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This Incredible Discovery 
Should Outrage You
One of the important things about your website is that 
it MUST have unique copy to get maximum search 
engine optimization, or SEO, value.

A few weeks ago, one of our copywriters was very 
embarrassed. He had gotten some info about a client’s 
practice from the client’s old website. When he wrote 
the report for the client, the client told him he didn’t 
do half of the procedures mentioned in the report – 
despite his former website saying he did!

To add insult to injury, our writer found the text on the 
old website to be the exact same as text on another of 
our client’s old website. And the clients were halfway 
across the country from each other!

These two clients had bought a package from a 
website design company, and they got a cookie-cutter 
template website. 

The websites LOOKED different, but the content was 
all the same. You know what having duplicate copy 
got them for search engine optimization? Bupkis!

That probably explains why they ended up having to 
call us because they weren’t getting any new patients 
from their website.

You see, having duplicate copy is a big no-no in the 
world of SEO. Not only does it not BOOST your SEO, but 
Google can even PENALIZE you for having duplicate 
copy.

So remember that what may seem like a good 
discount deal on the front end is just really a waste of 
money in the long run.

At SmartBox, all of our web page copy is unique to 
each client. Obviously many of our clients do the 
same procedures, and it would be very easy to use a 
template on dental implants, sedation or Invisalign.

But that wouldn’t get our clients to the top of any 
search pages, and it wouldn’t get them paying, staying 
and referring patients.

Before the end of this week, you should copy some 
of the text from your website and paste it into a 
Google search and see how many other dentists are 
using that exact wording. When some of you see the 
number of dentists using that same copy, you should 
be outraged.

5 Things You Do that Run Off 
Patients
If your office isn’t attracting the kind of patients YOU 
want, who do you blame? You might have to look at 
that person in the mirror

Is it the economy that keeps patients away? Are you in 
a bad location? Does your staff not make it a friendly 
environment? Is insurance ripping you off?

The answer to all of those questions could be yes.

But what about the decisions YOU make? Are there 
things YOU are doing that could be driving people 
away?

Here are 5 things that keep dentists from getting the 
patients they want:

1. You offer free and discounted services.

Sure, that is a good short-term ploy to get more 
patients into your office. But what kind of patients?

Patients who only care about costs. You think those 
patients are going to fund your retirement? They’re not.

And what does offering freebies and discounts say to 
patients who CAN pay? That your services aren’t worth 
much, that’s what.

2. You tell patients what is important to you 
as a dentist.

99.9 percent of your patient’s aren’t dentists. They 
don’t care where you went to school. They don’t 
care if you have a CT scanner. They don’t care in what 
journals you’ve been published.
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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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They don’t care about you – sorry. They want you to 
solve their problems – period.

3. You work four six-hour days a week. 

Success takes hard work. If you’re not attracting the 
right kind of patients with a high per-hour rate, you’d 
better be putting in the time to be a volume dentist. If 
you want to stand out, open before your competitors 
and close after they’ve quit for the day.There may 
come a day where you are so respected and sought-
after that you can work four days per week.

But you’ve got to earn that.

4. You expect solutions that come fast and 
come cheap.

There is no magic bullet to solve your problems, and 
the silver ones come at a price. It takes a combination 
of best practices in the right order to get more and 
better patients. And just as you have a skill that you 
expect to be paid for, so does anyone who is going to 
help you market that skill.

So when somebody comes to you with a “sweetheart” 
deal saying they will work for next to nothing, that’s 
also the results you’re going to get.

5. You think any of this is dependent on 
how good a dentist you are.

What separates you from the most successful dentists 
in the world? Are they so much more skillful than you? 
Can they see remedies for patients’ problems that you 
can’t see? Are they more skillful with dental tools?

Even if you answer yes to any or all of these, are they 
SO much better than you as to explain how much 
more successful they are? Probably not.

In fact, you are probably a better clinician than some 
dentists making 10 times your annual take-home. 
But they have been able to capitalize on initiative, 
opportunity, promotion AND skill.

Fix these five problems and you’ll run off fewer 
patients.

Receiving Gifts is Much Like 
Getting New Patients
How much better is it to get a surprise gift than to get 
something you asked for? After all, you got something 
you wanted in either case, right. But getting an 
unexpected gift that you love shows that someone 
put some thought into your gift.

They know you. They noticed something you said or 
did that made them think the gift was perfect for you. 
They did the work, and you reaped the benefit. They 
GAVE you a gift.

On the other hand, it is certainly nice to get something 
you asked for. But you really did the work of thinking 
of the gift. The giver, though generous, really just 
followed through on fulfilling your request. They may 
have had to pick a brand, color and type. But they 
didn’t come up with the idea. They GOT you a gift.

Bringing in more patients is a lot like that. Dentists 
drive patients away by offering discounts and free 
services. That is an example of “getting patients.” You 
convinced them to come in by giving up something of 
your own. You bribed them, in a manner of speaking.

So they have no loyalty to you. No trust. They’re just 
there for the freebies.

But when patients comes to you of their own volition, 
because they’ve met you or researched you or heard 
about you, that’s an entirely different matter. They’ve 
chosen you out of every other dentist they could have 
seen. They trust you. They respect you.

That’s the difference between “getting” patients and 
“attracting” patients.

A dentist who positions himself to “get” patients 
always has to find an incentive for prospects. He will 
churn through his rolls and always be chasing more, 
more, more.

A dentist who positions himself to “attract” patients 
has prospects who will do whatever it takes to have 
him as their dentist.

Do do you want to chase patients so you can be their 
dentist? Or do you want patients to choose you so you 
can be their dentist?
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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

other procedure is less expensive and will solve your 
problem” shows patients they can trust you (since 
you’ve cost yourself money in the short-term). 

Doing so also means you likely have a patient who 
will stay, pay and refer. And the “staying and referring” 
will both bring you more than you lost on the initial 
transaction.

So you really are gaining long-term revenue by taking 
less short-term. Of course, if the patient insists on 
using a shotgun to kill a fly on the more-expensive 
procedure, then so be it.

But you have ethically not oversold that patient despite 
his or her willingness to be oversold.

That is not to say tell someone they don’t need to 
whiten their teeth if they think they do, even if his or 
her teeth fall under normal color parameters.

You don’t give someone veneers to whiten their teeth 
when gel will do.

Don’t tell someone they don’t need to straighten their 
teeth if they think they do, even if you think their teeth 
are “straight enough.”

Don’t give someone Invisalign when Six Month Smiles 
will do.

In short, don’t dismiss their perceived problem. The 
patient is the expert in his or her SELF-perception. 
Don’t try to educate them about why your perspective 
is the right one. THEIR perspective on how they FEEL 
about their teeth is more important than whether 
your expertise says they need help.

Don’t unethically give a patient a procedure he or she 
doesn’t need.

And don’t dismiss someone’s self-perception about 
his or her own smile in favor of your own perception.
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3 Things Patients Want From 
You

Some dentist seem to believe that as soon as they 
open their doors, patients are going to start scheduling 
appointments.

As if these dentists are ENTITLED to patients.

Potential patients don’t care about you. They don’t 
care about helping you get more freedom. They don’t 
care about helping you get more financial stability. 
They don’t care about helping you sell or franchise 
your practice.

Those are the things YOU want.

Here are 3 things PATIENTS want:

1. They want a dentist who solves their 
problems.
Not somebody who is using them to solve their 
problem, which is a lack of enough income. We call 
these “pain points,” and we emphasize them on all of 
our clients’ websites. We talk right to the patient about 
his or her problems and how our clients can deliver 
solutions.

2. They want a dentist who will prescribe 
the best clinical solutions.
Not somebody trying to upsell additional products. 
Dentists prescribing treatments patients didn’t need 
was the number one complaint among patients who 
gave negative Yelp reviews.

3. They want a dentist who gives them time 
to consider their options, which can be a 
pretty big expense and an even bigger life 
event.
Not someone who will pressure them with limited-
time and decide-now-or-it-goes-away offers. If you 
can give that 15 percent discount today, you can give 
it when someone calls you next week.

It is unfair to tell someone they need major dental 
reconstruction, teeth pulled, surgery, etc., and then ask 
them to make a snap judgment on whether they want it.

And that’s to say nothing of spending 10, 15 or 20 
thousand dollars.

Sure, every sales method tells you that you lose a big 
percentage of customers if they walk out the door 
without buying or committing to buy. But you’ll get 
more case acceptance and less buyer’s remorse (and 
fewer Yelp complaints) if you don’t pressure patients 
into buying.

You Don’t Charge to Fix Teeth

You should be able to look right in the face of a blue 
collar factory worker and, without hesitation, say, “We 
can make that happen for only $20,000” and feel 
GREAT about it. 

For many dentists, the worst part of being a dentist 
is having to tell your patients how much a procedure 
will cost. In fact, many dentists have probably dumped 
that part off on a member of their staff. But you should 
not be embarrassed to charge a premium price for 
your services.

The first thing you have to understand is that you do 
not provide:

 z straighter teeth
 z whiter teeth
 z beautiful smiles
 z replacement teeth, or
 z sleep apnea appliances

Actually, you do PROVIDE those things, but you don’t 
SELL those things.

What you sell are results.
You are delivering:

 z the ability to smile with confidence
 z eat what you want
 z not be judged (unfavorably) because of your smile
 z and a happier, healthier life

So if someone balks at your price, ask them what those 
things are worth and how they are going to achieve 
them for less money. You provide things they will have 
and use every day – piece of mind and self-esteem.

In fact, what you are giving them is worth far MORE 
than you are charging them.
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Why Hard Work Isn’t All It’s 
Cracked Up To Be

The term “hard work” has lots of different meanings. 
You can work hard and get an intrinsic value for 
having done so. Carrying something heavy for your 
wife, building your own dog house or rebuilding a ’71 
Volkswagen bus from scrap parts are hard work.

But you’re not doing the labor to bring you monetary 
gain. They bring you happiness for a job well-done.

Is that what you want from your practice? Do you 
want to work hard, working 9- or 10-hour days six days 
a week and feel good that you did so?

Because if all you are doing is drill-and-fill dentistry 
that whole time, then feeling good that you worked 
hard is the only kind of reward you can expect to get.

If, on the other hand, you expect to be compensated 
for your hard work, then hard work is not its own 
reward.

Hard work is just hard work!

Unfortunately, most dentists are working too hard and 
getting too little in return. This why “working hard” 
and “working smart” are often contrasted with each 
other.

Take lumberjacks, for instance. One lumberjack uses 
an ax and one uses a chainsaw. They both are working 
hard, and they both feel like they get an honest day’s 
pay for an honest day’s work. But which one is working 
“smart”?

The chainsaw lumberjack, of course. He is using the 
better tool, getting more work accomplished in less 
time. He is more efficient, and can always fall back on 
using an ax if his chainsaw breaks.

The ax lumberjack is just working hard, and all he has 
to fall back on if his ax breaks is another ax.

If you are a dentist who is doing drill-and-fill dentistry 
40 hours or more a week, you are the lumberjack with 
the ax.

Profit by NOT Taking Your 
Patients’ Money

Think about the last time you took your car to the 
mechanic. Whether you know a little about cars, or 
you asked friends or researched the problem on the 
Internet, you probably had some idea of what was 
wrong.

It always impressive when a mechanic tells you it was a 
less expensive problem than you asked about.

Has that mechanic cost himself money? In the short-
term, yes. But in the long-term, he has kept you 
coming back and trusting that what he tells you is true.

What would have happened if you decided not to 
repair the car and took it to another mechanic who 
told you the cheaper problem? Think you would ever 
go back to the first mechanic?

Anyone who will cost himself money shows they want 
long-term business more than short-term profit.

There are ways you can put this into practice too. 
Reverse testimonials are a good example of this. Let 
patients say what their concerns were up front, because 
many of your potential patients are concerned about 
those same things:

 z price
 z pain
 z fear
 z was the procedure really necessary

By addressing negatives right up front, you show that 
you are willing to talk honestly, and that builds respect.

The same thing is true if a patient with terribly crooked 
teeth comes in wanting Invisalign because he is 
embarrassed by his smile but otherwise not having 
any bite problems. If you perform Six Month Smiles, 
you might recommend it instead.

Same with veneers. If a patient comes in wanting 
veneers but has straight, well-shaped teeth, you might 
suggest teeth whitening instead.

In both instances, a statement like “I can give you 
want you want, but you really don’t need that. This 
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The second thing is not to spend your patients’ money. 
Too often we pre-judge what someone can afford. 
You’ve probably seen instances of where factory 
workers paid cash for their full mouth reconstruction.

Don’t let your preconceived notion of someone’s 
financial state dictate what they can spend. For 
someone who has spent 30 years embarrassed to smile, 
$15,000 is a small price to pay for beautiful new teeth.

You May Never Read This 
Newsletter Again

The idea behind all of these newsletters is to help 
dentists grow their practice. Underlying that idea is 
this one truth:

Your practice’s success depends on YOU!

Your practice will succeed or fail because of YOU. We 
can help it succeed. We can train you and give you 
information (like what you get out of these newsletters 
and our products). We can set up our industry-leading 
patient attraction system to bring you more and 
better patients.

But YOU have to manage your practice.

YOU have to spend the money to make the system work.

YOU have to provide the information we need to 
maximize your reach.

YOU have to attend the continuing ed and get the 
certifications to do more big case dentistry.

YOU  have to know your market, watch your 
competitors and see what differentiates you.

YOU have to make smart decisions about who to hire 
both as consultants, like us, and within your practice.

Hire the right people and you get the credit for 
watching the business prosper. Hire the WRONG 
people, and you’ll want to blame those people for 
your failure.

But ultimately, YOU were the one who hired them.

In short, YOU are the captain of the ship.  Everyone else 
around you, no matter how valuable, is just crew.

5 Lessons to Learn from 
Successful Dentists – and 5 
From Failures

There is a saying that you learn as much from your 
parents about how NOT to parent as you do about 
how TO parent. Following other dentists’ lead is much 
the same: Follow the lead of successful people and 
learn from the mistakes of those who fail.

Here are five things that successful dentists do:

1. Know a little about business, but don’t 
think you know it all.

Very few successful dentists are their own business 
manager, accountant, marketing director and human 
resources director. Most successful dentists establish 
the OVERALL management of the practice, but leave 
the details to specialists.

2. Work, work, work to establish your 
practice. 

Put your time into your moneymaker: seeing patients. 
If you bring in $1,000 per hour seeing patients, you 
shouldn’t spend your time doing anything else that 
brings in LESS money when you could be seeing 
patients.

3. Find your niche and dominate it.

Sure it’s that easy, right? Of course not. But it can be 
done, and extremely successful dentists are doing it. 
Look in your market: What niches are not filled, or at 
least not dominated? This is one area where we really 
push our clients to achieve success.

4. Don’t be cheap. 

If somebody has a deal that’s too good to be true, it 
usually is. You don’t get something for nothing. No 
reputable marketing company, for instance, is going 
to work for a few hundred dollars per month. Same 
thing with your staff compensation, your equipment, 
etc.
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5. Market to patients, not other dentists.

We covered this in a previous article. Address your 
patients’ needs, not what would impress other 
dentists. Remember, patients don’t know what all of 
those initials after your name mean. In fact, they don’t 
care. They want to know if you can fix their problem or 
stop their pain.

Period.

You might have seen some things you are already 
doing, and if so, keep doing them! Now, let’s look at 
five mistakes unsuccessful dentists do to help you 
avoid doing them.

1. Be just like everyone else.

So if your competitors have a big ad in the phone 
book, you get a big ad in the phone book. Or your 
competitors advertise “gentle dentistry” so you 
advertise “gentle dentistry.” This “me too” mentality 
comes about because dentists think that they have do 
what the others are doing to compete. 

In fact, just the opposite is true.

Too many people doing the same thing are a herd, 
and no one stands out. Instead, look for things that 
none of your competitors are doing and use them to 
get your name out.

2. Think marketing is a waste of time and 
patients will just find you.

On the opposite end of the spectrum are dentists 
who don’t market at all because other dentists aren’t 
marketing. One of our clients told us that his state 
dental association said during one of its meetings that 
marketing is a waste of time. Our client said he just 
laughed as he thought about his $200,000 sports car. 
Some waste of time!

Perhaps there was a gentlemen’s agreement once 
upon a time that dentists would not market, but 
that time is long gone. There is nothing unseemly 
about letting people know that you can solve their 
problems. Expecting them to figure out which dentist 
to see WITHOUT any information is unseemly.

3. Overspend on learning new techniques 
and getting new equipment BEFORE you 
have an established practice.

Far too many dentists jump right in trying to get the 
best and latest training and equipment. They can 
perform 15 different high-end procedures on the best 
equipment money can buy. They’re a million dollars in 
debt and hardly have any patients, and yet they can’t 
figure out why they have a cash-flow problem.

Training is great. Equipment is great.

But make sure you have a solid business plan that 
includes realistic patient growth before going crazy 
on equipment and expensive CE. Because equipment 
and CE themselves don’t bring in new patients.

How you let people know the BENEFITS of the 
equipment and CE brings in new patients.

4. Expect someone else to solve your 
problems and expect them to do so 
quickly.

When we sign up a client, we have an 18-month 
contract. That’s because educational marketing and 
search engine optimization don’t happen immediately. 
Internet marketing is not a quick fix.

It works, but it takes time. So anyone that tells you their 
system will double your patients in a matter of months 
is lying to you. Don’t fall for it.

5. Want to do everything in the business 
except dentistry.

Dentistry IS your business. Everything else is ancillary 
to that. Dentistry is what brings in the patients. 
If you would rather spend your time developing 
new marketing plans, lecturing, teaching courses 
or whatever, you shouldn’t be surprised when your 
practice suffers. While you’re spending time promoting 
the practice, there isn’t much of a practice to promote 
if you’re not there to see patients.



|   www.SmartBoxWebMarketing.com Edition 60  |  July 2015

The second thing is not to spend your patients’ money. 
Too often we pre-judge what someone can afford. 
You’ve probably seen instances of where factory 
workers paid cash for their full mouth reconstruction.

Don’t let your preconceived notion of someone’s 
financial state dictate what they can spend. For 
someone who has spent 30 years embarrassed to smile, 
$15,000 is a small price to pay for beautiful new teeth.

You May Never Read This 
Newsletter Again

The idea behind all of these newsletters is to help 
dentists grow their practice. Underlying that idea is 
this one truth:

Your practice’s success depends on YOU!

Your practice will succeed or fail because of YOU. We 
can help it succeed. We can train you and give you 
information (like what you get out of these newsletters 
and our products). We can set up our industry-leading 
patient attraction system to bring you more and 
better patients.

But YOU have to manage your practice.

YOU have to spend the money to make the system work.

YOU have to provide the information we need to 
maximize your reach.

YOU have to attend the continuing ed and get the 
certifications to do more big case dentistry.

YOU  have to know your market, watch your 
competitors and see what differentiates you.

YOU have to make smart decisions about who to hire 
both as consultants, like us, and within your practice.

Hire the right people and you get the credit for 
watching the business prosper. Hire the WRONG 
people, and you’ll want to blame those people for 
your failure.

But ultimately, YOU were the one who hired them.

In short, YOU are the captain of the ship.  Everyone else 
around you, no matter how valuable, is just crew.

5 Lessons to Learn from 
Successful Dentists – and 5 
From Failures

There is a saying that you learn as much from your 
parents about how NOT to parent as you do about 
how TO parent. Following other dentists’ lead is much 
the same: Follow the lead of successful people and 
learn from the mistakes of those who fail.

Here are five things that successful dentists do:

1. Know a little about business, but don’t 
think you know it all.

Very few successful dentists are their own business 
manager, accountant, marketing director and human 
resources director. Most successful dentists establish 
the OVERALL management of the practice, but leave 
the details to specialists.

2. Work, work, work to establish your 
practice. 

Put your time into your moneymaker: seeing patients. 
If you bring in $1,000 per hour seeing patients, you 
shouldn’t spend your time doing anything else that 
brings in LESS money when you could be seeing 
patients.

3. Find your niche and dominate it.

Sure it’s that easy, right? Of course not. But it can be 
done, and extremely successful dentists are doing it. 
Look in your market: What niches are not filled, or at 
least not dominated? This is one area where we really 
push our clients to achieve success.

4. Don’t be cheap. 

If somebody has a deal that’s too good to be true, it 
usually is. You don’t get something for nothing. No 
reputable marketing company, for instance, is going 
to work for a few hundred dollars per month. Same 
thing with your staff compensation, your equipment, 
etc.
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5. Market to patients, not other dentists.

We covered this in a previous article. Address your 
patients’ needs, not what would impress other 
dentists. Remember, patients don’t know what all of 
those initials after your name mean. In fact, they don’t 
care. They want to know if you can fix their problem or 
stop their pain.

Period.

You might have seen some things you are already 
doing, and if so, keep doing them! Now, let’s look at 
five mistakes unsuccessful dentists do to help you 
avoid doing them.

1. Be just like everyone else.

So if your competitors have a big ad in the phone 
book, you get a big ad in the phone book. Or your 
competitors advertise “gentle dentistry” so you 
advertise “gentle dentistry.” This “me too” mentality 
comes about because dentists think that they have do 
what the others are doing to compete. 

In fact, just the opposite is true.

Too many people doing the same thing are a herd, 
and no one stands out. Instead, look for things that 
none of your competitors are doing and use them to 
get your name out.

2. Think marketing is a waste of time and 
patients will just find you.

On the opposite end of the spectrum are dentists 
who don’t market at all because other dentists aren’t 
marketing. One of our clients told us that his state 
dental association said during one of its meetings that 
marketing is a waste of time. Our client said he just 
laughed as he thought about his $200,000 sports car. 
Some waste of time!

Perhaps there was a gentlemen’s agreement once 
upon a time that dentists would not market, but 
that time is long gone. There is nothing unseemly 
about letting people know that you can solve their 
problems. Expecting them to figure out which dentist 
to see WITHOUT any information is unseemly.

3. Overspend on learning new techniques 
and getting new equipment BEFORE you 
have an established practice.

Far too many dentists jump right in trying to get the 
best and latest training and equipment. They can 
perform 15 different high-end procedures on the best 
equipment money can buy. They’re a million dollars in 
debt and hardly have any patients, and yet they can’t 
figure out why they have a cash-flow problem.

Training is great. Equipment is great.

But make sure you have a solid business plan that 
includes realistic patient growth before going crazy 
on equipment and expensive CE. Because equipment 
and CE themselves don’t bring in new patients.

How you let people know the BENEFITS of the 
equipment and CE brings in new patients.

4. Expect someone else to solve your 
problems and expect them to do so 
quickly.

When we sign up a client, we have an 18-month 
contract. That’s because educational marketing and 
search engine optimization don’t happen immediately. 
Internet marketing is not a quick fix.

It works, but it takes time. So anyone that tells you their 
system will double your patients in a matter of months 
is lying to you. Don’t fall for it.

5. Want to do everything in the business 
except dentistry.

Dentistry IS your business. Everything else is ancillary 
to that. Dentistry is what brings in the patients. 
If you would rather spend your time developing 
new marketing plans, lecturing, teaching courses 
or whatever, you shouldn’t be surprised when your 
practice suffers. While you’re spending time promoting 
the practice, there isn’t much of a practice to promote 
if you’re not there to see patients.
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3 Things Patients Want From 
You

Some dentist seem to believe that as soon as they 
open their doors, patients are going to start scheduling 
appointments.

As if these dentists are ENTITLED to patients.

Potential patients don’t care about you. They don’t 
care about helping you get more freedom. They don’t 
care about helping you get more financial stability. 
They don’t care about helping you sell or franchise 
your practice.

Those are the things YOU want.

Here are 3 things PATIENTS want:

1. They want a dentist who solves their 
problems.
Not somebody who is using them to solve their 
problem, which is a lack of enough income. We call 
these “pain points,” and we emphasize them on all of 
our clients’ websites. We talk right to the patient about 
his or her problems and how our clients can deliver 
solutions.

2. They want a dentist who will prescribe 
the best clinical solutions.
Not somebody trying to upsell additional products. 
Dentists prescribing treatments patients didn’t need 
was the number one complaint among patients who 
gave negative Yelp reviews.

3. They want a dentist who gives them time 
to consider their options, which can be a 
pretty big expense and an even bigger life 
event.
Not someone who will pressure them with limited-
time and decide-now-or-it-goes-away offers. If you 
can give that 15 percent discount today, you can give 
it when someone calls you next week.

It is unfair to tell someone they need major dental 
reconstruction, teeth pulled, surgery, etc., and then ask 
them to make a snap judgment on whether they want it.

And that’s to say nothing of spending 10, 15 or 20 
thousand dollars.

Sure, every sales method tells you that you lose a big 
percentage of customers if they walk out the door 
without buying or committing to buy. But you’ll get 
more case acceptance and less buyer’s remorse (and 
fewer Yelp complaints) if you don’t pressure patients 
into buying.

You Don’t Charge to Fix Teeth

You should be able to look right in the face of a blue 
collar factory worker and, without hesitation, say, “We 
can make that happen for only $20,000” and feel 
GREAT about it. 

For many dentists, the worst part of being a dentist 
is having to tell your patients how much a procedure 
will cost. In fact, many dentists have probably dumped 
that part off on a member of their staff. But you should 
not be embarrassed to charge a premium price for 
your services.

The first thing you have to understand is that you do 
not provide:

 z straighter teeth
 z whiter teeth
 z beautiful smiles
 z replacement teeth, or
 z sleep apnea appliances

Actually, you do PROVIDE those things, but you don’t 
SELL those things.

What you sell are results.
You are delivering:

 z the ability to smile with confidence
 z eat what you want
 z not be judged (unfavorably) because of your smile
 z and a happier, healthier life

So if someone balks at your price, ask them what those 
things are worth and how they are going to achieve 
them for less money. You provide things they will have 
and use every day – piece of mind and self-esteem.

In fact, what you are giving them is worth far MORE 
than you are charging them.
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Why Hard Work Isn’t All It’s 
Cracked Up To Be

The term “hard work” has lots of different meanings. 
You can work hard and get an intrinsic value for 
having done so. Carrying something heavy for your 
wife, building your own dog house or rebuilding a ’71 
Volkswagen bus from scrap parts are hard work.

But you’re not doing the labor to bring you monetary 
gain. They bring you happiness for a job well-done.

Is that what you want from your practice? Do you 
want to work hard, working 9- or 10-hour days six days 
a week and feel good that you did so?

Because if all you are doing is drill-and-fill dentistry 
that whole time, then feeling good that you worked 
hard is the only kind of reward you can expect to get.

If, on the other hand, you expect to be compensated 
for your hard work, then hard work is not its own 
reward.

Hard work is just hard work!

Unfortunately, most dentists are working too hard and 
getting too little in return. This why “working hard” 
and “working smart” are often contrasted with each 
other.

Take lumberjacks, for instance. One lumberjack uses 
an ax and one uses a chainsaw. They both are working 
hard, and they both feel like they get an honest day’s 
pay for an honest day’s work. But which one is working 
“smart”?

The chainsaw lumberjack, of course. He is using the 
better tool, getting more work accomplished in less 
time. He is more efficient, and can always fall back on 
using an ax if his chainsaw breaks.

The ax lumberjack is just working hard, and all he has 
to fall back on if his ax breaks is another ax.

If you are a dentist who is doing drill-and-fill dentistry 
40 hours or more a week, you are the lumberjack with 
the ax.

Profit by NOT Taking Your 
Patients’ Money

Think about the last time you took your car to the 
mechanic. Whether you know a little about cars, or 
you asked friends or researched the problem on the 
Internet, you probably had some idea of what was 
wrong.

It always impressive when a mechanic tells you it was a 
less expensive problem than you asked about.

Has that mechanic cost himself money? In the short-
term, yes. But in the long-term, he has kept you 
coming back and trusting that what he tells you is true.

What would have happened if you decided not to 
repair the car and took it to another mechanic who 
told you the cheaper problem? Think you would ever 
go back to the first mechanic?

Anyone who will cost himself money shows they want 
long-term business more than short-term profit.

There are ways you can put this into practice too. 
Reverse testimonials are a good example of this. Let 
patients say what their concerns were up front, because 
many of your potential patients are concerned about 
those same things:

 z price
 z pain
 z fear
 z was the procedure really necessary

By addressing negatives right up front, you show that 
you are willing to talk honestly, and that builds respect.

The same thing is true if a patient with terribly crooked 
teeth comes in wanting Invisalign because he is 
embarrassed by his smile but otherwise not having 
any bite problems. If you perform Six Month Smiles, 
you might recommend it instead.

Same with veneers. If a patient comes in wanting 
veneers but has straight, well-shaped teeth, you might 
suggest teeth whitening instead.

In both instances, a statement like “I can give you 
want you want, but you really don’t need that. This 
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They don’t care about you – sorry. They want you to 
solve their problems – period.

3. You work four six-hour days a week. 

Success takes hard work. If you’re not attracting the 
right kind of patients with a high per-hour rate, you’d 
better be putting in the time to be a volume dentist. If 
you want to stand out, open before your competitors 
and close after they’ve quit for the day.There may 
come a day where you are so respected and sought-
after that you can work four days per week.

But you’ve got to earn that.

4. You expect solutions that come fast and 
come cheap.

There is no magic bullet to solve your problems, and 
the silver ones come at a price. It takes a combination 
of best practices in the right order to get more and 
better patients. And just as you have a skill that you 
expect to be paid for, so does anyone who is going to 
help you market that skill.

So when somebody comes to you with a “sweetheart” 
deal saying they will work for next to nothing, that’s 
also the results you’re going to get.

5. You think any of this is dependent on 
how good a dentist you are.

What separates you from the most successful dentists 
in the world? Are they so much more skillful than you? 
Can they see remedies for patients’ problems that you 
can’t see? Are they more skillful with dental tools?

Even if you answer yes to any or all of these, are they 
SO much better than you as to explain how much 
more successful they are? Probably not.

In fact, you are probably a better clinician than some 
dentists making 10 times your annual take-home. 
But they have been able to capitalize on initiative, 
opportunity, promotion AND skill.

Fix these five problems and you’ll run off fewer 
patients.

Receiving Gifts is Much Like 
Getting New Patients
How much better is it to get a surprise gift than to get 
something you asked for? After all, you got something 
you wanted in either case, right. But getting an 
unexpected gift that you love shows that someone 
put some thought into your gift.

They know you. They noticed something you said or 
did that made them think the gift was perfect for you. 
They did the work, and you reaped the benefit. They 
GAVE you a gift.

On the other hand, it is certainly nice to get something 
you asked for. But you really did the work of thinking 
of the gift. The giver, though generous, really just 
followed through on fulfilling your request. They may 
have had to pick a brand, color and type. But they 
didn’t come up with the idea. They GOT you a gift.

Bringing in more patients is a lot like that. Dentists 
drive patients away by offering discounts and free 
services. That is an example of “getting patients.” You 
convinced them to come in by giving up something of 
your own. You bribed them, in a manner of speaking.

So they have no loyalty to you. No trust. They’re just 
there for the freebies.

But when patients comes to you of their own volition, 
because they’ve met you or researched you or heard 
about you, that’s an entirely different matter. They’ve 
chosen you out of every other dentist they could have 
seen. They trust you. They respect you.

That’s the difference between “getting” patients and 
“attracting” patients.

A dentist who positions himself to “get” patients 
always has to find an incentive for prospects. He will 
churn through his rolls and always be chasing more, 
more, more.

A dentist who positions himself to “attract” patients 
has prospects who will do whatever it takes to have 
him as their dentist.

Do do you want to chase patients so you can be their 
dentist? Or do you want patients to choose you so you 
can be their dentist?
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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

other procedure is less expensive and will solve your 
problem” shows patients they can trust you (since 
you’ve cost yourself money in the short-term). 

Doing so also means you likely have a patient who 
will stay, pay and refer. And the “staying and referring” 
will both bring you more than you lost on the initial 
transaction.

So you really are gaining long-term revenue by taking 
less short-term. Of course, if the patient insists on 
using a shotgun to kill a fly on the more-expensive 
procedure, then so be it.

But you have ethically not oversold that patient despite 
his or her willingness to be oversold.

That is not to say tell someone they don’t need to 
whiten their teeth if they think they do, even if his or 
her teeth fall under normal color parameters.

You don’t give someone veneers to whiten their teeth 
when gel will do.

Don’t tell someone they don’t need to straighten their 
teeth if they think they do, even if you think their teeth 
are “straight enough.”

Don’t give someone Invisalign when Six Month Smiles 
will do.

In short, don’t dismiss their perceived problem. The 
patient is the expert in his or her SELF-perception. 
Don’t try to educate them about why your perspective 
is the right one. THEIR perspective on how they FEEL 
about their teeth is more important than whether 
your expertise says they need help.

Don’t unethically give a patient a procedure he or she 
doesn’t need.

And don’t dismiss someone’s self-perception about 
his or her own smile in favor of your own perception.


