
 



From the Desk of Dr. Raleigh Pioch: 
 
When my wife Amanda and I graduated from dental school, we had one goal – own 
our own practice. We searched all over the country for the best place to start and 
found the perfect pair of neighboring practices to purchase in Oregon. So we packed 
up and moved from Michigan all the way to the West Coast. 
 
We settled in Salem, which is a city of about 157,000 people. The US average says 
there should be about 90 dental practices for a city this size, but we soon found out 
that there were no fewer than 400 dentists listed in our local phone book. That 
means I started out with almost 4 ½ times the competition as the national average. 
 
That didn’t stop me though. We were determined to not only survive and thrive, but 
to put our competition out of business: I always say that I want those other guys 
working for me some day. But I knew I couldn’t do it alone.  
 
So I got help. And in just a few moments, I’ll introduce you to one of those people. 
 
I had one simple request: I wanted to dominate the Internet in my area. 
 
That meant I had to acknowledge a couple of things. 
 
First, as dentists, we think we have an idea of what our patients want. Guess what? 
We have no clue. Before I got help, I was finding that out the hard way. 
 
Second, we are not marketers. We are dentists, and we need expert advice. I didn’t 
want to have to reinvent the wheel and figure things out for myself the hard way. I 
wanted to work with somebody that understands things from the patients’ points of 
view and gives the patients information they want so that they’ll choose me or my 
wife as their dentist. 
 
Third, I couldn’t wait. I didn’t want to procrastinate and ruminate and stew and 
ponder. 
 
While we searched out help for both our internal process and external ones, the 
case study you are about to read focuses on the attraction of patients. I’m glad I 
didn’t wait. Because the course of action I took led me to be more visible than I’ve 
ever been. And the jump in collections proves it. 
 
  
 

 
Dr. Raleigh Pioch 
  



The Dental Practice Playbook 
 
When Dr. Raleigh Pioch was still a student, he knew he wanted to own his own 
practice. He isn’t the kind of dentist who is content to simply work for someone else, 
and he knew he had the attitude needed to succeed as a practice owner. He met his 
future wife Amanda, also a dentist, in dental school at the University of Michigan, 
and the two set their sights on partnering to open a practice. 
 
Shortly after finishing his residency, Raleigh started searching around the country for 
practices that were for sale. He and Amanda eventually found a good deal in Salem, 
Oregon, but they found more than pine trees and gloomy weather when they moved 
from Michigan to the West Coast. They were unknowingly assailing one of the most 
competitive dental markets in the country. 
 
They opened Dental West Associates in 2007, right in the middle of The Great 
Recession. The city was suffering from incredibly high unemployment, and major 
financial news sources were predicting a double-dip recession for the area. To add 
to that problem, Salem’s concentration of dentists was one of the highest in the 
country at approximately one dentist for every 500 people. The ideal ratio is 1:2,000 
– the Piochs were facing four times the competition of most new dental practices.  
 

“We were walking into a storm.” 
 
The Piochs merged two practices into one business: Dental West Associates. Both 
practices were already operating out of one suite before their acquisition, so there 
was little need to overhaul the office. The two practices shared an entrance, front 
desk and a waiting room, but two separate staffs ran the Medicaid and fee-for-
service businesses, respectively, housed there. The staff of seven people were 
divided by different management, duties, and responsibilities, and initially Raleigh 
and Amanda did little in the way of reorganizing.  
 
The physical space remained the same but operated under one name, and both 
teams remained separate. Early on there were countless communication issues 
exacerbated by Raleigh and Amanda not being on the same page: the two doctors 
frequently would tell staff different things, who often would communicate this 
confusion directly to the patients.  
 
With both sides frustrated and increasingly opposing each other, Dental West 
Associates wasn’t growing into the successful practice that Raleigh envisioned. In 
2008, he and Amanda found themselves more than $1 million dollars in debt from 
their investment, and every penny that came in was going just to keep the office 
afloat. The fee-for-service portion of the office wasn’t growing, and while the 
Medicaid side was able to sustain them, it would never provide the income 
necessary to move forward. 
 
The Beginning of the Online Patient Attraction Boom 
 
Raleigh was already doing everything he could think of to stand out and be different, 
“and everybody else probably thought we were crazy,” he says. His goal was to get 



into people’s minds by making sure they saw him all the time. Once they needed a 
dentist he’d be the first one they thought of. In print and on the street he had it 
covered, but the web was uncharted territory. 
 
Raleigh knew he wanted a unique, accessible, and dominant presence on the web. 
He noticed that his competitors’ Internet presence was completely unengaging and 
generic. “It was all like a bunch of lame Hallmark cards,” Raleigh recalls. Dental 
practices were on the web, but they weren’t doing anything to stand out. There were 
countless examples of boring websites that looked as if they were set up and left to 
collect digital dust. 
 
Along with Raleigh’s online competition being scattered and outdated, he also had 
another element in his favor – the willingness to invest money online to drive results. 
With most dentists echoing the “marketing is a waste of time” mentality, anything that 
he invested was one more element in his favor. Raleigh recognized the importance 
of a digital presence in the modern era of smart phones, tablets, and other portable 
devices, and he knew that he had to outdo the other practices in his area on the 
Internet. 
 

“I didn’t want to wait and wish I had done something. I wanted to 
dominate the web so that Dental West Associates was THE practice that 
showed up when someone in Salem looked for a dentist.” 

 
Dominating his competitors online, he found, was just like growing his practice. Just 
like in the beginning of practice ownership, he “had nothing to lose and everything to 
gain.” 
 
Raleigh and Amanda knew that web marketing would be essential to their success. 
The Piochs knew trying to create a dynamic marketing engine would be difficult 
without help. It didn’t take long before they joined with a company called SmartBox 
to completely recreate their online image. 
 

“You need an impartial view of your marketing strategy. Too often 
dentists are marketing to other dentists rather than patients.” 
                    - Colin Receveur, SmartBox Web Marketing 

 
When working with SmartBox on his web strategy, Raleigh learned something 
fundamental that changed the way he perceived marketing: He thought he knew 
what patients wanted. It became apparent that what he thought was the most 
important information to a prospective patient was wrong.  
 
While the clinical specifics of a procedure or the newest dental technology seemed 
universally appealing to him, patients generally didn’t care about that at all. Patients 
want to know how a dentist is going to solve their problems. The only reason a 
patient cares about procedures or new technology is in that context. 
 
Only through working with someone else was Raleigh able to best assess how to 
present his practice. Raleigh knew he needed an expert in marketing to pick out the 
best elements of his practice to highlight online, and SmartBox was able to see his 
practice as a whole without being caught up in the details. SmartBox’s work with 



Dental West Associates ensured the practice’s success by figuring out exactly how 
to make the practice outshine its competition online. 
 
SmartBox didn’t just create a dominant web presence for Dental West Associates; it 
also ensured that the rest of Raleigh’s marketing machine was creating its best 
results. Using aggressive drip marketing, SmartBox ensured that potential patients 
were constantly reminded them that Dental West Associates was their best choice.   
 
Once those potential clients started calling the practice, SmartBox’s Zetetics® 
software tracked each call to determine which marketing strategies were having the 
greatest effect. Web marketing isn’t just about having a site with fresh content, 
Raleigh learned. Like physical marketing, a practice’s web presence doesn’t mean 
much if it isn’t creating new patients. SmartBox boosted Raleigh’s online presence 
from the moment someone started searching for a dentist to the moment they 
booked their first appointment, and ensured that his practice would be seen before 
anyone else’s. 
 
It didn’t take long for his expertly tailored online presence to make a major 
difference. Within six years, he had taken two offices that produced $800,000 a year 
and turned them into one combined practice that produced more than $3.2 million in 
2013. That’s a 400% increase in six years. 
 
Not only that, but he was up to between 300-400 phone calls a month, which 
generated more than 184 new patients in the same time frame.  
 

“Marketing works: it’s great, and it’s fun.” 
 
With nothing holding them back, Amanda enrolled at the Oregon Health and Science 
University, advancing her education with a specialization in endodontistry. She took 
a hiatus from the practice to go back to school, and Raleigh started working in the 
office by himself – none of which would have been possible without the investment in 
time and money that they made to become successful. 
 
Despite the loss of one dentist, the practice kept growing at an unstoppable rate. It 
was becoming too difficult to keep the practice open six days a week with just one 
dentist, so Raleigh cut back to four days with alternating Saturdays and expanded 
the hours to 8 a.m.–6 p.m. Even with reduced hours, the office kept growing far too 
quickly for one dentist to handle. 
 
In a further bid to manage the unstoppable growth of the practice, Dental West 
Associates eliminated the Medicaid side of the practice and merged into one fee-for-
service clinic. It also cut back on the number of insurance companies they accepted 
to just five carriers. With three hygienists and one dentist, the practice continued its 
exponential trend to the point where they could barely keep up.  
 

“We couldn’t stop the growth.” 
 
With the word on the street and the massive new web presence, Dental West 
Associates was a juggernaut in the Salem area. But with Amanda back in school and 



a practice that showed no signs of slowing down, Raleigh was faced with a 
predicament: Did he bring in a new associate dentist? Did he accept that he was 
going to have to turn people away, or potentially be faced with losing value? None of 
these were scenarios were what he had in mind.  
 
As the year drew to a close, Raleigh saw an obvious path – it was time to sell the 
practice. In six years he had grown two small practices into one of the most 
recognized names in Salem dentistry. He and Amanda were debt-free, and had 
brought home more than $1 million dollars by the end of the year. There was 
absolutely no reason not to sell, and he knew someone would want to buy.  
 
In January 2014, he put Dental West Associates up for sale. It sold almost 
immediately. Raleigh, Amanda, and their team had become a model for success 
from start to finish.  
 

The Final Numbers: 2014 
 

Income From Combined Practice: $3.2 million 
New Patients Per Month: 184 

Office Hours: Monday-Thursday and every other Saturday, 8 a.m.-6 p.m. 
 
Lessons Learned: 
 
Dental West Associates’ success, Raleigh found, wasn’t due to one “get rich quick” 
formula. Instead, it was necessary for the former college football player to fill his 
playbook with a variety of strategies, each producing different results tailored to the 
various elements of his practice, and each just as fundamental as the next.  
 
Four hundred percent growth in such a short time frame is amazing. Knowing what 
he knows now, what did Raleigh learn about growing a successful practice? Here 
are suggestions he would pass on to any dentist who wants to go from surviving to 
thriving. 
 
1 – Put Your Ego To The Side 
 
Not only did Dr. Pioch learn to put his ego to the side, but he realized that he wasn’t 
just a dentist anymore – he was a manager and a leader. Dentists, he says, will 
never get as far as they can if they just work on their dentistry – the practice as a 
whole demands their attention. 
 
2 – Fill Your Roster With The Right Players 
 
With his football-playing background, Raleigh came in knowing that building a team 
takes time, effort, and the right mix of people. Finding that mix proved to take work, 
and he even learned to value different kinds of people in the process. 
 
When he started, Raleigh thought he wanted a team full of leaders, later realizing 
that he ignored the value of those who are happy just to be part of the team. “I didn’t 
value people who just did their job but weren’t as confident or didn’t stand out, and 
that hurt me,” he says. But that changed with time, and he realized that every player 



is important. Not everyone is going to score touchdowns, but everyone needs to play 
their best for the team to reach its potential.  
 
A team is made up of imperfect people who come together to do something 
exceptional; by finding the right fit for each person, Raleigh ensured he had a lineup 
that could meet any challenge.  
 
3 – The Patient Is The Measure Of All Things 
 

“Every system you create, every decision you make, and every protocol 
you create should be formulated around the patient experience. If the 
patient doesn’t benefit, something is probably wrong, and you should 
go back to the drawing board.” 

 
Raleigh learned to value what his patients had to say and the experience they had in 
his office. He learned that the patient experience begins the moment they step in the 
door and the front desk is one of the most critical places in the practice. That first 
impression is what the patient sees, whether they’re calling in and speaking to 
someone or stepping foot inside for their first appointment. Dentistry, he says, is a 
tough field and anyone going into it deserves his respect. “But my respect has limits, 
and I see too many dentists that think the patient is there for the dentist’s benefit.” 
 
Already having learned to put ego to the side, Raleigh had himself in the position to 
realize that the practice wasn’t about him. Combine that with a staff that is making all 
the right plays, and you have a system that is built around the patient.  
 

“Your degree is a ticket into the game, not a pass to the championship.” 
 
By understanding that, Raleigh knew that his patients didn’t owe him anything. In 
fact, he realized that he and his team owed it to their patients to be the best practice 
they could be. 
 
4 - Marketing Works If You Are Willing to Invest 
 
Raleigh heard about marketing for dentists while he was in dental school at the 
University of Michigan and at his residency at the University of Toledo Medical 
Center. And what he heard from both places was: Don’t. 
 
“They said it didn’t look good or attract the right kinds of patients,” Raleigh recalls. “It 
makes you look bad in front of your peers, and it doesn’t work.” 
 
After working with SmartBox to perfect his marketing strategy, Raleigh knows how 
wrong they were. By investing in his web presence, Raleigh was able to succeed at 
making his dream come true – owning a successful practice that gave him the 
freedom that everyone wants to have when they own their own office. No one wants 
to be bogged down in 50-plus hour work weeks, but Raleigh was willing to work 
hard, invest in his practice, and rebuild from the ground up no matter what it took. 
From a small practice that was surviving, he found himself thriving and as successful 
as he had always knew he could be.  



 
Even after all of his success, dentists still seem stuck in that old-fashioned mode of 
thinking about marketing, Raleigh says. 
 
“From what I see in my area,” he says, “dentists are really buying into the idea that 
marketing is going to bring in the wrong patients.”  
 
In fact, Raleigh recalls a time at a panel discussion during a state dental association 
meeting within the last couple of years where members of the panel agreed that 
marketing is a waste of time and makes dentists look bad. 
 
He and Amanda looked at each other incredulously. 
 

“If driving $200,000 sports car makes me look bad,  
then I’ll accept that.” 

 

The Value of Success 
 
With the practice sold, Raleigh was free to go his own way. The purchasing group 
offered him the chance to stay on for nine months, and he did. The reason they 
wanted him there? Because they wanted to see what he was doing that made things 
work so well. “They offered me a huge bonus if I kept the growth going at its current 
pace,” he says.  
 
While the growth continued, numbers declined a bit when the new corporate owners 
took over. The secrets to success that Raleigh learned in the past few years were no 
longer at the heart of Dental West Associates, but there wasn’t much he could do. 
After all, he wasn’t running the show anymore – “I was just a dentist at that point.”  
 
At the end of his nine-month obligation, Raleigh left Dental West Associates and 
went his own way, having earned the freedom that every dentist dreams of when 
they go into practice ownership. He learned a lot along the way, from how to create 
the best possible structure for an office to learning that outside help is essential to 
creating a practice that grows as much as Dental West Associates did. 
 
With the freedom he gained from his success, Raleigh has plenty of options on the 
table. So what does he plan on doing next? He’s going to open another practice and 
start all over again. “We bought a house 30 miles from Salem, and we’re in talks to 
open a new office,” he says. Whether he’ll buy another practice or build his own is 
still up in the air, but Raleigh knows one thing for sure: “I like doing things my own 
way, and I like building a great team.” With the tools he acquired it seems that 
another success story isn’t far off. 
 
The growth that he experienced can be boiled down to one thing: marketing.  
 
From SmartBox, he learned that his web presence is fundamental in the modern 
world. He also learned that the things that would interest a dentist about a practice 
are NOT what interest patients. Through hiring a company that excels in finding the 



highlights in his office, he learned to value the outside perspective of an expert, and 
found that there’s more to successful web marketing than a URL and search engine 
optimization. 
 
In the time he spent with Dental West Associates, Raleigh gained the tools he 
needed to quadruple his practice. But what, if anything, would he have done 
differently from the start if he knew then what he knows now? 
 
“If I had to start all over fresh out of dental school,” he says, “I would have definitely 
chosen a location with less competition.” Yet in the face of a double-dip recession, 
more than four times the competition that most practices face, and despite his lack of 
experience, Raleigh didn’t just persevere – he built a championship team. 
 

“The odds were against us, and the competition was astronomical. In 
that situation, I wanted to put everything in my favor, so I jumped in 100 
percent. In the process, I learned any dentist that says marketing 
doesn’t work is crazy. They’ve got the wrong people working for them.”  

 
Raleigh found the right people, and he still values what they have to say.  
 
 
 
 
 
 
 
 
 

 

  

A Note From Dr. Pioch: 
When it comes to patient attraction, most dentists aren’t approaching things from 

a systems point of view. This idea alone is enormously powerful. So powerful 
that I have reprinted, in the pages that follow, a special report outlining the 

systems-based approach I learned from Colin Receveur at SmartBox. It’s the 
same approach I used to fuel my patient attraction efforts. I urge you to read it 

and act on it. 



The Biggest Secret 
 
What Most Dentists Will Never Know About Attracting New Patients Online 
 

    My name is Colin Receveur… and I can be fairly certain that you’ve never heard 
of me. I can also be pretty certain, however, that you have heard of some of my 
clients. 
 
    Each week, I talk to dentists all over the country who are looking for a way to get 
more new patients. Specifically, they’re looking to turn all of the hype and overblown 
promises they’ve heard about the internet into real paying patients. 
 
    Sadly, many struggle to find the results they want. Instead, they spend an 
enormous amount of time and money chasing the latest internet gizmos. These 
gizmos always come with more promises of bringing new patients in the door. 
 
    I hear the stories of the thousands of dollars spent on search engine optimization, 
all to get on the front page of Google®. But still the patients don’t appear. 
 
    And I hear about the time and money invested in “social media.” This, says the 
experts, is the next greatest thing. Facebook® might be fun, but it’s not going to get 
you patients. And certainly not the patients you want. 
 
    And sometimes I hear stories that are so pie-in-the-sky fanciful about some new 
online marketing technique that’s going to bring the patients calling... But the results 
just never materialize.  
 
    In the next few minutes, I’m going to reveal something about why these things 
happen. It is something that very few dentists know about. But it’s why so much of 
their online marketing money is getting flushed down the drain without producing the 
desired result. 
 
    By the end of this report, you will find yourself in an extremely select group of 
people who truly understand something I call, The Biggest Secret. 
 
    Before we go farther, I want to make it clear who this Secret is for and who this is 
NOT for…  
 

Who Is Ready 
to Know the Secret? 

     
    As our relationship develops, you will hear me talk quite often about the two types 
of dentists that I come in contact with. The first type of dentist is one I call the 
“Piddler.”  
 
    These are the dentists that seem to be more interested in understanding how 
something works than they are in enjoying the results that are created by that thing. 



Imagine the website for your practice. The Piddler is the one who enjoys tinkering 
with the website, or the phone system, or any of the many systems used in the 
practice. 
 
    The “tinkering” part is key. Unfortunately, The Biggest Secret is often worthless to 
this type of dentist for reasons that will become clear very soon. 
 
    The second type of dentist is quite different from the Piddler. While this type of 
dentist can appreciate the qualities of the Piddler, he understands that this use of 
time actually works against him reaching his goals. 
    Instead of spending time “tinkering,” this dentist is focused on engineering his 
practice so he can maximize the amount of time invested in treating patients. 
 
    Treating patients is his #1 most profitable activity. It IS the reason he is there. And 
it IS the seed of his future success. 
 
    I call this second type of dentist the Dental CEO. Think of any well known CEO 
from the corporate world. I’m thinking of someone that sits in an ivory tower 
somewhere, that flies around the world on a private jet, that meets with dignitaries 
from all walks of life. 
 
    What are the chances you would ever find this person trying to fix a leaky coffee 
pot in the break room? It’s not going to happen. Why? 
 
    Because that CEO understands that the best and most profitable use of his time 
requires him to stay far away from any activity that does not leverage his unique 
gifts. 
 
    The Dental CEO understands that, while he is responsible for all of the parts of 
his practice, he must be responsible for those things without losing focus on his #1 
most profitable activity. 
 
    Becoming a “social media expert” is not that activity… 
 
    Learning about search engine optimization is not that activity… 
 
    Figuring out how to get your paid advertising on Google® is not that activity… 
 

Treating Patients 
IS the Activity 

     
    If you are reading this and know that you qualify as a Piddler, then I’m afraid what 
I have for you in the remaining pages isn’t going to be what you are looking for.  
 
    Because the Secret I’m about to reveal will remove the need for you to “tinker” 
once and for all. In fact, the Piddler’s love of tinkering could actually screw 
everything up! 
 



    What I have to share is meant for Dental CEOs only. Only this mindset is 
prepared for what I have to reveal. 
 
    The “internet wizards” already know that the majority of dentists love to tinker with 
things. That’s why you can’t take a step out into internet land without being shown 
the latest and greatest patient getting gizmo. 
 
    For the Dental CEO, however, this is a minefield. An unlimited opportunity to 
waste time and money on things that just don’t work. And in the coming minutes, I’m 
going to explain why all of these “tools” that are out there don’t accomplish the one 
thing they are all supposed to do… and that is to get you new patients via the 
internet. 
 
    Before I reveal The Biggest Secret, I want to make sure you understand one of 
the reasons that so many dentists (even Dental CEOs) have such limited success 
online. 
 

The Problem With Looking At  
Business From the Outside In 

 
    In business, there are generally two perspectives from which things are viewed. 
There’s the perspective of someone on the outside looking in, and then there’s the 
perspective of someone on the inside looking out. 
 
    Most people see a business from the outside in and think they understand the 
secret that makes it work. “They have an excellent product,” some might say. 
“They’d never have made it without getting that patent on their proprietary process,” 
others will explain. Still others might say… “Without that marketing machine behind 
them they’d be nothing.”  
 
    Inside every business, there are actually secrets that make that business work 
that you can’t discover until you’re actually on the inside. 
 
    This happens all the time when it comes to dentists attracting patients online. This 
is how the process usually unfolds… 
 
    Some new “patient getting” strategy, technique, or tool appears on your radar. 
This thing looks (from the outside) like it has everything you need to get the internet 
generating new patients for your practice. 
 
    The provider of the thing has loads of testimonials promising big results. From the 
outside looking in, it seems like you’ve found the secret. 
 
    You invest the time to learn about this thing, you invest the money to purchase it, 
you invest even MORE time learning how it works and setting it up. And then you sit 
and watch as nothing much happens. 
 



    Eventually, the truth makes itself known: there are no new patients coming. And 
at that point, you go forward looking for something else to get you patients online. 
 
    Countless dentists get stuck in this routine for years. I know, I spend a lot of time 
talking to them. 
 
    There’s a secret to attracting new patients online that you don’t discover unless 
you’re on the inside. And since the vast majority of any dentist’s training is focused 
on treating patients, not attracting patients, I can confidently say that most dentists 
never discover this Secret. 
 
    But you’re about to discover it. And it all begins with an interesting story. It’s the 
story of something I call… 
 

The Puzzle Problem 
 
    Imagine opening up a box that contained a 1,500 piece puzzle. 1,500 pieces is a 
lot, but it’s certainly not an impossible problem to solve. Any adult could do it really, 
given a little bit of time and some patience. You just look at the picture of the finished 
product and start from there. 
 
    Now imagine opening up that same puzzle box with one major difference. Instead 
of seeing the finished picture of the puzzle that’s usually printed on the front of the 
box, you see nothing. In other words, you open a box of 1,500 puzzle pieces but you 
aren’t shown a picture of the finished product. 
 
    I’d guess that would be enough of an obstacle to keep most people from making 
much progress at all. 
 
    Just imagine what that would feel like. Despite your best effort, you wouldn’t really 
know how to go about achieving your goal of getting that puzzle together. You’d 
have no idea what you were trying to build.  
 
    In the end, all you’d have is the decision about whether or not to invest the time 
required to make your way forward through trial and error. 
 
    Talk about frustrating.  
 
    If any of this run around is starting to sound familiar, it’s because it is a process 
that many, many dentists suffer through when it comes to attracting new patients 
online. 
 

Most Dentists Have Pieces of the Patient 
Attraction Puzzle, But They Have No Idea What  

to Do With Them or How They Fit Together! 
 
    In other words, most dentists don’t know The Biggest Secret. 
 



    And what is this Biggest Secret? 
 
    The Biggest Secret is the fact that, without the picture of the finished patient 
attraction puzzle, all of the latest and greatest “patient attraction tools” aren’t going to 
get you the result you want. 
 
    The Secret is the SYSTEM. But most dentists have absolutely no idea what that 
system is supposed to look like. Without that clarity, they waste a ton of time and 
money buying puzzle pieces. 
 
    And the worst part is that there are an unlimited number of puzzle pieces that you 
can buy. Just to be clear… 
 
    The tools by themselves will never create the results you seek. The tools as 
part of a proven patient attraction SYSTEM will create the results you want. 
 
    Read that sentence a few times. Not understanding this simple but powerful idea 
is the difference between the success of the Dental CEO and the struggle of the 
Piddler. 
 
    So what exactly does this SYSTEM look like? And more importantly, how can you 
build one for yourself? 

How to Attract New Patients 
Online Without Lifting a Finger 

 
    Let’s look at this from a high level. As a Dental CEO (if you’re reading this far, I’m 
assuming that’s the mindset you have), you need to understand the fundamentals of 
how a system like this delivers patients to your chair. 
 
    What you don’t need, however, is to invest your time (that should be spent 
treating patients) down on the level of the technician--on the level of the Piddler. 
 
    In order for a new patient to show up at your office, three very important things 
need to be true: 
 
    First, they need to know you exist. I know this sounds obvious, but it’s clear (from 
spending a few minutes on Google® or any other major search engine) that a lot of 
dentists don’t get this. If you don’t show up when they go looking online, you might 
as well not exist. 
 
    Second, you must stand out as your potential patient’s only logical choice. In 
other words, you need to stand out among all of their choices (and they have several 
to many choices these days) as the only logical solution for them. That way, they 
show up and perceive you as THE ONE. This is the key. How you do this is just as 
much art as it is science. It’s a process. 
 
    Finally, your potential patient must trust you. Without trust, you really have no 
chance of turning that prospect into a paying patient. When given the opportunity, 



patients will choose the dentist they trust over price, over convenience, over any 
resume or advanced degree. Make no mistake, you are in the trust and relationship 
business. If you understand this and execute with this idea in mind, you will be 
amazed at the results you create. 
 
    Before we go further, I’d like to ask you a question. Have you ever heard words 
and ideas like this coming out of the mouths of web designers, or social media 
“experts,” or anyone else who’s trying to sell you on their fancy new way to attract 
patients online? 
 
    My hunch is that you haven’t had discussions like this. And that’s for a very good 
reason: 
 

These People Know All About 
The “Puzzle Piece” They’re Trying 

to Sell, But They Have No Idea About  
How to Build the Rest of the Puzzle! 

 
    And without the whole puzzle put together, you don’t get the results! Instead, you 
get drips of success. Just enough to keep you going for a little while longer. 
 
    In the end, however, you end up frustrated, annoyed, and often times a few 
thousand dollars lighter in your wallet. Worst of all, you don’t end up with the only 
thing you really want: NEW PATIENTS! 
 
    This is the real problem with so many of the choices dentists like you have for 
attracting patients online. 
 
    Most of your choices only specialize in achieving A result. In other words, those 
choices will help you achieve a good search engine ranking, or get you a lot of 
“friends” on Facebook®. That’s the result they’re selling, and that’s the result you’re 
buying. 
 
    The implied promise is that you’re going to get more patients from that. But as you 
probably know, that’s not really how things play out.  
 
    That’s because a result like a great search engine ranking isn’t going to give you 
more time off. And it’s certainly not going to do much to fund your retirement, or your 
lifestyle, or any of the dreams and goals you have for yourself and those you love.   
 
    You don’t want one of the intermediary results, you want THE RESULT. And THE 
result is a new patient in your chair. It should be obvious, that nothing good can 
happen for your practice without new patients. And not just any type of new patient, 
but the actual type of patients that you want to attract. 
 
    There’s a huge difference between being busy and being successful. 
 

What Does This Look Like  



In the Real World? 
 
    So now it’s time to get specific. And to show you some details about what having 
a SYSTEM like this working for you actually looks like in the real world. 
     
    To do that, I’d like to introduce you to a client named Dr. Steve Sutherland. He’s a 
dentist/owner with 6 locations in the Los Angeles area. Now before I share some of 
his story, I want to be very clear about my intentions for doing this. 
 
    As you’ll discover over the coming day and months, I don’t really “sell” anything to 
my clients. I’m in the fortunate position of not having to do that. Instead, I simply sift 
and sort and identify the dentists who are a good fit for the results I produce. 
 
    It might come as a surprise, but I turn more away than I accept! 
 
    This approach is probably unlike most other people you’ll discover who help 
dentists attract clients. So please understand that I’m sharing Dr. Sutherland’s story 
with you not to show you how “great” I am, nor am I doing it to sell you on what I 
have. 
 
    In fact, at this point in the process, the last thing you should do is buy anything. I 
don’t know you, your practice or much about the goals you have for your business.  
 
    So to prescribe a solution to your problem would be a little bit like a medical doctor 
handing out prescriptions without ever talking to his patients. That’s called 
“Marketing Malpractice.” 
 
    As you read Dr. Sutherland’s words below, I want to highlight two important things 
that he understands. First, he understands that success is about the SYSTEM, not 
about the individual pieces.  
 
    Second, Dr. Sutherland reinforces an idea I revealed just a few minutes ago: That 
if no one knows what you do and the ideal type of person that you do it for, you will 
pretty much be invisible. 
 
    Here are the comments of Dr. Sutherland about our work together: 
 
“We’ve done ads in newspapers, we’ve done mailers, we’ve done a website and 
social media marketing; we’ve tried several different avenues but we’ve again never 
found a system yet that has stayed consistent and kept guiding us in the direction of 
what we need to do. 
 
I don’t have the time and don’t have the knowledge or the insights to what’s going on 
out there and what is the best way to attract patients. The less time I’m working on 
that and the more time I’m doing dentistry for me, right now, is where I would like to 
be. 
 



The biggest reason for reaching out to Colin and SmartBox was to be able to have 
more patients around our area know of the procedures that we can do. To know 
about the options in one visit dentistry, of walking in to an office with a denture and 
leaving with permanent teeth if that’s what they choose, or being able to have fillings 
done without a shot and without drilling anymore. 
 
I think people in the community don’t have access and don’t know that dentistry has 
improved unless we find a way to get it out to this public, to get out the different 
options that are available in dentistry and let the community know the services that 
we provide. 
 
-Dr. Steve Sutherland, Dentist/Owner 
 
    The SYSTEM is designed to tell the story. To tell your story to the people suffering 
from the problems that you solve. 
 
    It’s really a beautiful thing to watch when it’s designed with the END RESULT 
(new patients) in mind. 
 
    So what does a successful patient attraction system look like in the real world? 
Well, it depends on your specific situation. Again, we’re not dealing with one-size-
fits-all widgets that we pull off the shelf. Your practice requires a unique system 
designed to attract the patients you want from the internet. 
 
    What that ultimately looks like is more and better new patients walking through 
your front door. It looks like bigger growth with less effort, risk and expense. 
 

If You Remember Nothing  
Else, Remember This… 

 
    If you remember nothing else from this short report, remember that, without The 
Biggest Secret, you run the risk of wasting an enormous amount of time and money 
and never accomplishing your goal of attracting new patients online. 
 
    The secret is the SYSTEM. 
 
    From the outside looking in, the patient attraction systems we build look a little bit 
like magic. It’s not magic though. It’s simply science, psychology and technology 
combining to build awareness and trust.  
 
    These things lead to new patients.  
 
    Read this story from Dr. Tom Phillips, an Implant Dentist in Fort Worth, TX…  
 
“Before they ever walk through the door, if they knew us and trusted us, the bigger 
cases would be much faster to close. 
 



Well our website that we had before, patients were going to look at it but it just didn’t 
give them enough incentive to call us. We just weren’t getting much feedback from it. 
The analytics we got, patients were going to that site looking at it for a few seconds 
but then it didn’t seem like the phone calls were coming. 
 
Second biggest problem. I guess people that would come in, they didn’t know us, if 
they had a big case, you can’t throw a $10-20,000 case at somebody that just walks 
in the door, there’s no trust factor there. 
 
It frustrated us that we didn’t communicate to them the values we have here so we 
figured if, before they even walk in the door if they have a trust factor and knew what 
we were like that would help alleviate that. Right off the bat if they knew who we 
were and what we were like then we would have an easier time explain things to 
them. 
 
I had talked to a few other companies and just called them up and they wanted you 
to do a lot more research and some just didn’t seem to gel as well. They said we’ll 
do this part of it, we can do your website but we don’t do the SEO or you have to do 
your own Facebook. When you kind of explained that you covered it all that’s what I 
want, that’s who I’m looking for. 
 
I talked about doing the website and you said you need video and you said you 
could come here, we wouldn’t have to fly out to your place, you could bring a crew in 
here and set up, give us a day and just told us what kind of patients were good that 
we’d done different procedures on. And then you said you were going to do pay-per-
clicks, do Facebook, coordinate everything under one roof so that’s what I was 
looking for. You said I could be as involved as much as I wanted or you could take 
over it and just run with it.” 
 
-Dr. Tom Phillips, Implant Dentist in Fort Worth 
 
    I hope that by this point in the report, it’s starting to become clear why so many 
dentists struggle to attract patients online.  
 
    And that if it’s your intention not to join the ranks of those frustrated professionals, 
you must do something different. 
 
    You must proceed with a clear understanding of what it takes to attract new 
patients online. 
 
    So that brings me to you, your practice, and the goals you want to achieve. 
 
    Frankly, at this point, I have no idea what the best solution is for you. What I do 
know is that I’ve hopefully saved you from embarking on some expensive (but 
worthless) wild goose chase through the world of the internet. 
 
    If the strategies and ideas you’ve been reading about for the past few minutes 
make sense to you, then here’s what I’m willing to do… 



 
I’m Willing to Share With You a More Detailed Look  

at What Your Specific Online Patient Attraction System  
Could Look Like… Provided You Meet a Few Certain Qualifications 

 
    Each week, my Senior Practice Consultant makes available six 60 minute slots in 
the calendar to speak with dentists from all over the country. The purpose is to walk 
them through what I call the System Blueprint and give them a “behind the scenes 
look” at what it takes to attract patients online.  
 
    There are two sessions each Monday, Wednesday & Friday. 
 
    During this Session, nothing is held 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. This service is offered to the dental community, without cost. 
 
    While there is no cost, there is a catch, which I will explain in just a moment. 
First, I want to make it clear exactly for whom these Sessions are offered. 
 
    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.  
 
    This will keep the Session times available for those who are truly serious. 
 

Here’s the Catch, Here’s What You Need  
to Prepare For the Evaluation 

 
    In order to make maximum progress during your Session, I ask that you prepare, 
in advance, some key information that will help tailor the Blueprint Session to your 
needs. When you have your call with my Senior Practice Consultant, this information 
will help you make more progress, more quickly. 
 
    To schedule your Blueprint Session, please visit the website below: 
 

http://www.smartboxwebmarketing.com/blueprint/  
 
        At the scheduled time of your Session, call my office at 502-509-1413 and tell 
my assistant that you are calling for your Blueprint Session. 
 
    You’ll be transferred to my Senior Practice Consultant to begin your 60 minute 
Session. 
 
    While I’m excited by the possibility of helping you with your online patient 
attraction system, I can’t promise that there will be Blueprint Sessions available. As 
you can imagine, the supply is extremely limited. 
 



    If you are truly serious about the future growth of your practice, and you would like 
to schedule your complimentary Blueprint Session, please visit the website below: 
 

http://www.smartboxwebmarketing.com/blueprint/  
 
    I wish you the greatest success, 
 
    Colin Receveur 
 
 
 
 


