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The 1 Step Retirement Strategy
How Dr. Feder IGNORED Marketing for 40 Years 

and Will STILL Walk Out on Top

Will YOU?
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Foreword 
by Colin Receveur
Founder & CEO
SmartBox Web Marketing

I’d like to tell you about Dr. Thomas Feder. 

He’s a nice guy who’s very concerned about his dental patients’ well-being. As you might 
expect from somebody who’s nearing retirement, he seems to have “old-school” values, 
and I mean that as a high compliment.

Dr. Feder is also a really good dentist – so good, in fact, that he won the America’s Best 
Dentist award in 2014 and the Opencare Patients’ Choice Award in 2015. He’s beloved by his 
patients, and in the more than 40 years that he’s been in practice in Belleville, Illinois, he’s 
made a good living.

He’s made a good living despite the fact that he’s always had an “old-school” approach to 
marketing his practice. That is to say, he’s done very little, and the little he did do hasn’t 
been all that effective.

A couple of years ago, Dr. Feder was approaching retirement. He could probably have sold 
out to corporate dentistry, but that’s not his way. Instead, he planned to have his relatively 
new associate, Dr. Smith, assume the practice in a few years. There was just one problem: 
his practice drew enough new patients to keep one dentist busy, but not two. 

Dr. Feder had a problem, and he found a solution. He found a 1 Step Retirement Strategy 
that will allow him to walk out on top in spite of having ignored marketing for 40 years.

Since you requested this White Paper, you’re looking at retiring soon, or you’re looking for 
a way to get to retirement. Either way, that says that your current efforts to attract new 
patients aren’t working as well as you’d like or as well as you need them to.

The 1 Step Retirement Strategy will allow Dr. Feder to retire as he’s always wanted.  This 
strategy can work for you. Whether you’re looking at retirement in a few years, or you 
want to walk out with more money than you ever imagined, the 1 Step Retirement Strat-
egy can let you walk out on top, on your own terms.

Before we dive into the solution that is helping Dr. Feder with his retirement issue, here’s 
something to think about.
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How’s YOUR Strategy Working?

• Is your practice bringing in the numbers of new patients you need? 

• Are your efforts to attract new patients getting the kinds of patients that will help 
you grow your practice? 

• Will you have the ability to sell your practice for enough money to fund the retire-
ment you’ve dreamed of?

If your answer to any of those questions is no, 
you need the 1 Step Retirement Strategy.
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Dr. Feder’s Story

Dr. Feder comes by dentistry honestly. His father was a dentist in O’Fallon, Illinois, and his 
great uncle, Nick, was a dentist in Belleville. 

After he graduated from the St. Louis University School of Dentistry, Dr. Feder served in the 
United States Public Health Service for three years. More than 40 years ago, he opened his 
Belleville dental practice.

1970’s Dental Marketing

It was a different world back then, Dr. Feder recalls. “When I opened my practice, marketing 
in dentistry was taboo. Dentists weren’t allowed to market. You could have one announce-
ment in the paper, size limited. No Yellow Pages ad. That’s it.”

1990’s Dental Marketing

Nevertheless, his practice grew. By the 1990’s, the restrictions on dentist marketing had 
eased somewhat. Dr. Feder experimented with attracting more new patients by enlisting 
the “1-800-Dentist” dental referral source.

“I wasn’t impressed,” he says. “They guaranteed 8-10 new patients a month, and once 
they’d delivered those patients, they took me off the website! At one point, I called them 
up anonymously and asked for a dentist in Belleville, Illinois. The company denied having 
any listed!”

Into the 00’s

In the early 2000’s, Dr. Feder tried a couple of web pages. One was created by the college 
graduate son of a patient, and that lasted for years. Dr. Feder then tried a web hosting 
company. “That web page wasn’t dentist-specific,” he says, “and the results were disap-
pointing.”

A few times, he used a printing company for brochures, free exam coupons, and the like.

And that’s it. That’s 40 years worth of unsystematic dental non-marketing.

Does any of that sound familiar? 
Is your marketing hit-or-miss? 
Are you competing by offering discounts, coupons, and specials? 

It’s probably not working for you.
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It didn’t work well enough for Dr. Feder, and in fact, he looked at selling his practice years ago.

In 1995, he took on an associate dentist who didn’t work out the way he’d hoped. 

“I swore I’d never have another associate,” he says, “and I even talked to a couple of bro-
kers about selling the practice.” Instead, he tried again with successive associate dentists 
beginning in 2011. Those doctors didn’t last, but Dr. Feder realized that having an associate 
was a good way to walk into retirement. 

But the practice that was a good living for one dentist wouldn’t support two dentists. Dr. 
Feder needed a solution, and he found the 1 Step Retirement Strategy. Now, he’s 
down to working 3 days a week and plans to reduce his hours even more.

Dr. Feder is now on track to retire on top 
and to walk out on his terms.

Will YOU be TRAPPED in your practice?

The Way It Is (But Shouldn’t Be)
The Chase Is On. And On. And On.

Dr. Feder notwithstanding, the vast majority of dentists market like everybody else. 

They chase patients through discount offers, specials, and coupons. When everybody is 
doing that, it’s a race to the bottom that only the deepest pockets will win.

These days, the deepest pockets belong to corporate dentistry. They have economies of 
scale in purchasing, advertising, and administrative costs that you can’t begin to match. 

Corporate dentistry is attracting the lion’s share of the insurance-driven and price-con-
scious dental patients. You can market yourself broke and still not get the new patients 
you need.

Not only that, but corporate dentistry is buying up retiring dentists’ practices left and right. 
They’re staffing those practices with hungry, debt-laden dental school graduates.

Have you noticed that new dental schools are opening for the first time in decades?

More dentists. More competition. Fewer new patients for you.

All those dental prospects don’t have a reason to choose one dentist over another except 
for price and convenience. Dentists are assumed to be competent, so one is as good as 
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another, in your prospects’ minds.

The vast majority of dentists won’t thrive under these conditions. 

Some will fail.

Will you be one of them?

Or are you failing now?

Will you be able to sell your practice for the money you need to fund your retirement?

Will you even be able to retire?

Thanks to the 1 Step Retirement Solution, Dr. Feder will overcome 
40 years of non-marketing and STILL walk out on top.

You can, too. Or you can stay stuck in what’s not working.

“You can stay stuck in 1975 and say, ‘This has always worked 
for me,’ but the climate has changed. I mean, I’ve had con-
versations with Fred Joyal and he talks about the consumer 
behavior is almost like a whole ’nother creature now. I’ve 
had a practice for 12 years, but if you’ve been doing this for 
30 years and you try and do what you did 30 years ago and 
think that’s going to be successful, I think you’ve got a long 
road ahead. And when you try to transition out, that young 
dentist isn’t going to find too many appealing things in a de-
clining practice.” 

 - Dr. David Maloley, Colorado

“I thank my lucky stars I discovered the way to break free. For 
me, my practice is the path to true freedom. I want to be free to 
live a full life and have the money to do it! And it’s hard to be 
‘free’ if you’re stuck behind a chair 24/7.” 

- Dr. Raleigh Pioch, Salem, Oregon
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Stop Chasing Patients!

“Some of the advertising I’ve done in the past were more 
offer-driven, free exam, X-ray kind of thing. When you bring 
patients in that way, you’re chasing them for the next offer 
or they’re chasing you for the next offer, all the way down 
the line.” 

- Dr. James Kiehl, Southern New Hampshire

In the face of increasing competition and deep corporate pockets, you can’t keep doing 
what you’ve always done. 

Do what you’ve always done with your marketing and you’ll get less. The deck is stacked 
against you.

It’s time for a mental mindshift. You need to rethink your approach to getting new pa-
tients. You need to become the preferred choice for your prospects.

You can’t do that through price. You can’t do that by chasing patients through advertising.

So, stop chasing and start ATTRACTING!

There are Four Pillars to Dr. Feder’s 1 Step Retirement Strategy. All Four Pillars are abso-
lutely essential if you’re going to thrive in the face of today’s competition, much less what 
you’ll face in the future. 

Now, fair warning: not all dentists are able or willing to make this mental mindshift. They’d 
rather be stuck with what’s not working than to embrace the uncomfortable … even if 
there’s a better way to ensure their success!

Hopefully, that’s not you.

The First Pillar: Attraction
Dentists are assumed to be competent, so dental prospects have no reason to choose one 
over another except for price and convenience.

You have to give them reasons to choose you.
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The better approach is to make your dental practice an irresistible temptation to your 
prospects. That’s what the principle of Attraction is all about. You differentiate yourself 
from your competition as the only logical choice to solve your prospects’ dental problems.

You won’t accomplish that through newspaper ads, coupons, or specials. Everybody else is 
doing the same thing.

Your website will attract more new patients than any other aspect of your marketing. 
People might see a newspaper ad, or hear a radio spot, or receive a flyer or postcard in 
the mail, but when it comes to deciding who they’re going to choose to solve their dental 
problems, they head for dentists’ websites.

That only makes sense; your website contains far more useful patient information than 
they can find anywhere else. 

To become the only logical choice for your prospects, you need a Patient Attraction System™ 
that works for you 24 hours a day, 7 days a week. Attraction is a process that LEADS to an 
event – your prospects’ decision to choose you to solve their dental problems.

Since the vast majority of dental prospects begin their search online, you need to have a 
strong and visible online presence. 

Thanks to the 1 Step Retirement Strategy, Dr. Feder went from having no internet 
presence to dominating the top rankings in his area on Google!

And his dental prospects are noticing. “We were running 50-60 new patients per month,” 
he says. “Now, a bad month is 70 new patients, and we can easily hit 100 in a good month. 
We were over 100 for a number of months during this last summer.”

Dr. Feder embraced the changes that he needed to walk out on top, and he’s thriving with 
the 1 Step Retirement Strategy.

Because he’s embraced all Four Pillars.

Of course, he’s not the only dentist who’s embraced the 1 Step Retirement Strategy.

“I’m staying busier in times that, normally, I wouldn’t be 
busier. I’m being more productive in things that I’m doing. 
I’m moving toward the larger cases, implants, things like 
that, and have associates do other work.” 

- Dr. Kevin McMahon, Kentucky
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The Second Pillar: Conversion

“We need help. Dentists need help with our marketing, we 
need expert advice. It’s, ‘I don’t want to reinvent the wheel,’ 
and figure out things the hard way. I want somebody who 
understands things from the patients’ point of view and can 
funnel and get the patients the information that they want, 
not what I want to give them because I’ve done it that way.” 

- Dr. Raleigh Pioch, Salem, Oregon

Give Them a Reason!

You won’t become the logical choice to solve your prospects’ dental problems without 
giving them a reason, or 10, to view you that way.

Google says that people consult 10.4 sources of information before making a buying deci-
sion. You have to be most, if not all, of those sources, and you have to be the best.

This is one of those areas where you have to trust the Patient Attraction System™. 
Since you’re no longer chasing patients, you’re not pushing material in front of them.
Instead, you’re providing informative, relevant, and expert content on demand.

Conversion, the Second Pillar of the Patient Attraction System™,  is about helping pro-
spective patients see you as different than other dentists and as the preferred choice to 
solve their dental problems.

Social Proof: The Essential Step in Conversion

Social proof is when other people sing your praises where your prospects will notice. 

Doctor videos and patient testimonial videos provide the most powerful social proof … 
IF they’re done well. If not, they work against you.

Are you doing your own videos? How’s that working out? Takes a lot of time, planning, and 
effort, doesn’t it? And while you’re doing all that, you’re not doing what makes you money 
– seeing patients.

Or are you even doing videos? Your competitors are, and if their videos are better than 
yours, guess which dentist your prospects are going to pick?

Positive online reviews are also excellent social proof. But online reviews, positive or neg-
ative, aren’t under your control. It takes continuous attention and effort to manage your 
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online reputation to make it work for you rather than against.

How are you managing your online reputation? Do you have the time, or have you as-
signed that as an additional duty to one of your staff?

Providing social proof lets your prospects get to know you, builds a favorable perception 
of you as the trusted dental expert, and minimizes patients’ resistance to fees. Why is that 
important? Because in any given market, there’s a subset of potential patients who are 
willing to pay more for a dentist they trust and can relate to.

Those are the patients you need to grow your practice, and those are the prospects your 
patient attraction efforts need to reach. Those are the patients that corporate dentistry 
won’t attract.

Dr. Feder isn’t doing his own videos, or managing his online reputation. He’s just making 
more money by seeing more and better patients.

“Our average case value has increased,” Dr. Feder says. “People are coming in looking for 
dentures and implants. The practice is now overwhelming our dental lab.”

Dr. Feder’s 1 Step Retirement Strategy includes getting not just more patients, but 
better patients.

How’s your average case value?

That’s an important question, because you can’t drill and fill your way to a comfortable 
retirement!

The Third Pillar: Follow-Up
Some 90-95% of people who visit your website aren’t ready to decide to book an appoint-
ment. You need to stay in front of those prospects until they’re ready to choose you.

That requires multiple contacts at just the right frequency. “Touch” them too often, and 
they’ll tune out; too seldom, and you run the risk of them choosing another dentist.

Follow-up, the Third Pillar of the Patient Attraction System™, nurtures the relationship 
with your prospects (and current patients), maintaining contact and influencing them 
until they choose you. 

Most dentists don’t do any follow-up with their prospects. You’ll be far ahead when you 
implement a system to keep you top-of-mind.

Done correctly, the Follow-up process can be time- and labor-intensive. Maintaining top-
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of-mind awareness with patients and prospects requires email campaigns, text messages, 
and multiple other forms of contact. 

If you don’t staff up to handle the workload, your existing staff will wind up with additional 
duties. Over time, the burden can impact staff morale and performance.

Staff illness or absence can also lead to your system breaking down, or at least experienc-
ing “outages.”

Automated marketing is the solution.

Automating your Follow-up process eases the burden on your staff, but that’s not the only 
benefit. Automation allows you to segment audience by past patients, current patients, 
and prospects; and by those people’s interests and needs.

You should already have email addresses for your current and past patients. You’ll need to 
capture your prospects’ email addresses, and the best way to do that is to offer some-
thing of value in exchange.

You can offer “giveaways” such as a paper or report, a patient newsletter, a coupon for a 
free initial exam (depending on your state regulations), or even an e-book – anything that 
can be transmitted electronically. That’s where the email addresses come in.

Once those patients and prospects are on your list, automated Follow-up releases rele-
vant, informative, and expert content to your patients and prospects on a preset sched-
ule. That keeps you top-of-mind with them until they’re ready to choose you.

Choices, Choices

There are a lot of automated marketing programs available. They vary in how complicated 
they are to set up and maintain, as well as the number of reporting features. Within limits, 
the more reports, the greater the utility. 

But is this why you went to dental school? Are you really looking forward to learning yet 
another computer program? And not making any money while you fine-tune it?

Regardless of which automated Follow-up program might be right for you, they all have 
one thing in common: they’re ravenous for content.

Feeding the Machine

Automated patient attraction is content-intensive. You’ll need a series of informative arti-
cles, blog posts, emails, newsletters, and so on for each of your market segments.
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Having content ready allows you to stay in front of your market segments without becom-
ing repetitive. Producing that extent and variety of content, though, is something that 
few dentists have the time or inclination to tackle. They don’t make any money doing it, 
either.

How are your writing skills? For that matter, what’s your schedule like?

Again, you can task another staff member if they have the clinical expertise that’s required 
for clinical topics. But they won’t be making you any money while they write your content, 
either.

The Third Pillar of your Patient Attraction System™, Follow-up, is absolutely essential to 
attract the new patients you want. 

Follow-up also helps you retain your existing patients, and it’s less expensive to keep a 
patient than to attract a new one.

That’s getting the best return for your marketing dollar.

And speaking of that, Dr. Feder is enjoying a 2210% return on his investment!

What could YOU do with that kind of ROI?

Well, you could retire as you wish, or sell your practice for more money than you ever dreamed!

But to realize that kind of ROI, you’ve got to watch how your patient attraction efforts are 
performing. That’s even more time out of your schedule.

Dr. Feder’s 1 Step Retirement Strategy doesn’t require him to manage his Follow-up or to create 
the content to feed it. He gets to enjoy seeing patients and solving their dental problems.

The Fourth Pillar: Tracking

“Another important aspect of dental marketing, which is, I 
think, more and more crucial, is to be able to track where the 
new patients come from. Regardless of what advertising and 
marketing methodologies you use, it’s important to track them 
so you know that the money you’re spending is being well 
spent and what kind of return on investment you’re getting.” 

- Dr. Michael Abernathy, Owner & Founder, 
Summit Practice Solutions
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WHERE Are Your Patient Attraction Dollars 
Working Best?
You work hard for every dollar, and the last thing you need is to throw away money on 
marketing that doesn’t work … particularly when so many other dentists are trying to 
take your new patients. 

Most dentists try to find out from their new patient calls which ad, email, or post triggered the 
call. However, research shows that patients are very poor at remembering exactly how they 
found your practice. Numbers that you get from new patient self-report are unreliable at best.

If you don’t track your patient attraction efforts accurately, you could be throwing away 
money on marketing that doesn’t work, and you’d never know it!

A lot of dental practices run on “feel,” i.e., “It feels like we’re getting more patients from 
our website.” There’s a lot to be said for intuition. But when it comes to running a business, 
which your dental practice is, “feelings” are a lousy way to make marketing decisions. You 
have to know where your new patients are coming from.

Since the vast majority of new patients still pick up the phone to book an appointment, 
the only way to know for sure how they found you is to track the source of those calls.

How are you going to do that?

You could get a separate phone line for every piece of your marketing, and include a 
unique phone number. That’s an expensive and unwieldy “solution,” and it still won’t make 
sure that every single call is logged. Yes, you trust your staff, but even the best staff can 
be overwhelmed at times, and that will throw off your tracking.

And what about the new patients who are put on hold and then hang up? You know they 
happen, and your staff won’t have a chance to find out where those lost prospects heard 
of your practice. For that matter, are those calls even being reported? 

And what about calls that are never answered during business hours?

You certainly don’t have time to listen to every call that comes into your front office, so 
what are you going to do?

Phone tracking is the answer.
Phone tracking employs a fairly simple methodology. Each part of your marketing is as-
signed a unique phone number. Calls to those numbers are automatically forwarded to 
your office phone lines, and the source of the call is recorded in a database. Your staff can 
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focus on appointing those new patients instead of trying to figure out your marketing’s 
effectiveness.

There are a host of phone call tracking services available. As with automated follow-up sys-
tems, they vary in their usefulness, ease of setup, and cost. Some services offer call review 
to detect issues with your staff’s new patient appointing technique.

Call review is important because it helps you detect and correct deficiencies in your staff’s 
phone answering technique. Yes, every dentist swears their staff answers every single call 
and that they’re awesome at appointing new patients. Once those incoming calls are re-
viewed, that turns out not to be the case.

And you’re certainly not going to listen to every incoming call, are you?

Neither is Dr. Feder! Phone tracking and call review are included in his 1 Step Retirement Strate-
gy. He’s free to spend his time solving patients’ dental problems and to get paid for doing it.

Dr. Feder’s 1 Step Retirement Strategy

“I’ve been a client of Colin Receveur since 2013. I already 
had a prominent web presence. Colin and his brilliant team 
were quickly able to consolidate and automate our online 
programs – email responses, phone tracking and recording, 
press releases, blog posts, Infusionsoft integration with ortho 
and implant campaign sequences.” 

- Dr. Mitchel Friedman, New Jersey

“One of the great products that Colin has is a way to track 
those by assigning different phone numbers to each one of 
those and then providing analytical data on a very timely 
basis so you can decide if you want to continue with a cer-
tain marketing effort. Is it paying off, is it doing well, or do 
you need to take that money and put it in another place?” 

- Dr. Michael Abernathy, Owner & Founder, 
Summit Practice Solutions

“For SmartBox, what really was interesting to me was to see that 
you can set it up until the person feels like you’re an expert.” 

- Corey Hurcomb, Tulip Tree Dental Care, Indiana 
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“With SmartBox, they really followed up. They’re putting 
in content that’s relevant to our practice. Nowadays, our 
practice is more implant-related, so SmartBox’s marketing 
is sending me those patients, specifically those patients. In 
dentistry, it’s cyclical. You’ll have busy times and slow times. 
Since we started with SmartBox, we’re not really having the 
slow times. I’m actually working harder and more than I did 
before, by my choice.” 

- Dr. CJ Landry, Louisiana

“We’re doing a lot better this year than we did last year, and I 
was extremely happy with last year. If I had it to do over, there’s 
absolutely no doubt I would join SmartBox. I like the idea of 
working with a company that only does dentists. There’s not 
many; I don’t know if there’s any others, but they’re one of the 
few who do only dentists.” 

- Dr. Thomas J. Feder, Belleville, IN

Dr. Feder’s 1 Step Retirement Strategy 
was to contact SmartBox

Why? Because we’re putting the power of our industry-leading Patient Attraction System™ 
to work for more than 550 dentists on three continents.

And those dentists are getting more patients, more profits, and more freedom!

Does that sound like a retirement strategy to you? 

Just ask Dr. Feder!

“I had a website,” he says, “but it does you absolutely no good 
unless people could find it. And no one could find it. Now, new 
patients find me. And, if you’re not looking for a dentist online, 
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you won’t find me, and that’s what I want. 

“I’m spreading the word about SmartBox. The other night 
we had a study club meeting, with poor attendance. I was 
talking to a dentist who’d just bought a practice and didn’t 
have a website. I gave the dentist SmartBox’s name and 
strongly recommended that he work only with a company 
that specializes in helping dentists grow their practices.”

Good advice, Dr. Feder.

• SmartBox Web Marketing helped Dr. Feder achieve the dominant position on Google 
in his market.

• We helped his new patient numbers grow from 50-60 per month to over 100 new 
patients in many months.

• SmartBox helped Dr. Feder realize a 2210% return on his marketing investment!

• Best of all, we’re helping Dr. Feder walk out on top in spite of having done almost no 
marketing for 40 years!

What do you suppose we can do for your dental practice?
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Dr. Feder’s results are NOT a fluke.

Here are just a few of the ACTUAL ROI FIGURES from our dentists:

Small Town, Ohio   4480%
Large Metro City   3410%
Small East Coast City  3000%
Small East Coast City  2800%
Midwestern City   2700%
Midwestern City   2300%
Dr. Feder, Belleville, IL  2210%
Large Metro City   2000%
Small Southern City   1770%

ARE YOU READY TO GET MORE AND 
BETTER PATIENTS?

Whether you’re just starting out or you’ve been in practice for 30 years, stop worrying 
about how you’re going to be able to retire. 

You can benefit from the 1 Step Retirement Strategy!

Are you tired of what your dental marketing isn’t getting you? You don’t have to stay that 
way. You don’t have to endure sleepless nights, empty chairs, and a discouraging future.

You can get more patients, more profits, and more freedom. And our industry-leading 
Patient Attraction System™ is backed by our industry-leading $10K Guarantee. 

Are you ready? Then go to www.smartboxwebmarketing.com/blueprint and schedule 
a Patient Attraction System Blueprint™ Session. They are reserved only for serious den-
tists who want to see a patient attraction system that can double their practice. 

“SmartBox has been very instrumental in the growth of 
our practice going from 250 to 300 to 350 new patients per 
month, contributing ideas to us on marketing techniques, 
helping us evaluate the effectiveness of how much money 
I’m spending, and where I should effectively spend that to 
make it the most effective.” 

- Dr. Katie Post, Minnesota
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“The return on investment is a no-brainer for me when a 
lifetime value of a new patient at a dental office is thousands 
of dollars. You get a few new patients per month that you 
were not getting before, then it pays for itself right there. 
Everything else is gravy. Our new patients are up markedly 
from when our website went live. I can track back and see 
an extra, it started out as five or 10, now it’s more like an 
extra 10 or 15, 20 more new patients than we were getting 
prior to our agreement, or our working relationship, with 
SmartBox. I know, unequivocally, that that website is attract-
ing people and generating phone calls, and then it’s our job 
to turn those phone calls into visits. It’s definitely working, 
no question about it.” 

- Dr. Matthew Burton, Florida


