 
read your emails. You are competing with the entire 
rest of the world for that prospect’s time.

So what are you going to do to get noticed.

Here are four tips for making your emails more 
readable.

1. Nail the subject line. Studies show that the first two 
words are the most important in a subject line. Make 
them strong and catchy. Words like surprising, strange, 
solutions, tips, effortless, easy, critical and important 
are definite eye-catchers.

2. Load the top. Put your most important information 
before the person has to scroll just to make sure they 
get it in case they leave the page. This is where you 
should address their pain or problem to hook them 
into reading more. Plus research shows that 69 percent 
of people who read at work are doing so through their 
Outlook Preview Pane.

3. Write for scanners. That means using subheadlines, 
bulleted lists and typographical changes like bold 
and all caps to emphasize your key points. Someone 
should be able to scan only the highlighted parts and 
get the message.

4. Finally, keep your paragraphs short and remember 
that not everyone for whom you write has high 
literacy. Prefer small words to long, and simple phrases 
to complex ones. Look online for free websites that 
can tell you the complexity of your writing and try to 
keep it around 9th grade.

Know Your Role for Your Sized 
Business

Infusionsoft is a company that we use, learn from, 
and admire. It has helped literally tens of thousands 
of small- and medium-sized businesses succeed, 
including SmartBox Web Marketing and our clients. 

Here is some advice from Infusionsoft Vice President 
Clate Mask. It’s about how your role as owner changes 
as your company gets bigger. Where do you find 
yourself in this list?

1. The first level of business is the “solepreneur.” 
Of the 27 million small businesses in this country, 22 
million have one employee and bring in $100,000 or 
less in annual sales. The biggest factor for success in 
this level is time. The owner has to handle every part 
of the business. To be successful, the solepreneur must 
devote most of his or her time to making the business 
grow.

2. The next level is the partnership. Here the 
solepreneur adds two or three employees and sales 
are somewhere between $100,000 and $300,000. 

This stage may include bringing on a partner. Clate 
warns that finding the right partner is key. The business 
owner needs to find a partner with strengths in areas 
where he or she is weak, such as finances or people 
management. At this stage, sales are the main key to 
success.
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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

But according to research presented by Influence 
at Work, when you present certain information can 
be the difference in whether the person accepts or 
declines the work.

Influence at Work is the company of Dr. Robert Cialdini, 
the author of the highly influential book Influence.

Here’s what they found and how it relates to dentists:

Say you want to offer a patient a well-advertised, 
popular product like Lumineers or Invisalign. 
According to research, if the patient already has a 
favorable impression of the product, you should 
present favorable product information (like its price or 
the name of the brand) BEFORE showing him or her 
what he or she would look like with a changed smile.

However, if the patients has a neutral or negative 
impression of the product, you should give them 
product information AFTER showing them what they 
would look like.

In short, positive information helps them like what their 
smile would look like more, but negative information 
presented before showing it to them makes them like 
their potential smile less

Conversely, seeing what their smile would look like 
makes them less concerned about their negative 
perceptions. But presenting positive information 
afterward actually makes people like their potential 
smile LESS.

So what do we take away from this? You have to talk to 
your patients, feel them out for what they know and 
what are their perceptions about possible solutions. 
Then you can make the best decision about when to 
present specific information about specific treatments.


