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History Gives an Essential 
Lesson on the Future of 
Marketing
A popular story has a boy named Ned Ludd smashing 
two knitting machines in 18th century England, 
trying to stave off the Industrial Revolution. Many 
like-minded people spent the final decades of the 
1700s trying to fight progress, and now anyone who 
resists technological advancement is referred to as a 
Luddite. 

Are you a modern-day dental marketing Luddite, 
trying to fend off automation? If so, you’re on the 
wrong side of history.

A little more than a century after the Luddites tried 
to stop machines from replacing people in industry, 
Henry Ford began mass producing automobiles. 
Now, hand-crafted goods are the exception.

This automation has even moved to marketing. 
At SmartBox, we use and sell a product called 
Infusionsoft. It is a customer relations management 
software made for small businesses.

It automates the messages potential patients 
receive from you once you capture their contact 
information.

Of course you can use Infusionsoft to send email 
newsletters and other publications so that everyone 
gets the same message. However, you also can create 
and deliver emails based on conditional logic and 
customer behavior. In effect, you treat each potential 
patient and his or her needs as its own marketing 
initiative.

The software does other cool stuff too. The main 
thing it does is keep you and your staff from having 
to manually keep up with staying connected to your 
existing and potential patients.

So you can be a Luddite and insist that you are giving 
patients a “personal touch,” or you can follow in the 
footsteps of Henry Ford, who said, “We don’t want 

tradition. We want to live in the present and the only 
history that is worth a tinker’s dam is the history we 
make today.”

If you want to find out how to make history with your 
practice’s marketing efforts, get a copy of my new 
book Attract More Patients in the Next Six Months Than 
in the Past Six Years at MoreandBetterPatients.com. 
Details are inside this newsletter.

Urgent Action Isn’t as 
Important as Important 
Action is Urgent
I want to tell you about the difference between 
urgent and important in your dental practice. I’d like 
to start with this quote from former President Dwight 
D. Eisenhower. He said, “What is important is seldom 
urgent, and what is urgent is seldom important.”

Many of you have seen the Eisenhower Decision 
Matrix in Steven Covey’s book The its of Highly Effective 
People.

I want to help you get away from dealing with the 
urgent in your dental practice and start dealing with 
the important. If you try to market based on urgent 
needs, you will only be harming what is important.

For instance, if your business has fallen on hard 
financial times, you will want to offer deep discounts 
or sign on with insurance companies that will bring in 
patients but take most of the fees. Discount marketing 
is a slippery slope to the bottom.

Marketing to people who are looking to save a buck 
is not the way to bring in patients with big bucks to 
spend on big-ticket dentistry. In fact, it will do just the 
opposite.

You should focus, instead, on what is important: 
bringing in the right patients. Market to the patients 
YOU want to attract, those who need and are willing 
to pay for $5,000-$50,000 in dental work.

You don’t reach those people offering “the cheapest 
implants in town.”
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What Is The Patient Attraction System 
Blueprint™?
Each week I make available a limited number of 25 
minute slots in my calendar to speak with dentists 
from all over the country. The purpose is to walk them 
through what I call the Patient Attraction System 
Blueprint™ and give them a “behind the scenes look” 
at what it takes to attract patients online. During 

this Session, I hold nothing back. In fact, it is entirely 
possible to walk away from this time together with 
the complete strategic blueprint you need to attract 
new patients online. I offer this as a service to the 
dental community, without cost.

As hard as you might find it to believe, there are some 
dentists who simply do not want to achieve “double 
your practice” kind of growth. While I respect their 
decision as the owner of their business, I do ask that 
anyone not interested in serious practice growth 
please refrain from scheduling a Session.

In order to make maximum progress during your 
Session, I ask that you prepare, in advance, some 
key information that will help me tailor the Blueprint 
Session to your needs. You’ll receive preparation 
instructions once your Session is scheduled.

To Check Current Availability and Schedule 
Your Session Visit:
www.SmartBoxWebMarketing.com/phonecall
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Doing what is important can take time. We tell clients 
to give us 90 days before they expect to see results, 
for instance.

Treating every problem as if it were a fire to put out 
only burns you in the end.

All Aboard the Train to 
Profitability
Trains are incredible inventions. It’s amazing how this 
country is crisscrossed with parallel beams of steel so 
that these marvelous machines can haul all manner of 
goods from one place to another. They are incredibly 
efficient and could be considered the backbone of 
the good’s industry.

Yet they are limited to going only where tracks take 
them. But in that way, trains’ greatest weakness is 
their greatest strength.

Trains can only go in one direction, that is, wherever 
the tracks are headed. That’s bad if there are no tracks 
where the train needs to be.

That’s also good, as there are no detours from getting 
to the destination. Here’s what I want to urge you: 
don’t get detoured from your goals.

If you want to attract the patients you want, don’t 
get distracted by all the noise and shiny objects that 
people can throw at you. Don’t veer off track for every 
little thing.

Instead, focus on the things that work: a great website, 
video, strong content, blogging, SEO.

Shocking Statistics About 
Video’s Effectiveness 
I am a huge proponent of video. I include it in all of 
our marketing packages for clients, and I use it all over 
our SmartBox Web Marketing website. So I wondered 
if a picture is worth 1,000 words, how many words is 
video worth? 

According to Dr. James McQuivey of Forrester 
Research, the answer is 1.8 million. One video is worth 

more than dozens of articles, books and websites. 
There are plenty of reasons for this, of course.

Think about all the messages you receive when you 
can see something as opposed to reading it. That’s 
why novels that take days or weeks to read can be 
turned into 90-minute movies. Because you can 
pick up on visual and auditory cues that have to be 
explained in text.

Tone of voice, facial cues, posture and setting all give 
off messages. Without being able to see or hear them, 
it would take thousands of words to explain what 
each of those communicates.

So it’s great that video can get your message across. 
But how many people are on the other end to receive 
it? How many people are watching online videos? 

One hundred million people, according to comScore’s 
2012 US Digital Future In Focus report. You think any 
of those need dentistry? 

Also according to comScore, 45.4 percent of Internet 
users view at least one video online over the course 
of a month. The average person is exposed to more 
than 30 videos each month.

    “Colin is a genius on all types 
of marketing and he has 
several books and DVDs 
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

with a budget of 3-5 percent you are limiting the 
amount of dollars you spend. As production and 
collection increases, you have more dollars available 
to spend. The percentage stays the same, but the 
dollar amount spent will increase. This allows you to 
increase the “scale” or amount of marketing you can 
do. 

Even if you are a novice at marketing, you need to 
start somewhere, even if it is small. Just sitting on 
your hands costs you money. A marketing plan might 
not bring in all the new patients you need, but no 
marketing plan will bring in even less.

Before I end, let me address the subject of several 
phone calls I’ve received over the last couple of 
weeks: “What do I do about negative feedback from 
patients on the Internet?” Bottom line: Reply early 
and reply often. You want to be honest and reply 
to all your negative reviews to address the issue. Be 
public about it. Most people know that we all make 
mistakes. Never have an argument with a negative 
reviewer. Just go above and beyond to do whatever 
it takes to make them happy.

The real purpose of this article is to get you thinking 
about your marketing. Now that you are thinking 
about it, let’s move to improving it. You have nothing 
to lose, and you don’t want to be reading the next 
newsletter only to realize that just like last month and 
last year, you’re still failing to launch.

Michael Abernathy, DDS, is co-founder of Summit 
Practice Solutions, owner of Dental Success 
Seminars and DDS Partners, and author of The 
Super General Dental Practice. He has spoken to 
dental groups in 40 states and in several countries 
on clinical and practice management topics. 
Summit recommends SmartBox Web Marketing to 
its clients to serve their web marketing needs.
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6. You can’t laugh if you don’t smile.

Numerous studies have shown the health benefits 
of laughing, including how it acts like a mini workout 
that burns calories and works the abs.

Laughter also helps blood flow, lowers blood sugar 
levels, reduces stress and improves sleep. 

It also may raise the level of infection-fighting 
antibodies in the body, which helps boost your 

immune system. 

Why does any of this matter? Because these are all 
reasons to encourage patients to smile, and they 
won’t smile if they are unhappy with their teeth.

Remember, you are not providing implants, dentures, 
veneers, crowns teeth whitening or even healthy 
teeth. You are providing outcomes, like a smile your 
patients can be proud of. All of those other things are 
just methods for getting there. 

OK, so video can quickly and thoroughly distribute 
your message. Plenty of people watch web videos. 
But does watching web video affect how people 
spend their money?

Research shows that 90 percent of online shoppers at 
major retailers’ websites find video helpful in making 
a decision. Website visitors are 64 percent more likely 
to buy a product on an online retail site after watching 
a video and stay on the site an average of 2 minutes 
longer than those who don’t view videos, according 
to comScore.

Consumers are becoming trained to expect video. 
If you’re not providing it on your website, you’re 
missing out.

By now you might be wondering, what’s the payoff 
of video.

Well, according to the Online Publishers Association, 
80 percent of Internet users recall watching a video 
ad on a website they visited in the past 30 days. Of 
that 80 percent, almost half took some action after 
viewing the ad. 

Of course, the videos you post on your site aren’t ads. 
Let’s talk about something most good marketers are 
doing, and that is emailing prospects.

Here are some numbers showing that video would 
really ratchet up that effort.

In 2010, an Implix email marketing survey found that 
including a video in an introductory email increased 
the click-through rate by 96 percent. That number 
may be conservative.

The Forrester Marketing group surveyed businesses 
in 2010 and found that when marketers included 
a marketing or explainer video in an email, the 
click-through rate increased by 200 percent to 300 
percent.

Video also can keep prospects from opting out 
of your emails. Eloqua, an automated email 
marketing provider, found that including video in an 
introductory email reduced the number of opt-outs 
by 75 percent. 

Another online marketer reported a 51 percent 

increase in subscriber-to-lead conversion rates when 
video was included in an email marketing campaign.

What does this show us? Video marketing increases 
sales and leads. 

Now let’s talk about length of videos. There is a lot 
of debate about how long you can hold someone’s 
attention with video.

Here are the numbers:

The first is 10 seconds. According to research by  z
Visible Measures, 20 percent of your viewers will 
click away from a video in 10 seconds or less. You’ll 
lose about one-third of your viewers by 30 seconds, 
45 percent by 1 minute and almost 60 percent by 2 
minutes. And those numbers remain the same no 
matter how long the video is.
According to research by Jun Group (2011), videos  z
that are 15 seconds or shorter are shared 37 
percent more often than those that last between 30 
seconds and 1 minute. 
The average length of a YouTube video is 4 minutes  z
and 21 seconds. That includes everything from 6 
second Vines to 120-minute concerts. 
While desktop viewers tend to stick with videos  z
for 2 minutes or less, mobile users seem to have a 
longer attention span, all the way up to iPad users 
who will stick with a web video for an average of 5 
minutes.
According to comScore, the average Internet user  z
spends 16 minutes and 49 seconds watching 
online video ads every month.

      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
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I want to encourage each of you to approach 
marketing with as much focus and energy as you do 
other parts of your business. Across the nation, dentists 
are slacking off when it comes to our marketing. It 
seems we don’t understand that our marketing is an 
investment in our practices. To grow our businesses 
and grow our practices more quickly and securely, we 
have to invest in marketing. 

The most important thing for dentists when it comes 
to marketing is to first establish a marketing budget. 
You have heard us say that we should budget about 
3-5 percent of our collections on marketing. Not 
just spend the 3-5 percent. Invest it in attracting the 
lifeblood of every practice: new patients. 

Instead of getting distracted by the latest shiny 
objects, define what you want to achieve. We need to 
focus on results. Find out what works in your practice 
and go down that road. 

Let me give you five goals for dentists and the 
marketing tools make the most sense to reach them:

Go for the low-hanging fruit: Get a lot of leads 1. 
cheaply by going for SEO, pay-per-click advertising, 

and offline marketing targeted to your core patient 
demographics in the form of direct mail for new 
movers to your area.
Build repeat business and referrals by using Care To 2. 
Share gift cards and even apartment door hangers.
Increase the lifetime value of your patients through 3. 
your website and social media campaigns, 
reminding your patients about their value to you 
and asking for referrals.
Increase your upsells. Upsells, same-day dentistry, 4. 
and using delegation and technology to deliver 
dentistry more quickly will allow you to outpace 
the infringement of managed care and the deep 
discounts that come with them.
Reactivation of lost patients through personal 5. 
phone calls, targeted mailers and emails. This is the 
first and best place to go for increased business and 
productivity.

Remember that marketing is an investment. The 
money you spend on it should produce more value 
in sales. If it doesn’t, you’re doing it wrong or you’re 
paying the wrong guys to help you. As you grow, try 
to scale your marketing. In other words, by starting 

Building a Marketing Plan
By Michael Abernathy
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These are reasons patients will pay $10,000, $20,000 
or $50,000 for your services. Therefore, this is where 
your marketing should focus.

Research Proves Smiles 
Improve People’s Lives 
You may have heard in dental school that your 
face has 44 muscles that allow you to make 5,000 
types of expressions. Promoting the smile will not 
only improve your business, but research says it will 
improve your patients’ lives. 

Keep in mind that people who are embarrassed about 
their teeth are less likely to smile. So are patients who 
are afraid their dentures will pop out. Over time, many 
patients with dental problems learn to hide their smile 
behind their lips or to simply avoid smiling at all.

Smile dentistry is a very common marketing idea. It 
hits a lot of dental niches. Research also shows that 
there is a real mind/body connection between the 
brain and smiling. So I’m going to give you six benefits 
that people receive from smiling.

They are:

1. Smiling makes you happy even when 
you’re not.
Smiling sends a message to your brain that you’re 
happy. When you’re happy, your body releases 
endorphins. 

In 1984, an article in the journal Science showed that 
when people mimic different emotional expressions, 
their bodies produce physiological changes that 
reflect the emotion, too, such as changes in heart and 
breathing rates. 

A German study found that people felt happy just by 
holding a small pen clenched in their teeth, imitating 
a smile.

2. Smiling makes other people happy.
Research shows that smiling is contagious. Studies 
show that seeing a friend smile can make you smile 
without you even being aware that you are doing it.

So what can we take from this? Strive to make your 
content as short and punchy as possible to guarantee 
the highest viewership. If your video is 30 seconds or 
under, most people will watch it all the way through. 
If it’s more than 2 minutes, most people won’t make 
it to the end.
However, you can take longer. Say what you have to 
say. Don’t let a number keep you from showing your 
personality and expertise.

Know How Others See You 
Online
Do you know when your name or practice are 
mentioned online? You can with Google alerts. This is 
a simple process where you get a notice every time a 
term you have requested shows up on the web.
I strongly recommend you have a Google alert set up 
for your name. Your name is the strongest brand you 
have. You should know how patients and potential 
patients are seeing it when they run a Google search. 
There are several benefits to this.
Most importantly, you know if inaccurate or misleading 
information is posted about you. That way you can 
quickly spring into action and get it corrected.
Secondarily, if you get a positive mention you can 
capitalize on it by sharing with followers on various 
social media channels.
Setting up a Google alert is simple:

go to Google.com/alerts (or you can search Google  z
alerts in Google)
put in your name z
answer what type of results (I would stick with the  z
default everything)
answer how often you want to get it (again, stick  z
with the default, once a day)
answer how many (try all results and if there are too  z
many that don’t apply to you, switch to only the 
best results)
give your email address z

You can set up as many alerts as you want, so you 
can set one up for your name and any nicknames, the 
name of your practice, and any other terms you think 
could affect your business. You could also be alerted 

3. Others find smiling more attractive. 
According to the American Academy of Cosmetic 
Dentistry, 96 percent of American adults believe an 
attractive smile makes a person more appealing to 
members of the opposite sex.

4. Smiling also reduces stress. 
Studies show that smiling may help reduce symptoms 
associated with anxiety. When that smile signals to 
your brain that you’re feeling happy, your body will 
usually slow its breathing and heart rate.

Reducing stress can lower blood pressure, improve 
digestion and regulate blood sugar. 

5. Smiling can help you get a new job.
In a study published in the December 2009 issue 
of the Personality and Social Psychology Bulletin, 
researchers found people were more likely to think 
that a person who smiles is likeable, confident, 
conscientious and stable.

     “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 

when your competitors are mentioned.

Taking these simple steps could keep your from being 
blindsided by negative Internet chatter and help you 
capitalize on positive buzz.

How to Make Patients’                        
3 Wishes Come True
I’ve spent almost my whole life around dentistry. 
Whether it was working with my dad or clients across 
three continents, there are three consistent messages 
that get people to buy elective dentistry: confidence, 
rescue from constant pain and discomfort, and return 
to normalcy.
Confidence includes:

not having dentures pop out on a date z
not being embarrassed to smile at a loved one’s  z
wedding because of missing, discolored or 
misshapen teeth
regaining an attractive appearance  z
Rescue from pain and discomfort means: z
teeth and gums that are in bad health z
improperly fitting dentures z
poorly done implants z
headaches and jaw pain z
Return to normalcy is: z
eating the food they love z
getting a good night’s sleep z
not having to use dentures/feeling like they have  z
real teeth

   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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