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Tips for LinkedIn Show Why 
Social Media Doesn’t Work
I recently read a blog with five tips on how to be 
successful with LinkedIn, the largest professional 
networking site in the world. Normally I don’t do 
newsletter articles to disagree with things I read 
online. I generally only talk about things I DO agree 
with and translate how they apply to dentistry.

But I am concerned that dentists will see articles like 
the one I read and then be hoodwinked when other 
marketing companies tout how they can use social 
media to attract new patients. I will say again: You 
don’t find new patients on social media.

So let’s look at these five tips about why LinkedIn 
attracts new customers – and why the writer is 
wrong.

1. “Build a strong foundation.” In short, the writer 
says that having a strong LinkedIn profile helps you 
make a good impression on others. Here’s the key 
word to that: “others.” What other’s?

Most likely other dentists or dental professionals 
because that is probably who is in your LinkedIn 
network. Remember, the people who see you are 
those in your network or those in groups where 
you post comments or information. When was the 
last time a new patient said, “I saw a comment you 
made in our conversation for small business owners 
and knew you were the dentist for me”?

2. “Build an Intelligent Network.” The author says to 
have broad connections in your LinkedIn network, 
accepting anyone who makes personal and 
professional sense. The author uses an example of 
the kinds of people she has in her network:

former coworkers and classmates z

people in her industry z
neighbors and fellow residents of her city z
her business “target markets” z

So out of this set of four groups, is there any group 
that will bring you more and better patients? Target 
markets for dentists are patients who need the 
procedures you want to perform. How would those 
patients find you or you find them to add you a 
LinkedIn contact in any volume? More importantly, 
why would they connect with you on LinkedIn?

3. “Add Constant Value.” That means sharing the best 
and most relevant contact with your network. Here 
comes the common refrain: Your network DOES 
NOT include very many prospects. Your LinkedIn 
network contains professional contacts.

4. “Promote and Connect Others.” This means 
connect some of your contacts to other contacts. 
Here is one way that you might attract more patients; 
not significantly more, but a few more.

Since most of your LinkedIn contacts are likely from 
the dental industry, perhaps you can share patients 
IF you are a general dentists and your contacts are 
specialists or vice versa. But are you going to be able 
to fund your retirement on referrals from LinkedIn 
contacts?

5. “Have a Relationship Mindset.” The author wants 
you to build relationships with members of your 
LinkedIn network. Really? Really? It’s fine to have 
individual conversations and get to know people in 
your network. But for the time that takes, will that 
bring in a large enough number of new patients to 
make it worth the effort?

No, of course not.

So, to boil it down, even adding your LinkedIn 
network and the networks of those in your 
network will not provide you with enough prospects 

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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to be worth the investment of time. People are 
not looking on LinkedIn (or Facebook, Twitter or 
any other social media) for a dentist. Stick to what 
returns the highest ROI.

There’s No Secret    
to Effective SEO
One of, if not THE, most important things in your web 
marketing efforts is Search Engine Optimization, or 
SEO. Here is why SEO is so important: 

Most of the patients YOU want to attract are searching 
online for whatever dental problem they are having; 
research shows that 93 percent of consumers begin 
with a search engine. Most are going to use Google; 
70 percent of people worldwide use Google. And 
75 percent will never look past the first page of a 
Google search

So how do you dominate that first page of a Google 
search? Keywords that link back to your website 
are what move your name higher and higher up a 
Google search results list.

Those keywords can be from your own web pages, 
from blogs you write, from articles you have 
published, from mentions in the news media and 
press releases you issue, from patient reviews on 
Yelp, from your LinkedIn profile … lots of places, as 
you can see.

The more ways you can link your names to the terms 
that potential patients are looking for, the higher you 
will rank when prospects search those terms. That’s 
because Google scours the Internet using complex 
computer programs and then ranks those keywords 
using complex mathematical formulas.

Now here’s where it gets REALLY complex: not all 
links carry the same value. So just like when you’re 
fishing with your buddies, the person with the most 
fish doesn’t necessarily have bragging rights over 
the person with the biggest fish. So a mention of 
All-on 4-implants on your site doesn’t carry as much 
weight as, say, an article in your local paper about 

you doing the All-on-4 procedure.

The SEO value is even greater when someone reposts 
or shares that article within their social network. See 
how complex it all is?

What’s NOT complex is what Google wants you to 
do to move up the search engine rankings page. 
Google wants you to provide quality content that 
can really help people when they search for a 
problem they are having. That means the content 
should be useful even if it had no SEO value at all.

And what Google DOESN’T want is you stuffing a 
whole bunch of keywords into a web page that doesn’t 
really tell people anything when they find it. That is 
boring and unhelpful to anyone who reads it.

Our friends at SearchEngineWatch, which is a website 
devoted to this kind of thing and a site we read 
very carefully to stay up on the latest information, 
recently wrote a blog on this very subject. In it, they 
strongly encouraged small business owners to work 
closely with their SEO providers to provide higher-
quality content. Doing so will not only help readers 
but increase SEO in the current search engine 
environment.

    “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 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

All of these duties are impossible to achieve in 
most office situations. When a patient sits in the 
hygiene chair, the hygienist feels the clock ticking 
knowing the next patient is only 55 minutes away. 
With stringent block scheduling, the hygienist must 
complete everything in their 60 minutes. WITHOUT 
ASSISTANCE, another pair of hands, the STANDARDS 
FOR CLINICAL DENTAL HYGIENE PRACTICE will not 
be completed.

Time after time when I visit offices, I find the 
hygienist is overwhelmed and overburdened by 
their responsibilities. So to make it work, they cut 
corners. Most hygienists cut the perio gathering 
data because of all the clerical tasks they are being 
delegated. When I perform chart audits, I do not 
find full mouth probings, current x-rays, recession, 
mobility, furcation, etc. – full mouth perio analysis. 
Thus data proves more people have periodontal 
disease than we previously reported because of 
these shortcomings.

Are these clerical duties what a LICENSED hygienist 
should be doing for their patients? Or should the 
hygienist be performing this needed full mouth 
cursory examination in order to discover if the 
patient has periodontal diseases? 

Be thorough to ensure a complete periodontal 
evaluation for your patient’s total health.

Patricia Worcester, R.D.H., B.S., a full-time practicing 
hygienist for more than 30 years, founder and 
director of Mission Possible … Best Hygiene 
Team Training. This training is your answer to a 
comprehensive dental hygiene training program 
for the entire team. She combines advanced clinical 
protocols and the latest technology with clinical 
excellence and hands-on education.
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Well, as Bruce Willis said in “Die Hard,” “Welcome 
to the party, pal.” We’ve been telling clients that for 
years! In fact, if you regularly read this newsletter, 
you’ve see me say it plenty of times.

So if you really want to optimize your SEO to get 
to the top of the Google search pages, write with 
readers in mind and make sure your SEO provider is 
doing the same.

Why dental practices are hiring companies 
to maximize their SEO
Before we get into this topic, I want to make a 
confession: I love doing these newsletters. I love 
talking marketing. I love breaking down the latest in 
dental marketing. But it can be very challenging not 
to turn them into an infomercial. So much of what I 
talk about is the same things I deliver to clients.

So I try to keep the newsletter content as objective 
as possible and give you great information that 
can help you grow your practice whether you ever 
become a client of mine or not. Most of the time I 
succeed. When I recently came across a survey by 
Constant Contact, I really wasn’t sure whether to use 
it or not. The survey is about why small businesses 
and nonprofits do or do not outsource their various 
marketing efforts.

I ultimately decided to write about it because that 
is a choice you, as a dentist, has to make. Which 
aspects of your marketing will you do on your own, 
and which, if any, will you pay someone like me to 
do for you? So I’m going to give you the three results 
of the survey.

According to these 1,300 businesses surveyed:

35 percent outsource SEO  z
23 percent outsource online banner ads z
22 percent outsource their website z
3 percent outsource their email newsletters and  z
social media

None of this surprises me. SEO, as you have seen, 
is extremely complex. And some folks don’t know 
enough about computers or the web to manage 

their website and banner ads.

Here is what is surprising: when asked which aspects 
they would outsource if they could, the largest 
difference between those who are and those who 
wish they could are:

Social media (16 percent) z
SEO (15 percent) z

Why? Because those are the two biggest time sucks 
in a person’s day. You can waste a ridiculous amount 
of time on social media and get very little in return. 
SEO has a big return, but you have to take the time 
to do the writing.

Finally, the biggest reason those surveyed said they 
don’t outsource their various marketing streams is, 
wait for it, money. But here’s the funny thing: those 
surveyed said they or their employees spend about 
33 hours per week on marketing. 

Now ask yourself: looking at your current costs, how 
much would cutting 33 hours per week save 
you? I bet it’s enough to hire us, at least at an entry-
level package. Then you and your staff are freed up 
to focus on what you know best.

Work Hard, Attract   
the Patients You Want  
and Feel Great
My dad is a dentist and I grew up around dentistry my 
whole life. But my life’s work is web-based marketing. 
I read about it. I study it. I go to conventions and 
seminars. I pretty much LIVE dental marketing.

Most of you can relate to that. You put in a lot of 
time, energy and money going to dental school. 
You made a lot of sacrifices while you were there. 
Then you got out on your own, and you put a lot of 
time, energy and money into starting your practice, 
whether on your own or with one or more partners.

You’ve made a lot of sacrifices.

But if you’re like me, you’re starting to see dividends. 
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(To accomplish the following, the hygienist will need 
assistance.)

Review of medical history with instructions about 1.  
the implications of dental health to systemic health.
Radiographic screening of FMS X-rays or 7 vertical 2.  
BWX. You need to carefully review – looking for 
boney defects and root irregularities before you 
begin your probing.
Look at your patient’s face to see the following: 3.  
swelling, melanomas and any unhealthy signs.
Pull out the lips and cheeks and look for any 4.  
abscesses, swelling, draining fistulas or any palatal 
swelling.
Perform oral cancer screening.5.  
Record all data. Use a hand mirror to show patient 6.  
any concerning areas.
Look at the tissues. Note color, margins, papilla and 7.  
gingiva. Is there swelling or irregularities? Note all 
findings. 
Probe full mouth, noting pocket depths, bleeding, 8.  
exudate, pus, recession, furcation, mobility, calculus, 
root abnormalities, restorations, occlusion, TMJ and 
oral hygiene.
Review gathered data with the Dr. A diagnosis is 9.  
created using the evidence-based decision-making 
processes. 

 Discuss restorative needs.10.  
Carefully and completely explain to the patient 11.  

their prognosis. Give recommendations created 
from the data you have gathered. Fully address and 
document any concerns the patient may share.

Document all findings in patient record. Your 12.  
findings will be necessary for the treatment plan.

Why We Aren’t Finding Dental Diseases
I have trained thousands of dental offices in advanced 
periodontal procedures in 37 states, Canada and 
Europe. I would like to share with you some of my 
findings. A typical dental office schedules their 
hygiene visit for 60 minutes. During this hour the 

hygienist is expected to:

Take a comprehensive updated medical history. z
Fully discuss systemic health = dental conditions. z
Take necessary X-rays. z
Perform full mouth probing with pocket depths,  z
bleeding, exudate, recession, mobility, furcation 
involvement, bone loss seen radiographically and 
visually, calculus and tissue assessment.
Educate on proper oral hygiene. z
Full documentation of the visit. z
Cleaning and setting up room for next patient. z

Besides these, the hygienist is also expected to book 
their patients for their re-care appointments, SRP 
appointments, and book any restorative needs. Also 
expected is the entering of the patient’s treatment 
plans, fees and insurance data. Some hygienists 
even have to collect the payments.

     “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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I have a great group of regular clients who have 
been with me almost since the start and have never 
left. That’s probably a lot like you, with a steady 
stream of checkups, X-rays, cleanings and drill-and-
fill patients. Those are the easy-to-get patients.

Now our company is really growing. We are 
attracting some really high-end clients who are 
going for our Elite package, which gets them every 
service we offer. In your world, you may be getting 
more elective cases, full mouth reconstructions and 
teeth in a day cases, whatever your premium cases 
are.

Here’s why I say that I am in a great mood because of 
our growth: because it means that I am working hard 
and it is paying off. As a business owner, we have to 
do lots of tedious things: accounting, payroll, order 
supplies, blah blah blah. Those things are NOT the 
reason we got into business.

For me, I love the strategy part of figuring out the 
best messaging to attract great clients, and then 
figuring out the best ways to use our patient-
attraction system to fit their needs. There is ongoing 
analysis, change and re-analysis.

You can probably relate. You can drill a cavity in your 
sleep, but working with a patient with advanced 
periodontal disease who needs an All-on-4, planning 
exactly how to fix their smile … THAT is what 
professionally gets your juices flowing.

If you’re not getting enough of those kinds of cases, if 
you’re not having ENOUGH days where you are in a 
great mood because you worked hard and attracted 
those high-end cases, give us a call. Let us help you 
attract the patients YOU want.

Ask Questions To Make Sales 
Less Distasteful
To many of you, the idea that you are a salesman 
is probably an icky thought. You’re a healthcare 
provider; you don’t sell. You inform people of 
their options, and then they decide what to do. If 

that’s how you think, your business probably isn’t 
maximizing its potential.

Of course you are a healthcare provider. Of course 
your core mission and business is giving people 
great dental health and a beautiful smile.

But you are also in the sales business.

It is your job to sell people on doing whatever it 
takes to maximize their dental health and get the 
most beautiful smile. You, however, did not get into 
dentistry to be like Alec Baldwin in “Glengarry Glen 
Ross:” “ABC, A-Always, B-Be, C-Closing.” If that’s what 
you wanted, you would have become a sales tycoon 
in real estate or pharmaceuticals or investments.

So the way to get away from sales is by asking your 
patients questions a straightforward question and 
letting their answer be your guide. Here are some 
examples of questions:

What don’t you like about your smile? z
What oral problems are you having? z
What would having a perfect smile do for  z
your life?
If you could have anyone’s smile, who would  z
it be?

Notice that there are no yes/no questions.

All of these questions give you insight into what the 
patient wants from you.

These questions also are emotionally charged for 
the patient, focusing on either the pain of having 
problems or the joy of having their problems fixed.

      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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Why We Miss Correctly Diagnosing Dental Diseases
By Patricia Worcester

As hygienists, we owe it to our patients to learn how 
to dig deeply and explore during a visit in our chair. 
A study by the CDC and AAP shows that researchers 
appear to have underestimated by as much as 50 
percent how many cases of moderate to severe 
periodontitis exist in the U.S.

“This study shows that periodontal disease is a 
bigger problem than we all thought. It is a call to 
action for anyone who cares about his or her oral 
health,” said Samuel Low, D.D.S., M.S., associate dean 
and professor of periodontology at the University of 
Florida College of Dentistry, and president of the 
AAP. “Given what we know about the relationship 
between gum disease and other diseases, taking 
care of your oral health isn’t just about a pretty smile. 
It has bigger implications for overall health, and is 
therefore a more significant public health problem.” 
(Journal of Dental Research, September 21, 2010.)

According to Paul Eke, PhD., M.P.H., an epidemiologist 
at the CDC and lead author of the study, the findings 
have significant public health implications. Several 
research studies have associated gum disease 
with other chronic inflammatory diseases such as 
diabetes, cardiovascular disease and rheumatoid 
arthritis, just to name a few. We must give our 
patients a rigorous examination. They deserve more 

than a quick polish up.

The reason that periodontal disease has been 
underdiagnosed was discovered by the following 
research. “NHANES surveys use partial-examination 
protocols, and, therefore, they significantly 
underestimate the prevalence and severity of 
periodontal disease. Quality control of NHANES 
can be enhanced significantly if a full mouth 
periodontal examination is performed.” (Journal of 
Periodontology 2011, Vol. 82, No. 3, Pages 337-341.)

My advanced periodontal training began in 1980 
with Dr. Bhaskar, who stressed the necessity of 
gathering full mouth data and always probe into 
the col. When we probe into the col, we are able to 
find the beginning stages of bone loss even before 
it is evident on X-rays. If you are probing on the line 
angle, you will miss bone loss and the early stages of 
interproximal disease. With aggressive, non-surgical 
periodontal therapy, we can save countless teeth 
from needless extraction.

The following list includes the steps that a hygienist 
should take to ensure a quality periodontal 
evaluation. You may save not only a tooth or two – 
but a LIFE. 

Here are the four reasons that using an emotionally 
charged question works:

You are in control of the conversation. Think Robert 1.  
Cialdini’s principle of authority.
You allow the patient to talk about his or her needs, 2.  
not your abilities (I have written at length about 
this).
You distinguish yourself from other dentists who 3.  

want to tell patients what they need without first 
asking what they want.
You are able to get information that will be key to 4.  
giving that patient exactly what he or she needs to 
leave satisfied.

Of course these aren’t the only questions you will 
ask. But start with these questions and it won’t seem 
like sales at all.
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do lots of tedious things: accounting, payroll, order 
supplies, blah blah blah. Those things are NOT the 
reason we got into business.

For me, I love the strategy part of figuring out the 
best messaging to attract great clients, and then 
figuring out the best ways to use our patient-
attraction system to fit their needs. There is ongoing 
analysis, change and re-analysis.

You can probably relate. You can drill a cavity in your 
sleep, but working with a patient with advanced 
periodontal disease who needs an All-on-4, planning 
exactly how to fix their smile … THAT is what 
professionally gets your juices flowing.

If you’re not getting enough of those kinds of cases, if 
you’re not having ENOUGH days where you are in a 
great mood because you worked hard and attracted 
those high-end cases, give us a call. Let us help you 
attract the patients YOU want.

Ask Questions To Make Sales 
Less Distasteful
To many of you, the idea that you are a salesman 
is probably an icky thought. You’re a healthcare 
provider; you don’t sell. You inform people of 
their options, and then they decide what to do. If 

that’s how you think, your business probably isn’t 
maximizing its potential.

Of course you are a healthcare provider. Of course 
your core mission and business is giving people 
great dental health and a beautiful smile.

But you are also in the sales business.

It is your job to sell people on doing whatever it 
takes to maximize their dental health and get the 
most beautiful smile. You, however, did not get into 
dentistry to be like Alec Baldwin in “Glengarry Glen 
Ross:” “ABC, A-Always, B-Be, C-Closing.” If that’s what 
you wanted, you would have become a sales tycoon 
in real estate or pharmaceuticals or investments.

So the way to get away from sales is by asking your 
patients questions a straightforward question and 
letting their answer be your guide. Here are some 
examples of questions:

What don’t you like about your smile? z
What oral problems are you having? z
What would having a perfect smile do for  z
your life?
If you could have anyone’s smile, who would  z
it be?

Notice that there are no yes/no questions.

All of these questions give you insight into what the 
patient wants from you.

These questions also are emotionally charged for 
the patient, focusing on either the pain of having 
problems or the joy of having their problems fixed.

      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

54

Why We Miss Correctly Diagnosing Dental Diseases
By Patricia Worcester

As hygienists, we owe it to our patients to learn how 
to dig deeply and explore during a visit in our chair. 
A study by the CDC and AAP shows that researchers 
appear to have underestimated by as much as 50 
percent how many cases of moderate to severe 
periodontitis exist in the U.S.

“This study shows that periodontal disease is a 
bigger problem than we all thought. It is a call to 
action for anyone who cares about his or her oral 
health,” said Samuel Low, D.D.S., M.S., associate dean 
and professor of periodontology at the University of 
Florida College of Dentistry, and president of the 
AAP. “Given what we know about the relationship 
between gum disease and other diseases, taking 
care of your oral health isn’t just about a pretty smile. 
It has bigger implications for overall health, and is 
therefore a more significant public health problem.” 
(Journal of Dental Research, September 21, 2010.)

According to Paul Eke, PhD., M.P.H., an epidemiologist 
at the CDC and lead author of the study, the findings 
have significant public health implications. Several 
research studies have associated gum disease 
with other chronic inflammatory diseases such as 
diabetes, cardiovascular disease and rheumatoid 
arthritis, just to name a few. We must give our 
patients a rigorous examination. They deserve more 

than a quick polish up.

The reason that periodontal disease has been 
underdiagnosed was discovered by the following 
research. “NHANES surveys use partial-examination 
protocols, and, therefore, they significantly 
underestimate the prevalence and severity of 
periodontal disease. Quality control of NHANES 
can be enhanced significantly if a full mouth 
periodontal examination is performed.” (Journal of 
Periodontology 2011, Vol. 82, No. 3, Pages 337-341.)

My advanced periodontal training began in 1980 
with Dr. Bhaskar, who stressed the necessity of 
gathering full mouth data and always probe into 
the col. When we probe into the col, we are able to 
find the beginning stages of bone loss even before 
it is evident on X-rays. If you are probing on the line 
angle, you will miss bone loss and the early stages of 
interproximal disease. With aggressive, non-surgical 
periodontal therapy, we can save countless teeth 
from needless extraction.

The following list includes the steps that a hygienist 
should take to ensure a quality periodontal 
evaluation. You may save not only a tooth or two – 
but a LIFE. 

Here are the four reasons that using an emotionally 
charged question works:

You are in control of the conversation. Think Robert 1.  
Cialdini’s principle of authority.
You allow the patient to talk about his or her needs, 2.  
not your abilities (I have written at length about 
this).
You distinguish yourself from other dentists who 3.  

want to tell patients what they need without first 
asking what they want.
You are able to get information that will be key to 4.  
giving that patient exactly what he or she needs to 
leave satisfied.

Of course these aren’t the only questions you will 
ask. But start with these questions and it won’t seem 
like sales at all.
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Well, as Bruce Willis said in “Die Hard,” “Welcome 
to the party, pal.” We’ve been telling clients that for 
years! In fact, if you regularly read this newsletter, 
you’ve see me say it plenty of times.

So if you really want to optimize your SEO to get 
to the top of the Google search pages, write with 
readers in mind and make sure your SEO provider is 
doing the same.

Why dental practices are hiring companies 
to maximize their SEO
Before we get into this topic, I want to make a 
confession: I love doing these newsletters. I love 
talking marketing. I love breaking down the latest in 
dental marketing. But it can be very challenging not 
to turn them into an infomercial. So much of what I 
talk about is the same things I deliver to clients.

So I try to keep the newsletter content as objective 
as possible and give you great information that 
can help you grow your practice whether you ever 
become a client of mine or not. Most of the time I 
succeed. When I recently came across a survey by 
Constant Contact, I really wasn’t sure whether to use 
it or not. The survey is about why small businesses 
and nonprofits do or do not outsource their various 
marketing efforts.

I ultimately decided to write about it because that 
is a choice you, as a dentist, has to make. Which 
aspects of your marketing will you do on your own, 
and which, if any, will you pay someone like me to 
do for you? So I’m going to give you the three results 
of the survey.

According to these 1,300 businesses surveyed:

35 percent outsource SEO  z
23 percent outsource online banner ads z
22 percent outsource their website z
3 percent outsource their email newsletters and  z
social media

None of this surprises me. SEO, as you have seen, 
is extremely complex. And some folks don’t know 
enough about computers or the web to manage 

their website and banner ads.

Here is what is surprising: when asked which aspects 
they would outsource if they could, the largest 
difference between those who are and those who 
wish they could are:

Social media (16 percent) z
SEO (15 percent) z

Why? Because those are the two biggest time sucks 
in a person’s day. You can waste a ridiculous amount 
of time on social media and get very little in return. 
SEO has a big return, but you have to take the time 
to do the writing.

Finally, the biggest reason those surveyed said they 
don’t outsource their various marketing streams is, 
wait for it, money. But here’s the funny thing: those 
surveyed said they or their employees spend about 
33 hours per week on marketing. 

Now ask yourself: looking at your current costs, how 
much would cutting 33 hours per week save 
you? I bet it’s enough to hire us, at least at an entry-
level package. Then you and your staff are freed up 
to focus on what you know best.

Work Hard, Attract   
the Patients You Want  
and Feel Great
My dad is a dentist and I grew up around dentistry my 
whole life. But my life’s work is web-based marketing. 
I read about it. I study it. I go to conventions and 
seminars. I pretty much LIVE dental marketing.

Most of you can relate to that. You put in a lot of 
time, energy and money going to dental school. 
You made a lot of sacrifices while you were there. 
Then you got out on your own, and you put a lot of 
time, energy and money into starting your practice, 
whether on your own or with one or more partners.

You’ve made a lot of sacrifices.

But if you’re like me, you’re starting to see dividends. 
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(To accomplish the following, the hygienist will need 
assistance.)

Review of medical history with instructions about 1.  
the implications of dental health to systemic health.
Radiographic screening of FMS X-rays or 7 vertical 2.  
BWX. You need to carefully review – looking for 
boney defects and root irregularities before you 
begin your probing.
Look at your patient’s face to see the following: 3.  
swelling, melanomas and any unhealthy signs.
Pull out the lips and cheeks and look for any 4.  
abscesses, swelling, draining fistulas or any palatal 
swelling.
Perform oral cancer screening.5.  
Record all data. Use a hand mirror to show patient 6.  
any concerning areas.
Look at the tissues. Note color, margins, papilla and 7.  
gingiva. Is there swelling or irregularities? Note all 
findings. 
Probe full mouth, noting pocket depths, bleeding, 8.  
exudate, pus, recession, furcation, mobility, calculus, 
root abnormalities, restorations, occlusion, TMJ and 
oral hygiene.
Review gathered data with the Dr. A diagnosis is 9.  
created using the evidence-based decision-making 
processes. 

 Discuss restorative needs.10.  
Carefully and completely explain to the patient 11.  

their prognosis. Give recommendations created 
from the data you have gathered. Fully address and 
document any concerns the patient may share.

Document all findings in patient record. Your 12.  
findings will be necessary for the treatment plan.

Why We Aren’t Finding Dental Diseases
I have trained thousands of dental offices in advanced 
periodontal procedures in 37 states, Canada and 
Europe. I would like to share with you some of my 
findings. A typical dental office schedules their 
hygiene visit for 60 minutes. During this hour the 

hygienist is expected to:

Take a comprehensive updated medical history. z
Fully discuss systemic health = dental conditions. z
Take necessary X-rays. z
Perform full mouth probing with pocket depths,  z
bleeding, exudate, recession, mobility, furcation 
involvement, bone loss seen radiographically and 
visually, calculus and tissue assessment.
Educate on proper oral hygiene. z
Full documentation of the visit. z
Cleaning and setting up room for next patient. z

Besides these, the hygienist is also expected to book 
their patients for their re-care appointments, SRP 
appointments, and book any restorative needs. Also 
expected is the entering of the patient’s treatment 
plans, fees and insurance data. Some hygienists 
even have to collect the payments.

     “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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to be worth the investment of time. People are 
not looking on LinkedIn (or Facebook, Twitter or 
any other social media) for a dentist. Stick to what 
returns the highest ROI.

There’s No Secret    
to Effective SEO
One of, if not THE, most important things in your web 
marketing efforts is Search Engine Optimization, or 
SEO. Here is why SEO is so important: 

Most of the patients YOU want to attract are searching 
online for whatever dental problem they are having; 
research shows that 93 percent of consumers begin 
with a search engine. Most are going to use Google; 
70 percent of people worldwide use Google. And 
75 percent will never look past the first page of a 
Google search

So how do you dominate that first page of a Google 
search? Keywords that link back to your website 
are what move your name higher and higher up a 
Google search results list.

Those keywords can be from your own web pages, 
from blogs you write, from articles you have 
published, from mentions in the news media and 
press releases you issue, from patient reviews on 
Yelp, from your LinkedIn profile … lots of places, as 
you can see.

The more ways you can link your names to the terms 
that potential patients are looking for, the higher you 
will rank when prospects search those terms. That’s 
because Google scours the Internet using complex 
computer programs and then ranks those keywords 
using complex mathematical formulas.

Now here’s where it gets REALLY complex: not all 
links carry the same value. So just like when you’re 
fishing with your buddies, the person with the most 
fish doesn’t necessarily have bragging rights over 
the person with the biggest fish. So a mention of 
All-on 4-implants on your site doesn’t carry as much 
weight as, say, an article in your local paper about 

you doing the All-on-4 procedure.

The SEO value is even greater when someone reposts 
or shares that article within their social network. See 
how complex it all is?

What’s NOT complex is what Google wants you to 
do to move up the search engine rankings page. 
Google wants you to provide quality content that 
can really help people when they search for a 
problem they are having. That means the content 
should be useful even if it had no SEO value at all.

And what Google DOESN’T want is you stuffing a 
whole bunch of keywords into a web page that doesn’t 
really tell people anything when they find it. That is 
boring and unhelpful to anyone who reads it.

Our friends at SearchEngineWatch, which is a website 
devoted to this kind of thing and a site we read 
very carefully to stay up on the latest information, 
recently wrote a blog on this very subject. In it, they 
strongly encouraged small business owners to work 
closely with their SEO providers to provide higher-
quality content. Doing so will not only help readers 
but increase SEO in the current search engine 
environment.

    “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 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

All of these duties are impossible to achieve in 
most office situations. When a patient sits in the 
hygiene chair, the hygienist feels the clock ticking 
knowing the next patient is only 55 minutes away. 
With stringent block scheduling, the hygienist must 
complete everything in their 60 minutes. WITHOUT 
ASSISTANCE, another pair of hands, the STANDARDS 
FOR CLINICAL DENTAL HYGIENE PRACTICE will not 
be completed.

Time after time when I visit offices, I find the 
hygienist is overwhelmed and overburdened by 
their responsibilities. So to make it work, they cut 
corners. Most hygienists cut the perio gathering 
data because of all the clerical tasks they are being 
delegated. When I perform chart audits, I do not 
find full mouth probings, current x-rays, recession, 
mobility, furcation, etc. – full mouth perio analysis. 
Thus data proves more people have periodontal 
disease than we previously reported because of 
these shortcomings.

Are these clerical duties what a LICENSED hygienist 
should be doing for their patients? Or should the 
hygienist be performing this needed full mouth 
cursory examination in order to discover if the 
patient has periodontal diseases? 

Be thorough to ensure a complete periodontal 
evaluation for your patient’s total health.

Patricia Worcester, R.D.H., B.S., a full-time practicing 
hygienist for more than 30 years, founder and 
director of Mission Possible … Best Hygiene 
Team Training. This training is your answer to a 
comprehensive dental hygiene training program 
for the entire team. She combines advanced clinical 
protocols and the latest technology with clinical 
excellence and hands-on education.


