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The COVID-19 pandemic created a massive
increase in social media usage by would-be 
cosmetic patients. However, it also created 
stiff competition among surgeons to grab that 
attention of patients who are ready for 
cosmetic services.  

That means if you want more leads, more 
inquiries, more conversions, more money and 
more growth, it’s smart to adapt your patient 
attraction plans accordingly.  

Here are 3 patient-attraction trends affecting 
you the most, as well as strategies to adapt:  

IMPROVE YOUR BRAND 
The increase in non-surgical technologies 

makes this industry very attractive to non-core 
providers who want to cash in, so now you  
are competing for cosmetic revenues with 
internists, gynecologists, NPs, PAs, RNs, med 
spas, laser techs and even aestheticians. 

It’s time for you to brag about your extension 
surgical training and experience. Show off your 
medical degrees, board certification, awards, 
plaques, PR and your pro-bono efforts.  

Educate patients on surgical vs. non-surgical 
procedures and when surgery is necessary to 
get the results they want. Then show off your 
surgical expertise with your great before/after 
photos of your other real patients who had  
the same problem you were able to fix.  

In other words, make a big deal out of 
things your competitors can’t, won’t or don’t. 

And, as Jeff Bezos of Amazon says, 
“Branding is what people say about you when 
you’re not in the room.”  

It would behoove you to build your brand 
based on trust, safety and helping others.  

DEAL WITH DISCOUNTING  
When it comes to price, you can no longer 

ignore what prospective patients see in the 
marketplace. They are bombarded with special 
deals and promotions. When price cutting is 
rampant, it’s confusing to patients to distinguish 
price from value.  

If you have not done a good job explaining 
why you offer so much more value than your 
price-cutting competitors, these prospective 
patients don’t have a good enough reason to 
pay your higher prices.  

Please don’t take this lightly. Obviously, you 
shouldn’t compete on price alone. But you 
MUST compete on brand. 

Patient Attraction Trends for the Rest of 2020 
By Catherine Maley, MBA

That means you spend more time and effort 
educating prospective patients on your 
superior skills and expertise, you give them a 
great result, and then you WOW them with 
added-value customer service. It’s the way 
you make patients feel that makes them 
willing and happy to pay more to get more. 

The point is to spend the time, money and 
effort on attracting the best quality patients to 
you who care about your status, develop a 
relationship with them and keep them coming 
back because they “value” you and your 
services more than saving a buck.  

SOCIAL MEDIA DOMINATES 
Posting on facebook and Instagram used to 

be a fun thing to do and now it’s a must. It’s 
time to learn how to get traction using these 
communication platforms since this is where 
all the eyeballs went. 

You can post for free using educational  
and entertaining posts; however, the platforms 
are only showing your posts to 5–10% of  
your audience since they want you to pay for 
advertising.  

To combat that, be sure you are connecting 
with your patient list using email as well, since 
most of your patients are not seeing you on 
social media like you think they are. 

And, here’s another challenge with social 
media. You don’t own the data. You can be 
turned off on a whim and disappear from the 
platforms and have to start over.  
Ad Campaigns 

As you are painfully aware if you have been 
trying to advertise on social media platforms, 
plastic surgery does not get along well due to 
the nature of your content.  

You are one step away from porn, you are 
seen as persuading consumers to have 
medical procedures and you are hurting the 
consumers’ self-esteem.  

That’s why it’s so difficult to get your ads 
approved. 

You are forced to “pay to play” to get the 
audience reach you need like you had to with 
TV, radio and newsletters because they 
strangle your organic reach, but do you see 
the catch 22?  

The platforms force you to advertise YET 
they won’t approve your ads—crazy!! 
User Generated Content 

And here’s another new trend to complicate 
things… 

It’s called “User Generated Content.” Those 
are the comments your audience makes about 

Continued on Page 59

I read a stat that 
said 85% of  
consumers find User 
Generated Content 
more influential than 
brand content so 
please spend extra 
time on creating 
content that inspires 
your audience to  
engage with you. 
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Stated succinctly, one set of investment 
advisors operates under a professional 
standard that requires them to make suitable 
recommendations to their clients without 
having to place their interests below that of 
the client. A key distinction in terms of loyalty 
is also important, in that this type of advisor’s 
duty is to the firm he or she works for, not 
necessarily the client served. 

In contrast, another set of investment 
advisors operates under the fiduciary standard, 
meaning they have a fiduciary duty to their 
clients—i.e., they have a fundamental obligation 
to provide suitable investment advice and 
always act in their clients’ best interests.  

There is no better time than during this 
crisis to understand how one’s advisors  
make money and to whom they owe their 
duty. Ask the right questions and you will  
learn the answers.  

ACTION #5: PROTECT AGAINST 
OTHER RISKS 

As we deal with the COVID-19 pandemic, 
we are primarily focused on its direct impact 
on health care, practice and personal financial 
risks. For those who have the capacity to do so, 
this can be a good time to focus on protecting 
against other risks as well. We see physicians 
looking again at their insurances, from disability 
insurance and life insurance to long-term care 
coverages for themselves or family members. 
Others are finally getting to legal planning that 
they have put off for years, including asset 
protection and estate planning. 

ACTION #6: USE DOWNTIME WISELY 
We encourage all aesthetic plastic surgeons 

to use any downtime they have during this 
crisis productively. For many surgeons, their 
practices may be closed, or they are seeing  
a significantly reduced patient caseload.  
For these reasons and others (lack of travel, 
conferences, children’s activities), many 
surgeons have more time on their hands now 
than at any time in their careers.  

If any of this applies to you, we encourage 
you to spend some of that time focusing on 
the actions outlined in this article. Physicians 
can also take advantage of a wide range of 
free educational content to increase your 
knowledge on financial matters. At some 
point, we will all go back to busier schedules 
and we will thank ourselves for being better 
prepared to handle the items on our financial 
to-do lists.  

SPECIAL OFFERS: The authors have 
recently completed Wealth Planning for  
the Modern Physician, their first book for 
physicians in five years. To receive free print 
copies or ebook downloads of this book,  
text ASAPS to 555-888, or visit 
www.ojmbookstore.com and enter 
promotional code ASAPS at checkout. 

David B. Mandell, JD, MBA, is an attorney, 
consultant and author of more than a dozen 
books for doctors, including “Wealth Planning 
for the Modern Physician.” He is a partner in 
the wealth management firm OJM Group 
(www.ojmgroup.com), where Jason M. O’Dell, 
is a partner and financial consultant. They can 
be reached at 877-656-4362 or 
mandell@ojmgroup.com. 

 
Disclosure: 

OJM Group, LLC. (“OJM”) is an SEC registered 
investment adviser with its principal place of 
practice in the State of Ohio. SEC registration 
does not constitute an endorsement of OJM by 
the SEC nor does it indicate that OJM has 
attained a particular level of skill or ability. OJM 
and its representatives are in compliance with the 
current notice filing and registration requirements 
imposed upon registered investment advisers by 
those states in which OJM maintains clients. OJM 
may only transact practice in those states in which 
it is registered, or qualifies for an exemption or 
exclusion from registration requirements. For 
information pertaining to the registration status  
of OJM, please contact OJM or refer to the 
Investment Adviser Public Disclosure web site 
www.adviserinfo.sec.gov. 

For additional information about OJM, including 
fees and services, send for our disclosure 
brochure as set forth on Form ADV using the 
contact information herein. Please read the 
disclosure statement carefully before you invest 
or send money. 

This article contains general information that  
is not suitable for everyone. The information 
contained herein should not be construed as 
personalized legal or tax advice. There is no 
guarantee that the views and opinions expressed 
in this article will be appropriate for your particular 
circumstances. Tax law changes frequently, 
accordingly information presented herein is 
subject to change without notice. You should  
seek professional tax and legal advice before 
implementing any strategy discussed herein.

your posts so most of your efforts should be 
going towards user-generated content that 
engages your audience to interact with you.  

You see plenty of examples of this on social 
media when the surgeon asks his audience a 
question and has them respond below and 
now you see a stream of responses. You can 
also use polls and contests to get your 
followers to leave comments. 

I read a stat that said 85% of consumers 
find User Generated Content more influential 
than brand content so please spend extra 
time on creating content that inspires your 
audience to engage with you. 
Influencer Marketing  

Influencer marketing is having someone with 
a good following of loyal fans talk you up by 
posting about you to their followers, in hopes 
they will choose you for cosmetic rejuvenation. 

Start with your current patients to find out 
what kind of following they have and if they 
would be willing to spread the word for you.  

You can also google “influencer marketing 
platforms” who will partner you with influencers; 
however, consumers are waking up to the fact 
that most influencers are promoting for the 
sheer motive of getting paid and that hurts 
your brand so choose wisely. 

CONCLUSION 
As you can see, a lot goes into your 

branding social media presence and it takes 
effort since you are the star of the show. 
Today’s prospective patients want to get to 
know you so show them your surgical side as 
well as your softer side. See you online! 

Catherine Maley, MBA is a cosmetic 
practice consultant, speaker, trainer, blogger 
and podcaster. Her popular book, Your 
Aesthetic Practice/What Your Patients Are 
Saying is read and studied by plastic 
surgeons and their staff all over the world.  

She and her team specialize in growing 
plastic surgery practices using creative 
patient attraction, conversion, follow up and 
retention strategies as well as staff training to 
turn team members into converting rock stars. 

Visit Catherine for Free resources 
at www.CatherineMaley.com or Instagram 
@catherinemaleymba.
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