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What Everyone Ought to 
Know About Scraping
Content is king in the current era of Google searches. 
Have great content and it will raise your ranking 
on Google search pages. Periodically refresh your 
content with different great content, and you’ll rise 
up the rankings even faster.

But where does this great content come from?

Well, most dentists hire someone to write the 
content of their web pages. This makes the most 
sense because docs are focused on their patients 
and their practice. Most of these writers do a good 
job of writing compelling, informative, original 
content.

But some are plagiarists, pure and simple.

Other times, sites are set up to automatically find 
content on particular subjects, copy the content 
and place it on another website. In the digital age, 
we call this “scraping,” and it is a big no-no.

Google is supposed to penalize sites that steal 
content word-for-word from other sites in search 
engine results. So make sure whoever is managing 
your site understands that scraping will not be 
tolerated.

If you find that you are a victim of scraping, especially 
if the scraper site outranks your site in a Google 
search, report it at bit.ly/scraperspamreport.

Having an Established 
Website Could Be Losing You 
Patients
Having an established practice, meaning that you’ve 
been around for 7, 10 or 15 years, is a good thing in 

dentistry. Having an established website that’s been 
around that long is not. 

I’ve been designing websites for about as long as 
there have been websites. A lot has changed, both 
on the backend with the coding, and in the design 
trends.

If you were an early adopter and haven’t freshened 
up your website, Google has just given you incentive 
to do so.

Earlier this year, one of the big chiefs at Google 
released a video that pretty much called out older 
sites.

Matt Cutts is the guy’s name, and what he said was 
this:

Older sites may have gotten stale if they aren’t  z
regularly updated.
Newer sites may provide visitors with a better user  z
experience.
Since user experience is what Google favors, those  z
new sites may appear higher in Google searches.

Appearing as high up on a Google search as possible 
is the centerpiece of your web marketing strategy. 
So when Google talks, you should listen.

Here are five things you can do to stay competitive 
with new sites:

Freshen the look of your design template.1. 
Update the user interface2. 
Add new features3. 
Continue to upgrade and tweak your site4. 
Keep up with the times5. 

As Cutts says in his video, “I wouldn’t just coast on 
your laurels.”

Take a fresh look at your website, or better yet, let 
someone like me give you an objective, informed 
opinion. 
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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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A Surprising 
Recommendation
When you think of newsletters, do you think of 
sheets of 8 ½ x 11 inch paper printed out of a desktop 
printer and half folded? If so, you’re missing out on 
what 21st century newsletters can bring you. 

The word newsletter may call to mind poorly 
designed, cheaply printed pages of information with 
little value (though I hope not, since you’re holding 
mine in your hand!).

But newsletters can actually be very stylish and 
informative for your patients. If you’ve read these 
articles for long, you know I am an information-
marketing proponent. The more ways you can look 
like the expert in the eyes of potential patients, the 
better.

Newsletters also are an excellent way to keep your 
name in front of potential patients and those who 
may refer potential patients. I’m not talking just 
about the old paper newsletters; I’m also talking 
about sharp, electronic PDF newsletters.

I’ve written about automating your customer 
relations management. Using a program like 
Infusionsoft, as we do, lets you automatically send 
your electronic newsletter to patients who meet 
certain criteria. Then you can track how much 
response you get from your newsletter readers.

ROI is high on newsletters as there are many ways 
to produce them (including many that come 
prepackaged or are based on templates) at very low 
costs. You can always produce paper newsletters 
from the electronic versions if you like; the choice is 
yours.

Lose Your Ego, Grow Your 
Practice
I recently saw a great blog post titled “Is Your Ego 
Hijacking Your Content Marketing Strategy?” That 

is a constant problem for dentists – spending too 
much time talking about what you and your office 
offer and not enough on what potential patients 
want. 

I am declaring an all-out war on what I call “we we” 
marketing. I’ve talked about it on articles before and 
I even write about it in my book, which you can get 
at www.moreandbetterpatients.com.

It’s the idea that dentists try to market what they 
bring to the table as a dentist. They shouldn’t. So 
when I read another blog on this same topic, I knew 
I had to address it.

The folks over at Hubspot identified five ways that 
egocentric behavior hurts effective marketing. I’m 
going to tell you how they affect dentists.

The first is, “Content Marketing: The Ultimate Anti-
Selfie.”

The idea is that when you provide informational 
content, as I have championed for a long time, it 
has to be content that potential patients want. That 
means you can’t just write about what you want to 
talk about or about why they should choose you.

    “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 z , positively wasting your time 
with Facebook – if you’re using it like everyone else.
Why trying to attract patients like a “teenage boy in  z
love” is going to torpedo your chances for big cases 
and premium fees.
How to resist the siren call of what I call the “hits,  z
clicks and eyeballs brigade.”  While focusing on 
hits, clicks and eyeballs might be a way to sound 
impressive, the only thing that matters is how much 
money are you feeding into your patient-attraction 
system and how much is it generating?
How to create your attraction system so that YOU  z
are the only obvious choice for your prospects. 
There’s one item you need to do this. This trumps 
specialized training, location and even your 
competitor’s low fees.

This newsletter is your key to getting a complimentary 
copy. “Attract More Patients in the Next 6 Months 
Than in the Past Six Years” currently retails on 
Amazon for $32.59, but you can obtain your copy by 
just covering the $4.97 cost of shipping.

To get your copy, go to
www.MoreAndBetterPatients.com

I’ve been told that in the movie “The Wolf of Wall 
Street,” Jordan Belfort trained garbage men to earn 
a million dollars a year selling to the top 1 percent of 
wealthy Americans by getting them to say it exactly 
the way he said it – by following the system.

Confidence comes from competence and 
competence comes from having your team practice, 
rehearse and drill these scripts and protocols until 
they become second nature.

Remember, nobody out there decides they’ll start 
calling dental offices for prices just because they’ve 
got a spare half an hour to kill. When they call and 
ask for a price, it’s because they have a genuine 
dental issue.

As Jayne Bandy says: “They’re not calling for a 
pizza!”

Winston Marsh says: “Nobody is so bored with life 
that they just ring a dentist for fun or to pass the 
time of day.”

When a receptionist tells me a caller was a “shopper,” 
it’s time to get a new receptionist.

Dr. David Moffet is a dentist from Sydney, 
Australia. He is the creator of The Ultimate 
Patient Experience, a simple set of very specific, 
“common sense” patient service steps being used 
by dentists all over the world to create unique 
experiences for their patients that allowed 
him to personally collect between $1.5M and 
$1.82M for dental services five years running 
(2007-2011) while working only 4 days a week, 
for 38-42 weeks each year. Visit his website at 
www.theUPE.com.
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You have to listen to the conversations people are 
having, not lead them. That means paying attention 
to your desired patients, their needs, their concerns. 
That also means reaching them where they are, not 
expecting them to come to you.

When you do that, your marketing is much more 
effective.

The second is, “Forget personal opinion. What do 
the numbers say?”

It says you should test your assumptions, try new 
methods for reaching potential patients and analyze 
the numbers all along the way.

We are big about metrics. We track the number of 
phone calls all of our customers get from every place 
potential patients could find them. We also track 
where all opt-ins come from. You can’t know what’s 
working (and what isn’t) if you’re not tracking.

In our own marketing, we send out messages among 
multiple channels and see which ones resonate the 
best. Then we focus on those. 

Now I know some of you are saying, “I have been 
doing this a long time. I know what works.” What 
you have to realize is that sometimes you don’t 
know what you don’t know. Maybe what you’re 
doing does work, but how do you know what you 
are doing is working better than everything else 
until you test it against other methods?

If you want to attract more and better patients, test 
and track.

Third is about how doing what you’ve always done 
will get you what you’ve always gotten. There’s a 
saying that no growth occurs without discomfort. 
You have to let go of your ego, which tells you 
that the way you are doing it is fine, and step onto 
unfamiliar ground.

For instance, it may be hard for you to give up your 
traditional Yellow Pages ad. But as I wrote in my new 
book, the patients you want aren’t looking in the 
Yellow Pages anymore.

It may be hard for you to trust in search engine 

optimization because how it works is complicated. 
Your ego wants you to stick with what you know and 
stay away from what you don’t understand. Your 
ego wants you to tout yourself, your equipment and 
your staff. 

But you have to let that go. You have to be willing 
to take risks and to feel uncomfortable if you want 
to move past your current position. Because if you 
keep doing what you are doing, you will get what 
you have always gotten.

If you want to attract the patients YOU want, you 
have to do something different.

Fourth, the Hubspot blog talked about writing 
content that goes beyond the sale to make a 
difference, and how that can resonate with the 
reader.

This is why I always talk about quality content. 
Plenty of websites stuff as many keywords as they 
can into content that is almost unreadable and 
undecipherable. 

We write content for our clients that answers 
potential patients’ questions and problems.

You come across as the expert when you have 
content based on their need for information, not 
your need for keywords or SEO. That may be website 
content, newsletters, press releases, emails or posts 
on your Facebook page.

Provide information that people need, and they will 
come to you.

      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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and important information from the caller.

Subtly distracting the caller with questions allows 
you to gently break down the caller’s guard and 
then present yourself and your dental office as the 
nicest, friendliest place on earth for them to get their 
PROBLEM SOLVED!!

“Can I have your email address? I’d like to send you 
our special report, titled ‘Fifteen reasons why smart 
everyday people put off going to the dentist…. 
and how those decisions are medically proven to 
be driving us into our graves twenty-two and a half 
years earlier than we should be.’”

“And while I’m writing that down, can I also please 
take down your mobile phone number, just in 
case we get cut off? You know my sister got cut off 
yesterday on her phone while standing on the top 
of a hill. Can you believe that?”

Of course there are incorrect ways of answering the 
“How much is a filling?” question.

 Here are some answers your receptionist should 
never ever say:

“I don’t know. I will have to ask the dentist.”

“You will have to come in for an exam before we can 
answer that question.”

“It depends.” 

We need to avoid offering all statements that act 
to close down the conversation with the caller. We 
need to avoid all comments and answers that give 
no feedback about us, the dentist and our dental 
offices.

If your phone is answered with these poor answers, 
or other equally poor answers, the caller is left only 
to judge you and your office on your receptionist’s 
voice and phone manner and those poor answers to 
their price question.

And that’s a LOSE-LOSE situation.

It’s a loss because you miss out on the caller making 
the appointment, and the caller misses out on 

receiving the fine quality dentistry and the world-
class customer service that your office is famous for 
providing.

The correct response ALWAYS is for a receptionist 
to stick to the plan and protocol for these calls as 
designed by you and your office.

The biggest factor in all of this discussion is the 
confidence and competence of the person answering 
the phone. The solution is proper training. Clear and 
concise protocols. Train your team until they can do 
it naturally, competently and perfectly. 

Sadly, the trouble is most receptionists don’t really 
have the confidence to ask the right questions. Not 
all, but most. And that’s because of inadequate 
training and unclear and vague expectations of 
them.

And in those cases, sadly, because of the lack of 
training and skill development, the receptionist will 
almost always just want to get the caller off the line 
as quickly as possible. 

     “Very few dental websites 
actually generate new 
patients.”

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

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

- Dr. Michael Abernathy
Founder Summit Practice Solutions
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Finally, after working so hard to take your ego out 
of your marketing, I want to give your ego a boost. 
I want you to know that potential patients want 
to hear from you. They are actively searching the 
Internet looking for information that you have. 
You are knowledgeable and helpful. You have an 
obligation to let those people who are having dental 
trouble know that you can ease their pain.

So tell them. Get the word out in as many channels 
as possible.

Make videos that provide information on giving 
people a better smile; chewing without pain; or 
sleeping through their dental appointment. Write 
blogs about the benefits of implants over dentures, 
or oral appliances over CPAP machines. Make sure 
that any scholarly articles you write are available on 
your website.

Whatever you do, make sure it is out there on the 
web. This way potential patients know that you are 
the expert in your area. This is the point of content 
marketing.

By giving up your ego, you have reasons for your 
ego to grow.

Are You Ready to Charge Your 
Practice?
I want to introduce someone I really like. His name 
is Brendon Burchard, and he has a YouTube channel 
you might search for. He’s got some uplifting, 
positive messages that I think you might like. 

Brendon had an episode called “Caged, Comfortable, 
or Charged - Which is YOUR Life?” In it he describes 
three types of lives:

Caged: You feel trapped in your circumstances,  z
whether that is expectations from yourself or 
others, or you don’t have time, emotional or 
financial freedom. You become resigned to your 
fate and resentful. The only way out is for someone 
to come into your life and set you free, or you start 
making different choices and set yourself free.

Comfortable: You feel satisfaction with your life and  z

with yourself. But this comfortableness also leads 
to restlessness, a desire for more challenges, a belief 
that there must be something more.

Charged: You feel energized, willing to take on  z
challenges and push yourself beyond what you 
previously thought were limits. 

Now, sometimes Brendon comes off a little spiritual 
or preachy, and the three types of lives are probably 
a little simplistic. After all, we have all probably been 
caged, comfortable and charged at different times, 
and probably feel different proportions of all three 
at other times.

But here is where I think Brendon is dead on as it 
relates to dentists:

It is very easy to feel caged in your practice. You are 
working too many hours on too many patients for 
too little money. You don’t know a way to get the 
patients you want so you can have the lifestyle and 
family time you desire. You are disenchanted that 
the business side of your practice is not where you 
want it to be.

You also may feel comfortable in your practice. 
You have plenty of patients. The work is steady. But 
there are too many drill and fills, and not enough 
reconstructions. You make a decent living. But you 
know of others who are doing better. You think 
that you can keep on going the way things are but 
wonder if you might be able to get more out of the 
business.

   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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The Secret to Being Judged on More than Price
By David Moffet

An interesting question was posted on a Dental 
Mastermind chat forum recently by one of my good 
friends.

“Does anyone have a good method for handling 
shoppers? The people who ring up and ask: ’How 
much is a filling?’  ….. I was wondering if anyone has 
a method for getting them in the door?”

With the assisted contribution from three other 
members on that forum, here’s where the discussion 
has unanimously turned … 

The people who call and ask for a price do so because 
they have no other point of reference.

I know for a fact that everyone calling my office for 
treatment-related questions (as opposed to those 
trying to sell me SEO, etc.) is doing so because they 
actually need that treatment. With that thought in 
the front of mind, our job on the phone is to convince 
the caller that we are the dental office for them, and 
in so doing, make the question of price irrelevant.

If they THEN choose to go elsewhere for their 
dentistry, they do so knowing that they have 
compromised their decision.

So in answer to the question “Does anyone have 
a good method for handling shoppers?,” I would 
suggest the reply should be to answer the caller’s 
question with a question or SEVERAL QUESTIONS.

The first question that the caller asks is often NOT 
really their primary concern. We need to dig deeper, 

and dig quickly, to divert the caller from the price 
answer. Really what the caller is saying is:

“I have a dental problem and I’m looking for someone 
who really cares to help me.”

The FIRST question your receptionist needs to ask 
to this question about price, and any other initial 
question raised by a caller (such as “Do you do 
veneers?” or “Are you open Saturdays?”) must be 
“When were you last in to see us?”.

Leading with this question immediately allows us to 
control the conversation and gather important and 
necessary information without offending the caller, 
who could be a regular patient or a newly acquired 
patient who is just inquisitive.

We then have permission to courteously ask their 
name and lead into contact information questions, 
along with the all-important next question: 
“Which one of our valued patients can we thank 
for recommending our dental office to you, Mrs. 
Smith?”.

This is such a great question.

Straight away we have deflected Mrs. Smith away 
from her price inquiry, and with this question, we 
have informed her that we are grateful for and 
welcome new patient referrals and that we reward 
our existing patients who refer clients to us.

Now that we have taken control of the call, we can 
gently ask more questions to gather more necessary 

What you need is someone to help you get to the 
charged dental life. You need someone to help you 
get the patients YOU want to attract so you can 
focus on the dentistry. You cannot be an expert in 
everything, you only have so much time in the day 

and you have people counting on you.

We would love for you to call us at 888-741-1413 
and I personally will make sure that we help you. 
Just mention that you read the newsletter and you 
will move to the top of the call-back list.


