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What Doesn’t Make You 
Stronger Could Kill You

To all dentists who think one big thing, a magic bullet, 
can provide you all the patients you need to grow 
your practice, you are wrong. No dentist thinks he is 
looking for a magic bullet to improve his practice. But 
the truth is, many of you are.

You want a simple solution, wrapped up in a nice little 
bow, that someone can put in your hands and say, 
“Here you go. Now patients will start beating down 
your door.”

It doesn’t work like that. Not one thing will bring you 
new patients:

 z Not a great website.
 z Not a great autoresponder sequence.
 z Not a great ad.
 z Not a great location.
 z Not a great television commercial.
 z Not great SEO.
 z Not great reviews online.
 z Not great endorsements or testimonials.
 z Not great skill as a dentist.
 z Not a great receptionist.
 z Not a great office.
 z Not a great web marketing company.
 z Not a great reputation.

But HAVING a bad version of any of those things can 
seriously stunt your growth and potentially kill your 
practice. The number of dentists who want to handle 
their own marketing and practice management is 
amazing.

It takes SO MUCH working together to go right to be 
successful. And it takes SO LITTLE to go wrong to keep 
you from reaching your potential.

Obviously some dentists choose to do it all on their 
own. That is why we offer products on web marketing, 

including this newsletter. We want you to have the 
best shot you can of being successful.

But a dentist should no more learn to manage his own 
web marketing than a marketer should learn to do his 
own dental work.

Early Toothpaste Marketing 
Can Help Dentists

The history of toothpaste marketing is actually pretty 
remarkable. In the early 1900s, few Americans were 
brushing their teeth. A man named Claude Hopkins 
began marketing a revolutionary toothpaste that 
tasted minty and tingled in your mouth.

It was called Pepsodent.

Hopkins is one of the great marketers in the history of 
marketing. He developed a two-step formula that is 
still used today:

Find a cue and define the rewards.

Hopkins marketed early Pepsodent as a way to remove 
the ever-present feel of plaque film people of that 
time could feel on their teeth. He pointed out that the 
film made people’s teeth look dingy and said millions 
of people were getting bright, white smiles thanks to 
the product.

This appealed to their vanity and disgust emotions. 
This is an example of a principle you probably already 
know: If you want to change people’s behavior, appeal 
to their emotions.

So if you want people to stop avoiding the dentist, 
appeal to their:

 z fear
 z vanity
 z envy
 z pride
 z disgust

1

The Patient Attraction NewsletterThe Patient Attraction Newsletter

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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The history of toothpaste marketing is actually 
very interesting and goes far beyond the story of 
Pepsodent. We may revisit this in future articles.

The Beginner’s Guide to 
Scannable Text

Patient Attraction Episode 209

Help your website readers get the information you 
want them to have even if they don’t read all the text. 

You might remember some research about how long 
readers typically stay on a web page:

 z 55 percent of people spend less than 15 seconds 
on a web page.

 z 66 percent of people scroll down the page.
 z Research by PhD Jakob Nielsen shows that the 
average page view lasts A LITTLE LESS THAN A 
MINUTE.

So how can you get your message to readers without 
expecting them to read every word? By optimizing for 
scanning. That means using typography to draw the 
reader’s eye to the important parts.

Here’s how:

1.  Size: Use larger type, like headlines and subheads, 
to hit the biggest, highest-level view of what you 
are saying.

That may be: Invisalign Can Straighten Your Smile, 
Dental Implants Work Like Real Teeth, or Have a Bright 
Smile with Zoom! Whitening. If they read nothing else, 
you want them to read the biggest text on the page.

2.  The next thing readers will see is bold.

Put key phrases in bold so that if someone scrolls 
down the page and reads nothing but the bold text, 
they end up with the message. These are the next 
highest-level messages.

3.  Using italic text works much like bold, but it doesn’t 
draw the eye as much.

Italic text is best used for a single word or a short string 
of words. Again, this draws the reader’s eye as they are 
scanning quickly through the page. But using italic 
effective usually means that the reader will have to go 
back and read the whole sentence to see the context 
of the italicized type.

4.  Numbered or bulleted lists are an effective way 
to get people to understand sections of your text 
quickly.

Much like italic, this takes a little more investment of 
the reader’s time to understand the context of the 
list. This is a very effective way to list the benefits of a 
service or procedure. You can always come back after 
the list and expound on the various points in the list 
for those who want to read more closely.

Here is a word of warning: If you emphasize everything, 
you emphasize nothing. Using color in your text is too 
easy to overdo and do incorrectly. It’s better to have 
no color in your text than to use it incorrectly.

If you write only 250 or 350 words, you probably don’t 
need to optimize for scanning (though you should still 
have a headline and maybe some bold words). But 
if your pages are 500 words or more, you are doing 
readers – and yourself – a service by making the copy 
easier to scan.

Beware When Hiring 
Freelance Writers

Do you expect to write all your marketing copy 
yourself? Probably not.

You should be careful of companies that offer to set 
up your website, content and all. That’s because they 
may use a template that includes the same wording as 
dozens or even hundreds of other dentists. THAT will 
not get you noticed by search engines.

So how do you get unique and informative content 
onto your web pages? Don’t plan to write all of your 
website copy yourself. That is not a good use or your 
time, no matter how good a writer you are or how 
much time you have.
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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

2. Secondly, and even more importantly, 
don’t make false claims.

Don’t exaggerate your expertise. Don’t publicly claim 
certifications you don’t have, even if doing so seems 
minor. Here’s why:

A big part of what you sell is credibility. Most people 
will believe you if you say you are an expert in 
orthodontics, implants or sleep apnea. They have no 
reason to doubt you.

If you are doing a good job in your marketing, there 
will be plenty of instances online to back up your 
claim. But the truth has a way of coming out.

If you do a promo video that says you are a “certified” 
in a particular treatment, you’d better really have a 
reputable organization standing behind that, and not 
that you participated in a two-hour seminar during 
your last state dental association meeting.

It will be a real black eye for you if a competitor 
researches your claim and outs you. Of course, it 
could really damage your practice if your state dental 
association nails you for doing so.

Instead, emphasize the things your really ARE certified 
in and really do well. Otherwise, those exaggerations 
could come back to bite you in the end.

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.
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Building your website is kind of like building a house. 
You can do it yourself with whatever skill you have or 
can gain. This is a risky proposition, especially if you 
don’t know what you’re doing.

At the opposite end, you can hire a project manager. 
This is the point person who hires and manages the 
various subcontractors, leaving you to make only the 
highest-level decisions. 

Or you can act as the project manager and hire 
individual contractors to build the various elements. 
This can be problematic on two fronts:

1.  You have to have the knowledge to the know the 
good contractors from the bad.

2.  You have to take time away from the rest of your life 
to coordinate your contractors.

If you decide to go with the last option and hire 
contractors to build the various parts of your website, 
make sure you are knowledgeable about hiring 
freelance writers.

The most important knowledge is to be careful. 
Everybody who has ever gotten an A in college English 
thinks he or she is a good writer.

Before we started our in-house writing staff, we 
supplemented our work with the work of freelancers. 
Be careful about hiring freelancers who work for cents 
per word. If you decide to go this route, you’d better 
hire four or five for the same job.

That’s because one or two will flake on you and you’ll 
never hear from them again, another one or two will 
turn in crap, and maybe you’ll get something usable 
from one.

Look for an individual who has experience in content 
marketing. If you can find one with experience writing 
about dentistry, that’s certainly a plus.

If you find a writer you like, negotiate a deal based 
on the volume of content you expect and when you 
expect it to be completed. Agree to a set number of 
revisions, as you likely will want changes from the first 
version you see. And never, EVER pay up front.

Finally, reconsider this course of action. Sure, you may 

be able to save some money by hiring the various 
contractors to build your website. But the time you 
spend managing those contractors is time you could 
be doing something else, like seeing patients or 
spending time with your friends and family. 

And you are not an expert in code, photography, 
design, videography, writing and search engine 
optimization. How much time and money will you 
waste trying to find the right people for the job – or on 
hiring the wrong people? Find a company, whether 
that is us or someone else, who will manage all that 
for you.

Dale Carnegie Would Be 
Proud Of These Tips

Influencer marketing means using people with well-
respected names in your industry to help you establish 
your brand. This isn’t as overt as getting testimonials 
or endorsements, though you certainly can. It is simply 
being “affiliated” with each other.

This can be done in several ways:

 z You could write a blog on each other’s site.
 z You can share posts from each other on Facebook, 
Twitter, LinkedIn, etc.

 z You could write ABOUT the other person and 
publish it on your website or on another third-party 
site.

So, for instance, we have a great relationship with the 
guys at Summit Practice Solutions. We write things for 
them, they write things for us. It’s a method of cross-
promotion from two parties who respect the work of 
the other.

So, how do you identify the influencers in your 
community.

First, who are you trying to reach? Is it other dentists?

If not, then cross-promoting with other nationally 
known dentists probably won’t do you much good 
unless you are looking for patients from across the 
nation.
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One is from the Center for Disease Control and 
Prevention’s Tips From Former Smokers campaign. It 
shows a 49-year-old man named Brett remove two 
prostheses from his mouth, exposing his missing front 
teeth on both the front and bottom rows.

“Your smile says a lot about you,” Brett says. “What 
does this say?” and then he removes the prostheses.

If you haven’t seen it, you can find it on YouTube by 
searching “tips from former smokers and Brett.”

The second spot is from the U.S. Food and Drug 
Administration’s Real Cost Commercial campaign.

In this one, a convenience store clerk tells a patron that 
he doesn’t have enough money to pay for his menthol 
cigarettes. The patron takes out a pair of pliers, pulls 
out a tooth, adds it to the cash, and takes the cigarettes.

“What’s a pack of menthols cost?” the narrator asks. 
“Your teeth.”

You can find this commercial by searching YouTube for 
“real cost commercial your teeth.”

These two commercials mean that tens of thousands 
of people, maybe a couple of hundred thousand, are 
at least CONSIDERING the damage smoking is doing 
to their teeth. This is marketing to you.

And it’s free in the sense that you didn’t pay for it 
directly. But your tax dollars paid for these, so you 
might as well take advantage of this opportunity.

That could mean:

 z writing a blog about the dangers of smoking.
 z doing a video podcast or series of videos about 
what smoking does to your teeth and gums.

 z using social media to talk about the causality 
between tobacco use and oral cancer.

And remember, this has nothing to do with whether 
you think the government should be discouraging 
people from smoking or not. This is about seeing a 
public issue to which you can contribute.

And this advice goes not just for these two videos 
but to any public topic involving dentistry. Join the 
conversation that people are already having.

Don’t Make This Silly Mistake 
With Your Marketing

There may be no more famous set of false teeth in all of 
cinema than the famous James Bond villain of the late 
1970s “Jaws.” The creator of those famous chompers 
got bitten in the rear end last year, and you shouldn’t 
make the same mistake.

If you’re over the age of 40 or just a big fan of 007 
movies, you probably remember the bad guy Jaws in 
the films “The Spy Who Loved Me” and “Moonraker.” 
While those weren’t two of the best James Bond 
movies  – Roger Moore is no Sean Connery after all  – 
they did give us those iconic set of false teeth.

Those teeth were created by British dental appliance 
fabricator Luis Fairman. Last summer Fairman got in a 
bit of trouble for producing a YouTube video in which 
he called himself a dental technician. The problem is, 
the Brits have a law that says all dentists, orthodontists, 
dental nurses, dental technicians and hygienists must 
be registered, and Fairman was not.

So he got fined about 1,050 pounds, or about $1,700.

For his defense, Fairman said he was a dental technician 
before the law was passed and just never bothered to 
register. Now he is going to stick with calling himself 
a “dental mechanic” and repairing and producing 
dentures.

Here are two things about this:

1. Be very careful of your wording choices.

Most of you live in states with at least SOME restrictions 
on how you can promote yourself. Some state dental 
associations are more strict than others, and our 
Canadian readers face even more restrictions than 
most of their American counterparts. Don’t let a “slip 
of the tongue,” as Fairman claimed, bring you negative 
publicity.
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But you could connect with other dentists in your 
community. Not competitors, of course. But if you 
are a general dentist, look for the endodontists, 
periodontists, oral surgeons, etc., who have the largest 
patient lists and social media following.

This is important because you want the broadest 
reach possible. Not only does this help your reach 
more prospects, it also helps your search engine 
optimization.

But an influencer doesn’t have to be a dentist. You 
could look for other medical professionals. You could 
also look for celebrities in your community.

Finally, look within your own patient list. You are 
looking for someone who has an online platform with 
whom you could exchange information.

Once you’ve identified these influencers, what then?

 z Reach out to them.
 z Connect on social media.
 z Offer to contribute content to them first.
 z Introduce yourself over the phone, via email, or in 
person.

The ultimate goal is to create a mutually beneficial 
relationship in which you can reach each other’s 
audience with useful information.

8 Tips for Turning a Goof Into 
a Gain

Let’s face it: Mistakes happen. 

Period.

There’s no sense in beating yourself up about them. 
But when they happen, you can either try to deflect, 
deny and defend, or…

You can take responsibility, offer a solution and gain 
respect.

Obviously, there are different levels of mistakes and 
some of them can’t be rectified by email. But when 
they can be, here are eight ways you can write emails 
that gain you more in the apology than you lost in the 
mistake:

1.  Don’t apologize for nothing. Make sure that the 
person or group to whom you are sending the 
email was confused, inconvenienced or harmed in 
some way.

2.  Send the apology as soon as you become aware of 
the mistake. The longer you wait, the smaller the 
impact of the follow-up.

3.  The subject line should use some form of the words 
“apology” or “sorry.” That way there’s no question 
why you are sending the email.

4.  Be real. Unless you are in some kind of legal trouble 
for the error, the apology should sound just like 
you were saying it to the recipient – heartfelt and 
authentic.

5.  Don’t offer to make up for the mistake if you 
don’t plan to do so. Making an offer and then not 
following through only compounds your loss of 
credibility.

6.  Don’t make excuses. Say that you are working to 
make sure it doesn’t happen again. Some people 
will tell you to explain how the mistake happened. 
This is incorrect. Most people don’t care HOW 
it happened. All they care about is that it won’t 
happen again.

7.  Keep your email short. The more you ramble on, the 
fewer people will read all the way to the end.

8.  Be self-effacing. Taking it on the chin and 
acknowledging your fallibility endears you to 
patients because it shows you know you’re not 
perfect. Ultimately, people like to know that you are 
a real person. 

Acknowledging your mistakes shows you are human 
just like everyone else.

What Every Dentist Ought to 
Know About Paid Search

At SmartBox Web Marketing, our claim to fame is 
helping you attract more and better patients. One 
way we do that is by dominating organic web search 
results. Research shows that 70-80 percent of search 
engine users ignore paid ads, focusing on the organic 
results. But that doesn’t mean paid search doesn’t 
have a place in your web marketing plan.

54

It may seem odd to do an article explaining paid 
search when so much of our industry-leading 
patient attraction system revolves around content 
marketing. 

Obviously, the vast majority of people click on the 
organic links that come up when they search “find a 
dentist in my town,” or “ who is a gentle dentist in my 
city.” And we want our clients to not only be the first 
result on that page, we want our client to DOMINATE 
that page.

But it is simplistic to think paid ads have no place in a 
web marketing plan. After all, 20-30 percent of those 
searching for dental services online DO click on a 
paid link. And we want our clients to dominate THAT 
segment too.

Here is a quick look at paid search.

1. Google, Bing and Yahoo ads

These are good because they appear in front of 
people who are searching using keywords you have 
included in your ads. You can control how much you 
spend and get a lot of data about who is clicking on 
your ad. But you’d better be willing to invest a lot of 
time in keyword and keyword string research. You’d 
also better have a compelling ad to compete with the 
other ads AND the organic results.

2. Retargeting

This is where people who have visited your website 
start seeing ads for your practice when they go to 
other websites if they didn’t do something on your site 
(like ask for more info or schedule an appointment). 
This is good because it hits people who have shown 
some interest in your practice already.

But you’d better have multiple ads hitting multiple 
messages, because they left your site without taking 
action once for a reason. And retargeting has the 
same problems as spending on social media: When 
a prospect is on another website (like FoxSports or 
Kohl’s), they are not looking for dentistry.

3. YouTube

That’s right, you can make a YouTube ad that plays 
before the video someone requested pops up or 
shows up in their YouTube search results. This is good 
because videos are incredibly popular and you only 
pay for the ad when someone watches 30 seconds or 
more of it.

The downside: Do you have the talent to make a high-
quality YouTube video? And when was the last time 
you watched an ad on YouTube, even for 30 seconds?

4. Social media platforms

Sure, prospects are on social media. And Facebook 
and others make it easy for you to target the patients 
you are looking for.

But NO ONE IS ON TWITTER LOOKING FOR A DENTIST. 
The ROI is low here, and your money could be spent 
better elsewhere.

As usual, here is the standard disclaimer: Docs should 
not manage their own paid search. It takes a full-time 
person or even a firm to manage just the paid search 
portion of your marketing campaign so that it will 
return the greatest ROI.

Let the Government Help You 
Market FOR FREE

Did you know that the U.S. government is driving 
patients to you right now? If you’re not taking 
advantage of it, then you’re not getting your tax 
dollars’ worth. 

The government is spending money to help you 
market. Not with some small-business program or tax 
rebate. Directly doing your marketing for you. 

The only things the feds haven’t done is put your 
name on it. 

This is about video spots that you find on national 
TV networks and online. Both use the damage that 
smoking does to your teeth to encourage people to 
quit.
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But when they happen, you can either try to deflect, 
deny and defend, or…

You can take responsibility, offer a solution and gain 
respect.

Obviously, there are different levels of mistakes and 
some of them can’t be rectified by email. But when 
they can be, here are eight ways you can write emails 
that gain you more in the apology than you lost in the 
mistake:

1.  Don’t apologize for nothing. Make sure that the 
person or group to whom you are sending the 
email was confused, inconvenienced or harmed in 
some way.

2.  Send the apology as soon as you become aware of 
the mistake. The longer you wait, the smaller the 
impact of the follow-up.

3.  The subject line should use some form of the words 
“apology” or “sorry.” That way there’s no question 
why you are sending the email.

4.  Be real. Unless you are in some kind of legal trouble 
for the error, the apology should sound just like 
you were saying it to the recipient – heartfelt and 
authentic.

5.  Don’t offer to make up for the mistake if you 
don’t plan to do so. Making an offer and then not 
following through only compounds your loss of 
credibility.

6.  Don’t make excuses. Say that you are working to 
make sure it doesn’t happen again. Some people 
will tell you to explain how the mistake happened. 
This is incorrect. Most people don’t care HOW 
it happened. All they care about is that it won’t 
happen again.

7.  Keep your email short. The more you ramble on, the 
fewer people will read all the way to the end.

8.  Be self-effacing. Taking it on the chin and 
acknowledging your fallibility endears you to 
patients because it shows you know you’re not 
perfect. Ultimately, people like to know that you are 
a real person. 

Acknowledging your mistakes shows you are human 
just like everyone else.

What Every Dentist Ought to 
Know About Paid Search

At SmartBox Web Marketing, our claim to fame is 
helping you attract more and better patients. One 
way we do that is by dominating organic web search 
results. Research shows that 70-80 percent of search 
engine users ignore paid ads, focusing on the organic 
results. But that doesn’t mean paid search doesn’t 
have a place in your web marketing plan.
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It may seem odd to do an article explaining paid 
search when so much of our industry-leading 
patient attraction system revolves around content 
marketing. 

Obviously, the vast majority of people click on the 
organic links that come up when they search “find a 
dentist in my town,” or “ who is a gentle dentist in my 
city.” And we want our clients to not only be the first 
result on that page, we want our client to DOMINATE 
that page.

But it is simplistic to think paid ads have no place in a 
web marketing plan. After all, 20-30 percent of those 
searching for dental services online DO click on a 
paid link. And we want our clients to dominate THAT 
segment too.

Here is a quick look at paid search.

1. Google, Bing and Yahoo ads

These are good because they appear in front of 
people who are searching using keywords you have 
included in your ads. You can control how much you 
spend and get a lot of data about who is clicking on 
your ad. But you’d better be willing to invest a lot of 
time in keyword and keyword string research. You’d 
also better have a compelling ad to compete with the 
other ads AND the organic results.

2. Retargeting

This is where people who have visited your website 
start seeing ads for your practice when they go to 
other websites if they didn’t do something on your site 
(like ask for more info or schedule an appointment). 
This is good because it hits people who have shown 
some interest in your practice already.

But you’d better have multiple ads hitting multiple 
messages, because they left your site without taking 
action once for a reason. And retargeting has the 
same problems as spending on social media: When 
a prospect is on another website (like FoxSports or 
Kohl’s), they are not looking for dentistry.

3. YouTube

That’s right, you can make a YouTube ad that plays 
before the video someone requested pops up or 
shows up in their YouTube search results. This is good 
because videos are incredibly popular and you only 
pay for the ad when someone watches 30 seconds or 
more of it.

The downside: Do you have the talent to make a high-
quality YouTube video? And when was the last time 
you watched an ad on YouTube, even for 30 seconds?

4. Social media platforms

Sure, prospects are on social media. And Facebook 
and others make it easy for you to target the patients 
you are looking for.

But NO ONE IS ON TWITTER LOOKING FOR A DENTIST. 
The ROI is low here, and your money could be spent 
better elsewhere.

As usual, here is the standard disclaimer: Docs should 
not manage their own paid search. It takes a full-time 
person or even a firm to manage just the paid search 
portion of your marketing campaign so that it will 
return the greatest ROI.

Let the Government Help You 
Market FOR FREE

Did you know that the U.S. government is driving 
patients to you right now? If you’re not taking 
advantage of it, then you’re not getting your tax 
dollars’ worth. 

The government is spending money to help you 
market. Not with some small-business program or tax 
rebate. Directly doing your marketing for you. 

The only things the feds haven’t done is put your 
name on it. 

This is about video spots that you find on national 
TV networks and online. Both use the damage that 
smoking does to your teeth to encourage people to 
quit.
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Building your website is kind of like building a house. 
You can do it yourself with whatever skill you have or 
can gain. This is a risky proposition, especially if you 
don’t know what you’re doing.

At the opposite end, you can hire a project manager. 
This is the point person who hires and manages the 
various subcontractors, leaving you to make only the 
highest-level decisions. 

Or you can act as the project manager and hire 
individual contractors to build the various elements. 
This can be problematic on two fronts:

1.  You have to have the knowledge to the know the 
good contractors from the bad.

2.  You have to take time away from the rest of your life 
to coordinate your contractors.

If you decide to go with the last option and hire 
contractors to build the various parts of your website, 
make sure you are knowledgeable about hiring 
freelance writers.

The most important knowledge is to be careful. 
Everybody who has ever gotten an A in college English 
thinks he or she is a good writer.

Before we started our in-house writing staff, we 
supplemented our work with the work of freelancers. 
Be careful about hiring freelancers who work for cents 
per word. If you decide to go this route, you’d better 
hire four or five for the same job.

That’s because one or two will flake on you and you’ll 
never hear from them again, another one or two will 
turn in crap, and maybe you’ll get something usable 
from one.

Look for an individual who has experience in content 
marketing. If you can find one with experience writing 
about dentistry, that’s certainly a plus.

If you find a writer you like, negotiate a deal based 
on the volume of content you expect and when you 
expect it to be completed. Agree to a set number of 
revisions, as you likely will want changes from the first 
version you see. And never, EVER pay up front.

Finally, reconsider this course of action. Sure, you may 

be able to save some money by hiring the various 
contractors to build your website. But the time you 
spend managing those contractors is time you could 
be doing something else, like seeing patients or 
spending time with your friends and family. 

And you are not an expert in code, photography, 
design, videography, writing and search engine 
optimization. How much time and money will you 
waste trying to find the right people for the job – or on 
hiring the wrong people? Find a company, whether 
that is us or someone else, who will manage all that 
for you.

Dale Carnegie Would Be 
Proud Of These Tips

Influencer marketing means using people with well-
respected names in your industry to help you establish 
your brand. This isn’t as overt as getting testimonials 
or endorsements, though you certainly can. It is simply 
being “affiliated” with each other.

This can be done in several ways:

 z You could write a blog on each other’s site.
 z You can share posts from each other on Facebook, 
Twitter, LinkedIn, etc.

 z You could write ABOUT the other person and 
publish it on your website or on another third-party 
site.

So, for instance, we have a great relationship with the 
guys at Summit Practice Solutions. We write things for 
them, they write things for us. It’s a method of cross-
promotion from two parties who respect the work of 
the other.

So, how do you identify the influencers in your 
community.

First, who are you trying to reach? Is it other dentists?

If not, then cross-promoting with other nationally 
known dentists probably won’t do you much good 
unless you are looking for patients from across the 
nation.
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One is from the Center for Disease Control and 
Prevention’s Tips From Former Smokers campaign. It 
shows a 49-year-old man named Brett remove two 
prostheses from his mouth, exposing his missing front 
teeth on both the front and bottom rows.

“Your smile says a lot about you,” Brett says. “What 
does this say?” and then he removes the prostheses.

If you haven’t seen it, you can find it on YouTube by 
searching “tips from former smokers and Brett.”

The second spot is from the U.S. Food and Drug 
Administration’s Real Cost Commercial campaign.

In this one, a convenience store clerk tells a patron that 
he doesn’t have enough money to pay for his menthol 
cigarettes. The patron takes out a pair of pliers, pulls 
out a tooth, adds it to the cash, and takes the cigarettes.

“What’s a pack of menthols cost?” the narrator asks. 
“Your teeth.”

You can find this commercial by searching YouTube for 
“real cost commercial your teeth.”

These two commercials mean that tens of thousands 
of people, maybe a couple of hundred thousand, are 
at least CONSIDERING the damage smoking is doing 
to their teeth. This is marketing to you.

And it’s free in the sense that you didn’t pay for it 
directly. But your tax dollars paid for these, so you 
might as well take advantage of this opportunity.

That could mean:

 z writing a blog about the dangers of smoking.
 z doing a video podcast or series of videos about 
what smoking does to your teeth and gums.

 z using social media to talk about the causality 
between tobacco use and oral cancer.

And remember, this has nothing to do with whether 
you think the government should be discouraging 
people from smoking or not. This is about seeing a 
public issue to which you can contribute.

And this advice goes not just for these two videos 
but to any public topic involving dentistry. Join the 
conversation that people are already having.

Don’t Make This Silly Mistake 
With Your Marketing

There may be no more famous set of false teeth in all of 
cinema than the famous James Bond villain of the late 
1970s “Jaws.” The creator of those famous chompers 
got bitten in the rear end last year, and you shouldn’t 
make the same mistake.

If you’re over the age of 40 or just a big fan of 007 
movies, you probably remember the bad guy Jaws in 
the films “The Spy Who Loved Me” and “Moonraker.” 
While those weren’t two of the best James Bond 
movies  – Roger Moore is no Sean Connery after all  – 
they did give us those iconic set of false teeth.

Those teeth were created by British dental appliance 
fabricator Luis Fairman. Last summer Fairman got in a 
bit of trouble for producing a YouTube video in which 
he called himself a dental technician. The problem is, 
the Brits have a law that says all dentists, orthodontists, 
dental nurses, dental technicians and hygienists must 
be registered, and Fairman was not.

So he got fined about 1,050 pounds, or about $1,700.

For his defense, Fairman said he was a dental technician 
before the law was passed and just never bothered to 
register. Now he is going to stick with calling himself 
a “dental mechanic” and repairing and producing 
dentures.

Here are two things about this:

1. Be very careful of your wording choices.

Most of you live in states with at least SOME restrictions 
on how you can promote yourself. Some state dental 
associations are more strict than others, and our 
Canadian readers face even more restrictions than 
most of their American counterparts. Don’t let a “slip 
of the tongue,” as Fairman claimed, bring you negative 
publicity.
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The history of toothpaste marketing is actually 
very interesting and goes far beyond the story of 
Pepsodent. We may revisit this in future articles.

The Beginner’s Guide to 
Scannable Text

Patient Attraction Episode 209

Help your website readers get the information you 
want them to have even if they don’t read all the text. 

You might remember some research about how long 
readers typically stay on a web page:

 z 55 percent of people spend less than 15 seconds 
on a web page.

 z 66 percent of people scroll down the page.
 z Research by PhD Jakob Nielsen shows that the 
average page view lasts A LITTLE LESS THAN A 
MINUTE.

So how can you get your message to readers without 
expecting them to read every word? By optimizing for 
scanning. That means using typography to draw the 
reader’s eye to the important parts.

Here’s how:

1.  Size: Use larger type, like headlines and subheads, 
to hit the biggest, highest-level view of what you 
are saying.

That may be: Invisalign Can Straighten Your Smile, 
Dental Implants Work Like Real Teeth, or Have a Bright 
Smile with Zoom! Whitening. If they read nothing else, 
you want them to read the biggest text on the page.

2.  The next thing readers will see is bold.

Put key phrases in bold so that if someone scrolls 
down the page and reads nothing but the bold text, 
they end up with the message. These are the next 
highest-level messages.

3.  Using italic text works much like bold, but it doesn’t 
draw the eye as much.

Italic text is best used for a single word or a short string 
of words. Again, this draws the reader’s eye as they are 
scanning quickly through the page. But using italic 
effective usually means that the reader will have to go 
back and read the whole sentence to see the context 
of the italicized type.

4.  Numbered or bulleted lists are an effective way 
to get people to understand sections of your text 
quickly.

Much like italic, this takes a little more investment of 
the reader’s time to understand the context of the 
list. This is a very effective way to list the benefits of a 
service or procedure. You can always come back after 
the list and expound on the various points in the list 
for those who want to read more closely.

Here is a word of warning: If you emphasize everything, 
you emphasize nothing. Using color in your text is too 
easy to overdo and do incorrectly. It’s better to have 
no color in your text than to use it incorrectly.

If you write only 250 or 350 words, you probably don’t 
need to optimize for scanning (though you should still 
have a headline and maybe some bold words). But 
if your pages are 500 words or more, you are doing 
readers – and yourself – a service by making the copy 
easier to scan.

Beware When Hiring 
Freelance Writers

Do you expect to write all your marketing copy 
yourself? Probably not.

You should be careful of companies that offer to set 
up your website, content and all. That’s because they 
may use a template that includes the same wording as 
dozens or even hundreds of other dentists. THAT will 
not get you noticed by search engines.

So how do you get unique and informative content 
onto your web pages? Don’t plan to write all of your 
website copy yourself. That is not a good use or your 
time, no matter how good a writer you are or how 
much time you have.
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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

2. Secondly, and even more importantly, 
don’t make false claims.

Don’t exaggerate your expertise. Don’t publicly claim 
certifications you don’t have, even if doing so seems 
minor. Here’s why:

A big part of what you sell is credibility. Most people 
will believe you if you say you are an expert in 
orthodontics, implants or sleep apnea. They have no 
reason to doubt you.

If you are doing a good job in your marketing, there 
will be plenty of instances online to back up your 
claim. But the truth has a way of coming out.

If you do a promo video that says you are a “certified” 
in a particular treatment, you’d better really have a 
reputable organization standing behind that, and not 
that you participated in a two-hour seminar during 
your last state dental association meeting.

It will be a real black eye for you if a competitor 
researches your claim and outs you. Of course, it 
could really damage your practice if your state dental 
association nails you for doing so.

Instead, emphasize the things your really ARE certified 
in and really do well. Otherwise, those exaggerations 
could come back to bite you in the end.

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.


