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Why You Should Plan 1 Goal 
at a Time

Research suggest that if you plan on how you will 
accomplish a single goal, you are likely to achieve it. 
But if you simultaneously plan how you will achieve 
multiple goals, you are unlikely to achieve any of them. 

A blog post from Influence at Work, the company of 
SmartBox Web Marketing favorite Dr. Robert Cialdini, 
described research about how we can successful plan 
to reach our goals – and how we can sabotage our 
own efforts.

According to the research, people who create a plan 
to reach their goals are usually successful. But people 
who simultaneously create plans to reach multiple 
goals often fail.

This is because it is difficult to complete multiple 
goals and because the goals often have contradictory 
requirements.

For instance, you are a dentist with a thriving practice. 
You would like to increase your income but you also 
would like to spend more time away from the office 
traveling. As you can see, it is hard to make more 
money when you are out of the office spending 
money on trips.

So how can you achieve all of your goals? According to 
the blog, there are two ways:

One, set up a contrast between yourself and others. 
The research showed that people are better able to 
juggle multiple task for reaching their goals if they 
believe others are juggling even more tasks.

Second, plan to achieve multiple goals as ways 
to achieve an even larger goal. So if you want to 
make more money and travel more, you might put 
those plans under an even larger goal that would 
accommodate both.

In this case, you might want to grow into a larger, 
multiple-doctor practice. That way you could make 
more money AND be able to spend more time 
traveling.

Why Dentists Should Reevaluate Their 
Priorities

How great would it be to take off for a week or two to 
spend time with your family? Some of you right now 
are thinking, “There’s no way I could be away from the 
office for a whole week.”

For those of you thinking that, you need more 
freedom: More freedom to work the hours you want 
and be away when you want.

Improved marketing can help with that.

If you’re bringing in enough of the right kinds of 
patients, you don’t have to load every possible hour of 
every possible day with patients to be successful.

But how you have set up your practice plays a big role 
in that as well.

Some dentists are able to leave for a week because 
they have a crew who can keep the boat afloat while 
the captain is away.

If you desire the freedom to be able to leave your 
practice, is it time to look into an associate dentist? 
Could your staff handle the office without you being 
there for a week, or two, or a month?

If right now you are thinking, “I couldn’t afford to bring 
in an associate or even someone to fill in for me for a 
week,” then you don’t have the freedom that comes 
with success.

At SmartBox, we try to give our clients three things: 
more patients, more profits and more freedom. All 
three aren’t right for every doctor. We’ve got plenty of 
clients who are volume practices and want as many 
patients as we can get them.

That’s more patients.
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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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But we’ve go others who have far fewer patients doing 
mostly high-value procedures.

That’s more profits.

And we’ve got clients who want to work on their 
terms: the days they want to work seeing the kinds of 
patients they want to see making the kind of money 
they want to make.

That’s more freedom.

What are your priorities, and what are you doing 
to emphasize them? Do you want to bring in more 
patients so you can experience more profits? Would 
that mean more freedom for you? Or would you like 
to see fewer patients and make the same amount of 
money? How would you like to work less and have 
more free time?

It doesn’t just happen. You have to put the right team 
of people around you.

Retool Your Game Like Arnold 
Palmer

Arnold Palmer is a legend in golf. He has seven majors, 
62 PGA tour wins and is arguably the greatest golfer of 
all time. He certainly earned the nickname “The King.” 
But a young upstart helped Palmer refine his game at 
the age of 72. 

In case you’re wondering if this story is true, USA Today 
newspaper published it in 2002.

Back in 2001, the then-72 year old Palmer was 
struggling with his game. What’s more, he had lost 
confidence and lost his love for the game.

One day he overhears a then-34-year-old golf pro at 
the Tradition Golf Club in California telling a friend 
of Palmer’s what the legend was doing wrong in his 
swing. An angry Palmer confronts Doug Mauch, who 
probably thought he was about to lose his job as golf 
director at the Traditions.

“What did you say?” Palmer asked.

But rather than cower, Mauch told Palmer about flaws 
he thought the King had developed in his swing. 
Within a day the two were working together.

Instead of trying to get Palmer to use the swing he had 
used in his heyday, Mauch help the legendary golfer 
develop a new stance appropriate to his age and 
ability, and convinced him to go with different clubs. 
Palmer played another four years when he had been 
on the verge of giving up the game.

Does this sound like you? Are you a dentist in a once-
thriving practice who has lost his mojo? Are the 
rewards just not there anymore and, worse, and you 
not loving going into the office anymore?

What you need is someone from the outside to give 
you a fresh perspective. You need an object person to 
come in and not look at the practice as how it used 
to be, but as it is currently. Someone who can help 
you retool your game, using what you have that still 
works while helping you add or change some things 
to capitalize on your current assets.

You need a Doug Mauch.

Or maybe a Colin Receveur.

10 Ways Successful Dentists 
Stay Calm

Research shows that we NEED stress to reach 
peak performance. In short, stress is good for our 
performance so long as it is not too severe and doesn’t 
go on too long.

    “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

5. Organization.

Keep your work organized. That may mean using 
an outline, listing, clustering or any number of other 
techniques. Which method you use is less important 
than having a clear plan on how you are going to say 
what you want to say.

6. Don’t use singular nouns with plural 
pronouns.

For instance, most of us have written something like, “If a 
patient is in pain, they can call us for emergency dentistry.” 
That actually should be, “If patients are in pain, they can 
call us for emergency dentistry.” Or it could be “If a patient 
is in pain, he or she can call us for emergency dentistry.”

7. Inflated writing.

Common phrases such as “in order to,” “in the event 
of” and “in regards to” can all be distilled down to one 
word: to, if and about, respectively.

8. Use apostrophes correctly.
An apostrophe has two uses: to replace deleted numbers 
or letters, and to make words possessive. So if you want 
to say “the ’70s,” the apostrophe goes before the 7 (to 
replace the 19), not between the 0 and s.

And just because a word has an s on the end of it, 
doesn’t mean it needs an apostrophe. Only if it owns 
something.

9. Writing is more formal than speaking.

That means the words you use in speaking, such as like 
or ’til, you wouldn’t use when writing.

10. Finally, dangling modifiers.

If you’re going to use a descriptive phrase, make sure 
it applies to what you intend. For instance, “After 
getting worse for months, Bob finally decided to have 
his cracked tooth pulled.” Bob didn’t get worse for 
months; his tooth did.
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Research also shows that stress that goes on too long 
decreases your cognitive abilities. So those people 
who are able to control their stress levels are most 
likely to work at their peak performance.

Here is a list from a cognitive researcher of the top 10 
traits of successful people in dealing with stress.

1. They appreciate what they have.

Thinking about what you’re grateful for reduces 
cortisol output by 23 percent. 

2. They avoid asking “What If?”

Any situation can have innumerable possible 
outcomes. Any time you spend thinking about the 
ones you didn’t choose is time you aren’t spending 
dealing with the issues at hand.

3. They stay positive.

This is a conscious choice. You have to decide to point 
your mind toward something positive rather than 
dwell on negatives.

4. They disconnect.

Your brain needs time to stop working on immediate 
problems to have time to deal with long-term 
creativity problems.

5. They limit their caffeine intake.

Drinking caffeine releases adrenaline, which puts your 
body AND mind into a hyperaroused state. As long as 
that caffeine is pumping through your system, your 
stress level is higher.

6. They sleep.

Self-control, attention and memory all suffer when 
you don’t get enough sleep. Lack of sleep also raises 
cortisol levels.

7. They squash negative self-talk.

Write down your negative thoughts and compare 
them to the facts. More likely than not, your thoughts 
are exaggerated.

8. They reframe their perspective.

You can’t control everything that happens to you, 
but you can control how your respond to them. Put 

whatever is causing you stress in perspective.

9. They breathe.

Focus on your breathing to put yourself in the moment.

10. They use their support system.

Ask for help when you need it. That may be asking 
someone to take some of your responsibilities. It also 
may be just asking someone to listen to your concerns.

We all want to think we handle stress well. Compare 
yourself to these 10 traits and see how many of them 
apply to you.

Are You an Unhappy Dentist?

Do you consider yourself a happy or unhappy dentist? 
Not right now necessarily, but generally. Would you 
say you are, overall, a happy or unhappy person? 

It makes sense to say that dealing with stress well 
leads you to more happiness. But what is the flip side 
to that? Are there traits of generally unhappy people?

According to a recent blog there are. But before we 
go on to the list, you might have asked yourself, “What 
does this have to do with web marketing?”

EVERYTHING!

      “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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 z Time on your site
 z Social shares
 z Reviews
 z Conversions

Not all of that works for dentists. For instance, social 
shares don’t mean much for dentists except maybe 
to help boost SEO. And this blog uses “conversions” to 
mean downloads, lead captures, etc.

When we talk about conversion, the only conversion 
that matters is when that website visitor sets up an 
appointment.

To continue with the blog:

3.  While high rankings are nice, if the keywords with 
high rankings don’t produce enough or the right 
kinds of patients, they aren’t doing you much good.

Worry less about rank and more about being the 
answer to the question that the prospect is asking.

4.  Focus on local SEO.
Don’t worry about how you rank with “best cosmetic 
dentist.” Unless you draw from patients across the 
world, it doesn’t matter.
But you certainly want to have a good rank for “best 
cosmetic dentist” in your area. A geographic long-tail 
keyword search is going to give you better results than 
broad, short keyword strings.
Those two points on SEO keyword rankings are spot 
on. If you’ve read this newsletter for long, you’ve heard 
both of those before.

10 Things to Hate About 
Dental Blogs

To give you some pointers on how to write better 
blogs, let’s to the folks at GrammarCheck.net. 
GrammarCheck published an infographic with 10 
common blog-writing mistake, and it can certainly 
help dentists.

One of the purposes of writing blogs is to build your 
credibility by establishing your expertise. If your 
blogs are filled with these 10 mistakes, they COST you 
credibility.

Without further ado:

1. Sentence fragments, run-ons and comma 
splices.

Let’s not get too bogged down in any of these. Suffice 
it to say, make sure each sentence has a subject and a 
verb, and don’t try to jam too much into one sentence.

2. Be careful with words that sound the same.

Here are three:

 z There means location.
 z Their means belonging to them.
 z They’re means they are.

There are lots of others: its/it’s, your/you’re are two 
other examples. Use the correct word so you don’t 
look foolish.

3. Use the same tenses.

If you are writing in the present, stay in the present. If 
you are writing in the past, stay in the past. Just don’t 
go back and forth in the same blog.

4. Commas.

Even within our own writing staff, few things cause as 
much debate as the appropriate use of the comma. 
There are as many rules for comma usage as there 
are experts, but the most important rule is to be 
consistent.

      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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Your attitude, what makes you happy and unhappy, 
what you WANT out of your life help determine how 
we market your business. You have to know what 
MAKES you happy or unhappy.

Here is the list of seven traits of unhappy people:

1. You think you are a victim in your life rather 
than taking responsibility for it. 

This keeps you from making the changes necessary to 
improve your outlook.

2. You focus on the few things that go wrong 
rather than everything that goes right. 

This causes you to lose perspective.

3. You think most people can’t be trusted. 

Awfully hard to make new relationships this way.

4. No matter what you have, someone else has 
more – and you’re jealous. 

This stops you from enjoying the good fortune of 
others.

5. You’re too invested in your plans. 

Any loss of control, unexpected events or surprises 
turn your world upside down – and the world, as they 
say, is full of surprises.

6. You fear and dread the future.

This can cause you to miss opportunities to change 
your situation.

7. You live in the past and are happy to complain 
about it. 

The problem: Positive successful people want to be 
around other positive, successful people.

Do you see yourself in these traits? Not just every now 
and then, of course, as we all have our bad moments. 
But if you see yourself regularly displaying several of 
these traits, you are going to have to make an effort to 
improve your happiness.

It’s not going to find you; you have to create it.

What You Must Know about 
Call Tracking
You might remember that one of the four pillars of 
web marketing is tracking. Today, let’s look specifically 
at phone call tracking.

First, what is call tracking?

Call tracking lets us assign a different number from 
various marketing channels so we know which ones 
are working. Your website should have a different 
phone number than a direct mail piece, for instance.

You wouldn’t believe how many dentists have no 
idea where their new calls come from. Others are 
trying to find out manually, such as asking callers and 
then writing the answers down or putting them in a 
spreadsheet.

But if you think you can trust callers to tell you where 
they saw your name, you are wrong and will use 
inaccurate information to make future marketing 
decisions.

Call tracking is the most accurate way to determine 
which marketing is effective and which isn’t. Of course, 
that assumes that you do the next step, which is to 
analyze the data.

Call tracking also is important because it allows you, 
the dentist, to review the calls that come into your 
practice. At least, the phone tracking we offer our 
clients lets you review the calls.

  “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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That way you can hold your staff accountable for 
what they say to potential patients. This allows you 
to identify why your calls aren’t translating into new 
patients.

Whether you use a company like SmartBox or 
implement the tactics from this newsletter, just 
GETTING phone calls isn’t the goal.

You’ve got to CONVERT those phone calls into new 
patients to reach your goals. And many, MANY a new 
customer is lost because of poor phone technique by 
dental office staff.

This assumes that you know the best techniques for 
converting calls to patients. If you don’t, getting some 
training on phone technique could go a long way to 
helping you reach your practice goals.

Fortunately, we offer such a training. Reach out to 
us and we’ll be happy to help you convert more and 
better patients.

Offering Discounts and Deals 
are Dentistry’s Black Friday

The Friday after Thanksgiving has come to be called 
“Black Friday” because of the deals and lines and 
crowds. You’ve undoubtedly seen the advertisements 
for super cheap this, deeply discounted that, and free 
whathaveyou.

Judging by the lines, those tactics work, too.

In fact, it’s reminiscent of an email another dental 
marketer sent out earlier this year. He told recipients 
that they could increase their patient base by simply 
adding the words “It’s Free” next to a consultation 
offer. He said it would even work if the offer already 
said, “Come get your complimentary consultation,” or 
something to that effect.

Just as we see on Black Friday, if you discount prices 
and give free offers, you will bring in more patients.

And that’s where you go wrong.

Because people who respond to discounts and free 
offers ARE NOT good long-term prospects. Who 
responds to discounts and free offers? 

 z People who are money-conscious.
 z People who don’t have much disposable income.
 z People whose first question when you suggest a 
treatment is going to be, “How much will this cost?”

 z People whose next question is, “Can you give me a 
better price on that?”

Is this your target patient? Are these the kinds of 
patients you want filling your schedule?

Because that is who you are going to get since you 
have already proven you are flexible on price. Market 
to the kind of patients you want. If you are marketing 
discounts and freebies, you are going to get patients 
who want discounts and freebies.

So when you recommend a denture, crown or implant, 
they are going shop for the cheapest provider.

Is that what you want to be: the cheapest dentist in 
town? Do you want to work 10 hours a day six days a 
week to make any money?

If so, this isn’t the newsletter for you. This newsletter is 
for dentists who want more patients, more profits and 
more freedom.

Why You Shouldn’t Care 
About Keyword Rankings
Keyword rankings, search engine optimization and 
search engine results have gotten increasingly difficult 
to manipulate. This in large part due to Google’s efforts 
to discourage just such manipulation.

As a result, you should focus on results: Are you getting 
more patients or not?

Here are some of the highlights from a blog about just 
this topic:

1.  Doing well for specific phrases is more important 
than doing well for broad phrases.

2.  SEO rankings are not targets or even goals.

Sales are goals.

If want to look at numbers, look at:

 z Traffic to your website
 z Bounce rate


