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What’s Holding Back Your 
Web Marketing?

If you have a website that’s NOT bringing you new 
patients, you’re about to find out why. 

Why must you be on the web? Let’s start with a statistic:

Eighty-five percent of consumers are searching 
for local businesses online. So even if you haven’t 
dumped your phone book for Google, the majority of 
your patients have.

In fact, 91 percent of consumers search to find 
information on the web.

More than half do so EVERY DAY. But what’s wrong with 
your billboard, yellow pages listing, TV commercial or 
newspaper ad? Nothing is wrong with them if you 
don’t mind spending a bunch of money in hopes of 
drawing in prospects.

But with web marketing, you can be very targeted in 
how you spend your money, drawing in the patients 
YOU want to attract. That’s because the web is data-
driven.

You can:

 z track who looked at your website (you can’t do that 
with your billboard)

 z target specific messages to people who have 
looked at a specific page on your website (you can’t 
do that with your TV commercial)

 z automatically follow up with prospects who have 
requested more information (you can’t do that from 
a newspaper ad)

 z use videos to show how likeable you and your staff 
(you can’t do that with your phone book listing)

In fact, there are four key things you need to be doing 
to have web marketing that provides more and better 
patients. Most dentists aren’t doing even one of them 
effectively. Unless you’re our client, you’re almost 
certainly not doing all four.

These are what we call our four pillars.

Just as a building needs rock solid support to be 
sturdy, so does your practice. You MUST have these 
four pillars to bring yourself more patients, more 
profits and more freedom.

Having one doesn’t support your practice. Even 
having three makes your practice unstable. But with 
all four pillars, you have rock solid frame from which to 
build your web marketing efforts.

The four pillars are:

 z attraction
 z conversion
 z follow-up
 z tracking

What you MUST know about attracting 
patients

The first step of any web marketing campaign is that 
your prospects must be able to find you on the web, 
no matter if they search on Google, Facebook, local 
search, or on their mobile phone!  The alphabet soup 
of “buzzwords” you’ve heard (SEO, SEM, PPC, SMO, 
etc.) are simply the tools used to achieve a top-ranking 
visibility. 

For many dentist, this is the only pillar that gets done!

Without diving into the specifics of each “tool“ here, 
you must be:

 z doing organic SEO
 z doing PPC
 z doing video optimization
 z optimizing local search 
 z managing online reviews
 z using blogs, articles and press releases

With Google constantly tinkering with its search 
engine, you have to make sure you have a dominant 
online presence that covers ALL FACETS. 
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What Is The Patient Attraction System 
Blueprint™?
Each week I make available a limited number of 25 
minute slots in my calendar to speak with dentists 
from all over the country. The purpose is to walk them 
through what I call the Patient Attraction System 
Blueprint™ and give them a “behind the scenes look” 
at what it takes to attract patients online. During 

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

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

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

To Check Current Availability and Schedule Your 
Session Visit:

http://swm.io/bluprnt
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Getting your name out there in as many channels as 
possible is a MUST for building your web marketing.

Visibility doesn’t equal new patients
Conversion is very simple. It means taking someone 
who has found you and getting them to set an 
appointment.

That might be via your website, or that might be 
through a phone call. But what a conversion is NOT is 
a click.

Having someone click a link to your website, or even 
a link from your website to another page within your 
website, is not a conversion.

Some dentists get hundreds and thousands of clicks, 
but they get 0 phone calls and 0 butts in chairs. 
Obviously they are doing a good job with attraction 
if they are getting all those page views. But that’s why 
this is one of the more overlooked aspects of web 
marketing.

Many dentists think they buy visibility and magically 
butts appear in their chair. In large part that’s because 
many web marketing companies sell dentists on the 
ideas that clicks matter.

When dealing with conversion, only one kind matters. 
It’s not page goals in Google Analytics or a “Like” on 
Facebook.

A conversion is when somebody picks up your phone 
and calls your office. Until they pick up the phone, they 
are a lead.

So how do you convert that click or lead into a patient?

You address patients’ three needs:

1.  Are you going to hurt them?
2.  What are you going to charge?
3.  Are you going to do the work right?

That last one has nothing to do with your training. It 
has to do with whether they trust you, whether you 
have credibility with them.

Two of the most powerful ways to do that are:

1.  Have a problem/solution-oriented website. 

Most dentists have a services-based website. But the 
patient’s problem is not Invisalign; it’s that they are 
embarrassed to smile. Implants aren’t the patient’s 

problem; it’s that they can’t eat the foods they love. 
Orient your website to deal with patient problems to 
earn credibility.

2. Use video.

Video expresses things that you can’t put into words. 
Most communication is nonverbal. Video of you and 
your staff lets people get to know you. This goes back 
to Dr. Robert Cialdini’s principle of likeability. Video of 
testimonials allows patients to advocate for you. This 
goes to Dr. Cialdini’s idea of social proof.

Stay in front of prospects

If you’re a GP and you deal with volume, follow-up is 
less important than giving prospective patients your 
hours, location and price. Follow-up really matters 
when you look at large-case, elective dentistry.

As transaction size increases, so does the amount of 
required trust to make that sale. Before someone 
spends $10,000-$20,000 in their mouth, they are going 
to do a lot of research. Research shows us this can be 
up to a 24-month buying cycle.

So you have to keep your name in front of your 
prospects.

The National Sales Executive Association says that 90 
percent of all sales close on the 7th-12th touch with 
that prospect. That means most people are not going 
to call for an appointment the first time they visit your 
website.

    “When I bought my practice last 
year, the previous dentist was 
averaging 1-2 new patients per 
month. Two months after having 
my website built by Colin and his 
team, I had 19 new patients walk 
through my door. In the 5-6 

months that have followed, I’ve averaged 15-20 
new patients, with last month being my biggest 
month with 27 new patients. This is all without any 
other paid advertising efforts on my part.”

- Dr. Stafford Conley
Bowie, MD
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Colin Receveur’s mantra for the last 14 years has been, “The results speak for themselves.” 
Since incorporating in 2001, Colin has established a rock solid track record with his clients 
and turned SmartBox into a stalwart of proven results for hundreds of dental practices.
To see the results Colin can get for you, contact him at 888-741-1413 or visit our website at
www.SmartBoxwebmarketing.com.

    Attract More Patients in 
the Next 6 Months 
Than in the Past 6 Years
The biggest challenge to 
attracting the patients YOU 
want has far less to do with 
your marketing expertise 
and everything to do with 
the size of your thinking.
My brand new book walks 
you through the process for 

making an enormous leap in your thinking about 
attracting patients online.
In the book, you’ll find:

 zWhy you’re absolutely, positively wasting your time 
with Facebook – if you’re using it like everyone else.

 zWhy trying to attract patients like a “teenage boy in 
love” is going to torpedo your chances for big cases 
and premium fees.

 z How to resist the siren call of what I call the “hits, 
clicks and eyeballs brigade.”  While focusing on 
hits, clicks and eyeballs might be a way to sound 
impressive, the only thing that matters is how much 
money are you feeding into your patient-attraction 
system and how much is it generating?

 z How to create your attraction system so that YOU 
are the only obvious choice for your prospects. 
There’s one item you need to do this. This trumps 
specialized training, location and even your 
competitor’s low fees.

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

Conversely, if you have a thriving practice where 
money isn’t an issue, but you have the chance to get 
a local celebrity or someone who could give you great 
word-of-mouth advertising, is it worth giving them 
a discounted price to keep them from going to a 
competitor?

These are questions you’ve got to decide for yourself.

But if you have set a fair price for your service, you 
should stick with it. You have financial obligations 
and plans, both of which can be derailed if you start 
discounting your fees.

Discounting your fees reduces the value of your 
services. That’s because word will soon get around 
that your fees aren’t REALLY your fees and can be 
negotiated. Then suddenly your fees are nothing 
more than a starting point.

But that is not the same as negotiating TERMS. For 
instance, you can work with people on payment 
plans. You can work with them on different solutions 
that meet their needs; perhaps not as quickly, not as 
conveniently or maybe not even as well.

So while implant-supported dentures may not be as 
good as All-on-4 dental implants, they’re still better 
than old-fashioned removable dentures – and more 
affordable than the All-on-4. Or you could negotiate 
ADDITIONAL services, such as free or discounted 
follow-up care, cleanings or maintenance.

Ultimately, patients need to understand the VALUE 
of your work over the cost of your work. They need 
to understand that you are offering them top service, 
high-quality work and the best price you can. If they 
change one, the other two will have to change as well.
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But let’s say one person per day visits your website 
and wants more information. If you send each of those 
people two emails per month, which amounts to you 
sending out two emails a day, every day, over the span 
of a year that is 730 emails.

Do you want to MANUALLY send out two emails a day, 
every day? Of course not. And that may explain why 
most doctors say they are doing NO FOLLOW-UP.

Follow-up is critical and that is why we are a certified 
Infusionsoft partner. Even though automated email 
marketing is just part of what they do, they are the 
best at it.

Don’t trust your patients
Many dentists think they are tracking where their new 
patients come from. Inevitably those same dentists 
have this or a similar story to tell, “And we get patients 
who say they saw our billboard. But we don’t HAVE a 
billboard!”

Here’s why: You can’t trust your patients’ memories.

Forensic psychologists have known for more than a 
century that eyewitness details are often wrong. Even 
eyewitness testimony in court cases is NOTORIOUSLY 
inaccurate. In fact, the Innocence Project regularly 
looks at eyewitness accounts as an area of suspicion 
when reviewing a case. 

First, let’s establish this:

You MUST, MUST, MUST have a reliable way to track 
where new patients are coming from. For our clients, 
we use recorded telephone tracking.

Here are the top two reasons:

You must be able to hold your staff accountable for 
what happens when someone calls. It’s much like the 
saying, “There’s many a slip twixt the cup and the lip.” 
So just because your web marketing does its job and 
gets someone to call doesn’t mean that prospect ends 
up in your chair.

If your staff is not using good technique on the phone, 
they could be wasting your entire marketing budget. 
You don’t need to listen to every call that comes in, but 
you should be listening to a couple a week.

Second, you must track where every call comes from 

so that you know which of your marketing pieces 
are performing and which are wasting your money. 
That means you may need multiple numbers for your 
website and print platforms.

But if you suddenly see a rush of new customers, how 
will you know whether it is because of your ongoing 
web marketing efforts, today’s new newspaper ad, 
that billboard by the intersection that went up two 
weeks ago, or that mailer with the expiring offer that 
went out a month ago?

You wouldn’t, and you wouldn’t know what to spend 
money on next time.

Watch your ROI, and you can further improve your 
web marketing efforts.

Sending Unauthorized Email 
to Canadians is a Crime 
If you live in or near America’s neighbor to the North 
and email market to Canadian citizens, you could be 
breaking the law right now and not even know it. 
Starting July 1 last year, Canada’s Anti-Spam Legislation, 
or CASL, affects every person and business sending 
email to Canadian citizens.

      “Since we’ve been using SmartBox 
Marketing, we’ve had great 
success. Recently, with the 
expansion into surgical things 
such as implants and things of 
that nature, the majority of our 
larger cases are coming from the 

web-based stuff that we’re doing with SmartBox. 
So, I’ve been very happy with the success. Before, I’d 
have to look back at the numbers, I don’t even know 
how well it was tracked, but it was maybe 10 or 20 a 
month. And now, we’re up to averaging 80-100 
phone calls a month. Last month was 160 leads, 
which is a great response. The amount of traffic, the 
bigger cases, the implant cases that we’re getting, 
are 90 percent driven from the website.“

- Dr. Robert K. Klein
Kansas City, MO
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can give for free or at a substantially reduced price to 
secure the person as a staying, paying and referring 
patient.

Mike identities two key elements to making a 
successful offer.

The first is choose the right offers.

He says that people are looking for a low-cost, low-
stress way to meet you to find out what’s wrong with 
their teeth. So offering a service people need for free 
is the best approach, though low dollar amounts (like 
$1) can work too.

And what do you offer? Try free X-rays, free emergency 
exam or free second opinion. Coupled with consumer-
friendly hours, like before and after work and on 
weekends, this can be a real winner.

Mike warns against using a cosmetic, sedation or 
implant offer. Most potential patients aren’t looking 
for those services yet. Besides, the free offer is the lure 
to get them into the office so they feel comfortable 
getting those profitable procedures.

You don’t want to give them away right off the bat.

This is 100 percent true for websites, too. 

But discount offers should certainly have an expiration. 
People are much more likely to respond when they 
have a deadline.

And be cautious about which offers you use. For 
instance, if you are trying to attract patients wanting 
more big-case, higher-cost dentistry, offering a free 
cleaning isn’t going to attract that crowd.

Mike’s second element to a successful print ad offer is 
to highlight the offer.

In the hustle and bustle of a print ad, the offer MUST 
STAND OUT. His suggestion is a white box with darker 
border, the word free, and an easy-to-understand 
offer of less than 5 words. He also suggest NOT using 
a percentage-off strategy because people are wary of 
such offers.

This strategy works for websites as well. When a client 
wants to put an offer on his website, we usually do it 
as an ear on the page. This helps it stand out because it 
stands out from the otherwise modular design.

Resist the Lure of Discounted 
Fees

What happens when someone asks you to lower your 
fees?

First, there is the practical matter: How much profit 
margin have you built in to your fees? Obviously you 
have to cover your overhead costs: materials, staff 
time, hourly cost to keep the practice running.

But then comes the “negotiable” part: how much do 
you pay yourself? How flexible you are with your fee 
depends, in part, on how you set the fee in the first 
place.

If your fees are bare minimum because you are a 
volume practice, then more than likely there is very 
little practical room for negotiation. If you have a 
healthy profit margin, then negotiation is still in play. 
Whether to negotiate price becomes a more abstract 
matter. Issues such as “what is your time worth,” “what 
is the service worth” and “how badly do you want the 
patient” come into play.

The reason these are more abstract questions is 
because they are subjective and influenced by many 
factors. For instance, if your practice is slow and a 
patient comes in needing $20,000 in dental work but 
says they could pay $15,000 cash if you’ll just “work 
with me on the price,” that may be very tempting to 
take.

      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 most important part of the law to remember is 
that you must have explicit (not implied) permission 
from the recipient to send email marketing to anyone 
in Canada. This differs from our CAN-SPAM act here 
in the U.S., which allows you, as a business, to email 
someone with whom you have a business relationship 
and they must opt-out if they want to stop getting 
your emails.

CASL is meant to stop black-hat style emails, but in 
doing so is one of the most aggressive anti-spam laws 
in the world. One way it accomplishes this is through 
the penalties for violation:

How does a $10 million fine sound?

How about criminal charges?

It gets even better: for now, the Canadian government 
has to bring any charges for violation of CASL. But in 
2017, Canadian citizens themselves can initiate such 
action.

Remember, this affects businesses from ANY country, 
including the US, that email Canadian citizens. So 
if our Canadian viewers and those of you in the 
northernmost parts of the northernmost states, this 
means you.

Fortunately, you have until July 1, 2017, to comply with 
the law. So, for the next year and a half, you need to 
start asking all of your email recipients to opt-in to 
your email messages.

At SmartBox Web Marketing, that is already our 
standard operating procedure. We and our clients 
will have no problems complying with this law. If you 
are emailing Canadian citizens, consult an attorney or 
Google the law and become more informed.

4 Things Your Patients Want in 
Your Ads
Our friends and colleagues over at Summit Practice 
Solutions have some advice about how you can 
improve your print marketing, and you’ll be surprised 
how many apply to web marketing as well. Max 
Gotcher and Mike Abernathy over at Summit Practice 
Solutions are really good at helping dentists get their 
practice in order.

They run a regular blog and occasionally discuss 
marketing in it. They are more comfortable in 
traditional marketing and regularly steer their clients 
to us for web marketing.

After all, Max and Mike are SmartBox clients, too!

One of their blogs gave some direct response 
marketing basics, and they are very similar to best 
practices in web marketing. Here are  four things 
patients want from your ads (and website):

1. Choose the correct colors.

What does “correct” mean? Mike recommends 
blues and teals for print ads. This is rather limiting for 
websites. But we do recommend muted, calming 
tones. Using garish colors and loud tones make your 
website look like the Sunday comics. You want people 
to look at you as responsible and trustworthy.

2. Use a picture.

Mike recommended using a picture of a grandparent, 
mom and dad, and kids. This would show that you 
welcome the whole family. He points out that the 
images you use will influence how people think of you.

This is true, and that is why we try to use photos on 
our website that reflect the kind of patients our 
dentists are trying to attract. For instance, a dentist 
looking for younger, professional patients should use 
more images of that group. Conversely, a dentist who 
doesn’t work with children should not use photos of 
children on his site.

  “The level of competition we have 
is astronomical. The odds are 
against us so I just need you to 
put everything in my favor. I 
wanted to cover it all, I wanted to 
cover all my bases and so that’s 
why I picked the Elite package. I 

didn’t want to leave anything on the table, I wanted 
to go for it and I had faith from what I’d seen from 
the other websites, I was confident that I was doing 
the right thing and was excited about doing it.“

- Dr. Raleigh Pioch
Salem, Oregon
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3. Mike recommends that ads should have a 
prominent phone number and website address.
He suggests using a unique line in the ad so that 
everyone in the office knows it is a new patient. 
Obviously we endorse phone tracking to know where 
your new patients are coming from. Your staff also 
knows that calls are being recorded, so they have to 
be in top form every time.

4. Finally, tell them which insurance you take. 

Mike said this to contrast with the idea that dentists 
should tell every prospect that they are in-network. 
The latter is a major PR blunder, because the patient 
will find out that you weren’t in-network. What’s more, 
the insurance company will tell them how much they 
could have saved after the fact and give them a list of 
close in-network providers.

The only difference we have here is that some dentists 
are not trying to attract patients based on being in-
network. If you are trying to get the dental insurance 
yoke from around your neck, or limit the number of 
providers you work with, don’t highlight insurance.

Market to the patients you want to attract, and if that is 
people who prize value over cost, downplay insurance 
and emphasizing payment and financing options.

What NOT to include in a print ad
So let’s see how well the don’ts of print advertising 
match up with websites.

1. Eliminate unnecessary verbiage and claims.

If someone would look at the ad and say, “Of course 
they do,” then you don’t need it. For instance, no need 
to say that you do bleaching, X-rays, fillings, etc. 

Also, Mike says you don’t need to show pictures of 
credit cards to show you take them. “Of course you 
do.” Every dentist takes credit cards.

You might think, “But all of my competitors do these 
things.” Exactly. Why do what everyone else is doing? 
Set yourself apart.

Because a website can have virtually unlimited space, 
it’s OK to talk about the various services you offer – 
on pages off the home page. Same with payment 
options.

2. Drop logos from Fastbraces, Invisalign, Care 
Credit, the ADA, etc.,and replacing them with 
phrases that show a benefit, like interest-free 
financing, straight teeth without wires, and 
white teeth in about an hour. 

For websites, you can do both. Dentists should design 
their website in a problem/solution format. So you 
have buttons like “I’m embarrassed to smile, “I can’t eat 
the foods I Iove,” and “I’m afraid of the dentist” (more 
about that last one in a second. Then, clicking on the 
button takes you to the service you offer to solve that 
problem, such as veneers, implants and sedation 
dentistry, respectively. 

But on a website, there also is room for the various 
logos of the brands you use. Some brands, such as 
Lumineers and Invisalign, actually carry some value 
because patients have heard of them.

3. “Lose the platitudes.”

Stop saying that you are a “gentle care” dentist, or 
that you have a “friendly staff.” Every doctor in town 
can make that claim. That doesn’t set you apart; it just 
makes you part of the herd.

The same is true with websites. If you been voted 
“gentlest dentist in town” or “friendliest staff in town,” 
that’s an entirely different story. Otherwise, let other 
people waste their time with that hokum.

4. You do not need to dump the kitchen sink on 
prospective patients.

Mike says an ad should be read quickly, make it obvious 
you are a dentist and give the value statement. The 
homepage should do the same thing. Potential 
patients don’t need your resume. They don’t need 
every procedure you can perform.

You want to give them only what it takes to make 
them want to call, because any more than that and 
you may make them want to NOT call.

The Secret of Special Offers
One of the foundational items in most dental print 
ads is the special offer. This is the lure you use to bring 
prospective patients into your office. You want to 
use this special offer as a loss-leader: something you 


