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Standing out is critical to 
reaching new patients
In an article last month, I wrote about how attracting 
patients is like playing darts. But there are two parts 
to it: There’s hitting the bull’s-eye of the patients you 
want, and then there is attracting them. So you can 
identify the patients you want through:

financial demographics z
age demographics z
location z
problems that you can solve z

But what about the part where those ideal patients 
want to come to YOU?

Pick a city and you’ll be able to find at least a dozen 
dentists using one of the six Big We’s:

“We have the best cosmetic dentist.” z
“We practice pain free dentistry.” z
“We offer free x-rays to all new patients.” z
“We can take care of your whole family.” z
“We are your hometown dentist.” z
“We can do all your dental work in our office.” z

You Have to Set Yourself Apart
The problem for many dentists is they expect their 
patients to know they are the best choice while not 
differentiating themselves as the obvious choice.  

They camouflage themselves among their  z
competition with “me too” messaging.
When patients are trying to decide, they all look the  z
same.  
So patients keep looking for something that stands  z
out.

If you want to attract the cases and patients that YOU 
want, your patients must see you as different. 

But how do you stand out? 

By being the expert in the field! There are numerous 
ways to do that, some of which I have covered before. 

You can also hit us up on our website and see plenty 
of information on how to do that.

You’ve got to tout what makes you different, and the 
biggest difference is you can solve their problems.

Get Rid of the Price Objection 
Once and for All
If I could get you every patient you want every time, 
but you have to pay me $10 million, would you sign 
up?

If you’re like most, you’d say, “No, the price is too 
high.” There are some obvious problems:

Can you raise that much money up front? Probably,  z
though it might be difficult.
How many years would it take to recoup that  z
money? Probably not the rest of your working life if 
you get every patient you want, so you’d ultimately 
come out ahead.
Most importantly, can I REALLY deliver on that  z
commitment? Let’s assume I can. 
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Colin Receveur speaks at Excellence in Dentistry’s 
23rd Annual Spring Break Seminar in Destin, Fla. 
Dentists should focus on the needs of their patients, 
not what they have to offer, if they want to attract 
more and better patients, was the message Colin 
gave the group of more than 300 at the annual 
continuing education conference.

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
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But your objection isn’t really the $10 million. Let me 
say it again, the $10 million is NOT the issue.

For certain things, you would do whatever it took 
to raise $10 million: world peace, for instance. Or 
immortality. So for certain things, $10 million would 
be a GREAT deal.

Price Isn’t Really the Issue
Therefore it’s not the COST that’s the issue, it’s the 
VALUE. Is what you are getting in return worth the 
cost?

Patients see this too. For some of them, telling them 
they need $50,000 worth of dental work might as well 
be $1 billion. These are not your target patients.

I’m talking about those who could spend $50,000, 
even with a little pain, for the right reason. Your job is 
to show them why their teeth are worth it.

Here are three things to do and NOT do when 
confronted with the price objection.

1. Remember the reason for your pricing. You 
have overhead, loans to repay and a standard of 
living for your family.

Don’t immediately start negotiating price, as that  z
lowers the VALUE of your services.
They are not buying your costs to do the procedure,  z
they are buying the VALUE of the end result.
Show them the VALUE that only you can deliver. z
In case you’re not hearing it, emphasize the VALUE  z
of not being embarrassed of their smile, not having 
dental pain and not having to give up the foods 
they love.

2. Remind the customer of the cost of the status quo.

There are tangible benefits of having the work  z
done you suggest.
Remind them that their self-confidence, happiness  z
and alleviation of pain have, you guessed it, VALUE. 
What are they worth in terms of dollars?
Remind them of the health benefits. Those have  z
very tangible financial effects, and therefore 
increase the VALUE.

3. Finally, point out the risks of inaction.
Going back to our article series on persuasion, loss  z
is a strong persuader.
Don’t be afraid to tell the patient what will happen  z
if they DON’T do the procedure.
Don’t be afraid to tell the patient what will happen  z
if they choose the WRONG dentist.
Don’t be afraid to tell the patient that their  z
happiness and satisfaction has VALUE.

Now, will this get every client to do every procedure? 
No. Sometimes people don’t act in their own self-
interest.

If you want to know how to get every patient you 
want, send me a check for $10 million and I’ll get back 
to you.

3 Scientifically Proven 
Reasons to Ask
Asking your patients to put out big money, especially 
if you’re not sure they can afford it, for services can 
be intimidating. But I’m going to give you three 
scientifically proven reasons they are more likely to 
say yes than you think. 

    “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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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

I have focused on my “shorter-term cosmetic ortho” 
with the intense marketing of the trademark High 
Speed Braces. I took a successful radio ad for veneers 
and tweaked it a number of times to provide years 
and years of new patients. It was so effective that 
a couple of orthodontists were almost driven to 
insanity. 

One of my tips for micro-niching is to have a niche-
specific website that is branded to the ONE THING 
you want to really stand out for. So, for me, the blend 
of cosmetic dentistry and orthodontics was perfect. 

I have become a strong advocate for this kind of 
treatment and even lobby the dental association 
for freedom to advertise (a few orthodontists don’t 
agree with short-term orthodontics (STO) in my 
area). They can’t kill me easily – I just launched an 
alternative dental association to lobby against their 
prehistoric bylaws that are being used to control 
competition.

The smart orthodontist sees that half of my 
consultations end up being referred to him, and 
he is actually disappointed when I turn down my 
marketing jets and take holidays. Our practice is 
ranked #2 or #3 with the orthodontist’s referrals and 
we were just voted #1 in a recent newspaper poll, so 
we must be doing something right.

It can be a win-win-win.

Yar Zuk is a recognized dental marketing expert 
and practicing dentist. He has a number of books 
on dental marketing and has been featured 
globally as “the guy who bought John Lennon’s 
tooth.” Colin & Yar have collaborated on a number 
of projects to help dentists succeed.
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I want to tell you about what sociologists call the 
Matthew Effect.

Sociologist Robert K. Merton in 1968 originally was 
describing how the most famous researchers and 
scientists get credit when equally deserving but less 
well-known underlings actually do the discovering.

It takes its name from a verse in the biblical Gospel 
of Matthew 25:29, pertaining to Jesus’ parable of the 
talents:

“To those who use well what they are given, even 
more will be given, and they will have an abundance. 
But from those who do nothing, even what little they 
have will be taken away.”

You don’t have to be Christian to see the truth in the 
idea that it is those who are successful who are most 
likely to be given the kinds of special opportunities 
that lead to further success. 

Right now is one of those opportunities for you.

One common characteristic of winners is that they 
take action when presented with an opportunity that 
is right for them.

I’ve recently written a book called “How to Attract 
More Patients in the Next Six Months Than In the Past 
6 Years,” and it could transform the future of your 
practice.

And while it could do that for just about any dentist 
out there, frankly, most just don’t have what it takes 
to see this through.

This strategy requires a “get it done” type of 
personality, a commitment to getting to the goal. I 
love “doers,” for dentists who see an opportunity and 
reach out and grab it. 

Over the years, I’ve found that SINGLE trait is a pretty 
good clue about who has big potential for success.

So here’s what I’m going to do: I’ll cover the cost of 
the book ... you cover the $4.97 cost of shipping.

Why don’t I just pay for that too? I’m looking for 
dentists who are willing to have skin in the game. I’m 
looking for those who know there’s no such thing as 
a free lunch ... ever.

If you’re interested, go to 
www.MoreAndBetterPatients.com.

I want to address one of the hardest things in all of 
sales: asking for the sale! You might think that is an 
odd topic for this newsletter, but in the end, if you 
want to perform lucrative procedures, you have to 
tell the patient the cost, right?

None of you got into dentistry for the sales side. Most 
likely you wanted to help people. There can be no 
mistake that sales is the business side of your dental 
business. But many doctors feel a little shady about 
the selling aspect.

Research Says Prospects Are More Likely to 
Say Yes Than No
Don’t, because research shows that your patients 
don’t. Here are three research-based reason to 
assume your patients will say yes.

Psychologists have conducted studies looking at 
many different requests including soliciting charitable 
donations, borrowing a stranger’s phone and asking 
people to fill out lengthy questionnaires. 

In each case study participants were first asked to 
predict the likelihood that the people they asked 
would agree to their request.

In most cases they underestimate their success rate 
by around half.

So they not only underestimated people’s willingness 
to help, they BADLY underestimated.

The corresponding classic sales adage is not to spend 
your customer’s money. They are more likely to buy 
than you think.

Can You Do Me a Favor?
The second example is research that shows that if you 
add the words “Can you do me a favor,” you are more 
likely to get what you want than if you don’t say it.

Of course you wouldn’t say, “Can you do me a favor 
and pay $10,000 for these veneers?”

But you can say, “Can you do me a favor and think 
about how much better your life will be when you 
can enjoy your food again?”

Embarrassment is Temporary, Regret is 
Long-term
Finally, you may feel a sense of embarrassment and 
guilt over asking your hard-working patients to pay 
upwards of $50,000 for a new smile. But here are two 
things to remember:

You are asking them to pay for the results, which are  z
priceless – not your time, skill and material (which, 
of course, have value, too).
Research shows that your pain or embarrassment is  z
acute but temporary. However, the same research 
shows that REGRET from not asking is dull and 
longer-lasting.

So, don’t be afraid or embarrassed to tell patients 
what they need, why they need it and what it costs. 
Then be surprised if they say no, not when they say 
yes.

Now I Can Say I Told You So 
About Facebook 
Facebook turned 10 years old earlier this year. I really 
admire Mark Zuckerberg and how he turned his vision 
into a $100 billion enterprise. As business owners, I 
think we all can appreciate what the guy has done.

In just 10 years, Facebook has 1.23 billion (yes, with a 
“b”) users, including 57 percent of the US population.

   I’m super pleased to say our 
website and SEO has worked 
very well just as you said it would 
and we look forward to our 
mobile apps and some other 
subsequent marketing tools and 
ideas that you have.

You guys really ‘have it together’ from getting my 
website going to all the videos you filmed both in 
your studio and here in our office. They are very well 
professionally done!

- Dr. Randy Schmidt
Valparaiso, IN
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As discussed recently in Mike Barr’s blog, The Dental 
Warrior, micro-niching can be very effective in 
dentistry. As a group practice owner, I noticed all of 
our dental partners have naturally gravitated toward 
different areas of dentistry.

As a whole we benefit from a high new patient flow 
and, when people have specific requests, we tend 
to divert them for their first appointment but this 
doesn’t always happen.

As an example, a number of our dentists offer 
sedation, but I don’t. A patient may come in for a 

new patient examination and rate their fear as a 
nine out of 10 – not my kind of patient. So I simply 
offer a treatment plan and tell them we will book 
a consultation with our resident sedation guy to 
discuss how to make the treatment comfortable (and 
reconfirm they agree with my suggestions, which 
often give up on borderline salvageable teeth). 

Our “Toothache Guy” marketing has branded us as 
a place to go for pain, and naturally many of these 
people wait until the last minute and come in with 
many issues. 

Micro-Niches in Dentistry 
By Yar Zuk
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The average sales cycle has increased 22 
percent in the past five years due to the number 
of decision-makers involved in the process.
Implant and complicated dentistry isn’t cheap and 
it is often a family decision. But what is a person’s 
happiness and self-confidence worth?
That is what you are really providing. All on Four 
dental implants, full mouth reconstructions, crowns, 
veneers, all of those are tools for delivering what a 
person really wants. Your business is not providing 
implants or cosmetic improvements. No, your 
business is providing people smiles by WHATEVER 
means that they can be proud of. 
You are selling the smile, not the means.
79 percent of marketing leads never convert 
into sales due to lack of lead nurturing.
But that number goes way down when you capture 
contact information with free reports and books, and 
follow-up emails. That’s because you can then drip 
market a continual stream of communication to turn 
potential patients into those who pay, stay and refer.
Getting complex, lucrative dental cases doesn’t 
happen by accident. But stick with us and we’ll help 
you reach your professional and financial goals.

Surprising Statistics Show 
Pay-Per-Click Retargeting 
Advertising Isn’t a Great Deal
Did you know that pay-per-click advertising can 
be targeted exclusively to people who have visited 
your website? These are people who have already 
demonstrated an interest in your products and 
services, and the process of showing them ads from a 
site they have already visited is called “retargeting.” 

Most first-time visitors to a website leave without 
setting an appointment. One visit to your website is 
usually not enough to close the deal. 

A PPC retargeting campaign lets you segment past 
site visitors and deliver relevant ads based on the 
actions people have taken on your site. On paper 
this sounds great, right? This seems like it would be a 
really good deal.

And Facebook is valuable for you as a dentist – to reach 
your existing customers. Social media is important for 
building brand awareness; connecting with patients 
and prospects; and sharing your blogs, articles, videos 
and other content as part of your SEO campaign. 
But if you still think you can achieve your business 
goals by pouring time and money into Facebook – 
paid or unpaid – you’re behind the times.
According to the Pew Internet & American Life Project, 
there is growing Facebook fatigue. More than a third 
of users don’t like people oversharing information or 
Facebook’s pressure to do so. Only 10 percent of users 
update their status daily, while 25 percent NEVER 
update their status.
So while it is OK to use Facebook to stay in contact 
with your patients and maybe even attract a few new 
ones, Facebook is NOT a marketing plan as some 
would have you believe.
But don’t take my word for it. If you’re relying on 
Facebook to market your practice, you have to read 
the Time article called, “The Free Marketing Gravy 
Train is Over on Facebook.”
As the report says, posting on Facebook reaches only 
6 percent of people that follow your Facebook page. 
And that’s of the people who WANT TO FOLLOW 
YOUR PAGE! What’s more, that number is about to 
drop to 1 percent or 2 percent. 
We’ve been telling our docs for the last five or more 
years that Facebook is not the way to attract more 
patients effectively. So now that “the free marketing 
gravy train is over on Facebook,” as Time says, our 
clients will STILL BE REACHING prospective patients 
in 2014. 
The only people making money on Facebook now 
are Facebook employees. 
If you want to see how you can attract the patients YOU 
want, go to www.MoreandBetterPatients.com and 
get a copy of my book that lays out a COMPLETE WEB 
MARKETING PLAN that doesn’t rely on Facebook.

3 Numbers That Will Lead to 
More and Better Patients
I recently saw three numbers related to sales, and it 
was very clear to me that they have implications for 

After all, these are people who have already shown 
an interest in you and what you do.

In a way, it is even like drip marketing in that it keeps 
your name in front of them.

But my verdict is: Don’t believe the hype.
First, you’d better have a dynamic PPC ad campaign 
to get noticed among the myriad other ads people 
are flooded with. The average person is served more 
than 1,700 banner ads per month. You are more likely 
to survive a plane crash (statistically) than to click 
through on a banner ad.
Second, online ads are notoriously unreliable.
An “average” display ad campaign will generally get a 
click-through rate of .05%-0.1%. That’s right, for every 
1,000 times an ad pops up, someone clicks it once.
Retargeting is FAR more successful – twice as 
successful on average at about 0.2%. That is still only 
two clicks for every 1,000 impressions. Those numbers 
are hardly overwhelming.
So like with most other things, there may be a place 
for retargeted PPC ads in your marketing campaign. 
But it likely is a very small place.

Become One of the Rich Who 
Get Richer
I want to use a Biblical principle to help you get 
more and better patients. I’m going to tell you why 
handsome guys get beautiful girls, smart kids get 
all the attention and successful dentists get the best 
patients – in short, I’m going to explain why the rich 
get richer.

      I know just enough about 
marketing to be somewhat 
dangerous.

I really wanted a website where 
we could get some results and 
get some people to respond to 

our web marketing. Obviously we 
could see all of the value you brought to us.

- Dr. Sean Tarpenning
Eau Claire, WI

dentists as well, especially for complex and implant 
dentistry. They are:

70 percent of the buying process in a complex 
sale is already complete before a potential 
customer is ready to engage with a salesperson.

So in the case of dentistry, a potential client is 70 
percent sure whether he or she is going to see a 
dentist about his or her problem, whether that is 
missing teeth, trouble chewing, denture problems or 
whatever. It’s not just about whether that patient is 
going to see YOU, but rather whether they are going 
to see ANYONE.

That’s why you must dominate Google and have a 
great website that includes video. You want potential 
patients to believe that you are the expert in the field 
and the right choice to solve their problems.

If you can provide the patient with information that 
helps them identify solutions to whatever is bothering 
them, then they are more likely to choose you to 
provide the solution.

     “Very few dental websites 
actually generate new 
patients.”

You know we see this a lot 
when we talk to dentists all 
around the country: they 
put their dental website 

together ten or twelve years 
ago, whatever it was, and then time gets by and 
you don’t update it. They begin to look dated and 
people notice that when they go to your dental 
website and look at it. I guess there’s good news and 
bad news in that. If they’re still going to your dental 
website and you haven’t done anything to it in a lot 
of years that’s a problem. Very few dental websites 
actually generate business for the dentist, and that’s 
the kind of thing that Colin and SmartBox are able 
to accomplish for your dental practice.

- Dr. Michael Abernathy
Founder Summit Practice Solutions
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