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You probably noticed it’s getting more challenging
to get attention online, so this will lay out plastic surgery
marketing: what’s working now.
There is so much noise in the marketplace today,
your message gets lost in the maze of advertising.
The sheer number of marketing channels to choose from
that helps you get in front of prospective cosmetic patients
is mind boggling…. and it’s not going to get any easier for
all sorts of reasons.

Take SEO. Internet search engine optimization (SEO)
rules continue to evolve.
It’s just not enough anymore to have a nice website.
Nobody is going to see it unless you can convince google
you deserve to be on the first page of search rankings and
that’s no easy feat.
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For example, in the good old days of SEO, your web folks could help your rankings by
writing articles stuffed with keywords.
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It was easy enough for them to do it for you, so you and your staff didn’t need to get
involved so it was a win-win.
But those days are gone. Google has gotten smarter and will penalize you for keyword
stuffing – and any other shady tactics you use to attempt to try and game the system.
The bottom line is Google will continue to make it more difficult for you to be found
organically (aka - Free).
And, since google rules the world for the foreseeable future, it’s best to follow their lead.
Since you can’t count on organic SEO like before, you have to look at other creative
marketing avenues to get the attention of prospective cosmetic patients long enough for
them to notice and act.
Below is a list of plastic surgery marketing strategies that are working now to
help get you ranked and get the attention of prospective cosmetic patients.
Some are quick and easy and most take time and effort because that’s what’s needed
to stand out and be heard above the noise.
Here they are…

Content Creation Marketing
Content creation marketing is one of the plastic surgery marketing strategies that’s
working now. You create and distribute valuable, relevant and consistent content that
attracts the right audience who is interested in cosmetic rejuvenation with the intent to
drive them to you for your services.
Actually, it’s the opposite of mainstream advertising. Instead of “pitching” your services
to the masses and telling them what you offer and how wonderful you are, you instead
focus on addressing prospective cosmetic patients’ needs.
Why is Content Creation Important to Plastic Surgeons?
In a world of relentless information coming at the consumer, they can only hear what
they are interested in at that moment. They seek out that information and come to you
instead when you have the answers they need.
Content marketing has many advantages:
Brand Awareness: Gets you found by the right audience who could want your services
Builds Trust: Makes you the expert patients trust
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Audience Engagement: Encourages interaction with prospective cosmetic patients
Lead Generation: Identifies those who most likely want your services
Builds Loyalty: Develop fans of future cosmetic patients and retain your current patients
who continue to be interested in your services
Increases Profitability: Compels your audience to take action and choose you for their
surgery.
Decreases Advertising Costs: Content marketing is minimal cost or free, or at least
cheaper than standard advertising.
Examples of Good Content Creation
The beauty (pun intended) is that plastic surgeons have built-in content just by being a
plastic surgeon.
Think about it…. You have limitless patient content:
•
•
•
•
•

Prospective patients visiting you for consultations
Pre-surgical patients excited and nervous about their upcoming surgery
Surgical patients recuperating
Post-op surgical patients returning for their follow-up appointments
Ecstatic patients fully recovered and loving their results

Each patient has a different story at each phase of their journey. That’s a lot of content!
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But there’s so much more … You also have limitless practice content:
• FAQs for each procedure
• Added new treatments and procedures
• Interesting things happening in your practice
• Staff stories, birthdays, anniversaries
• Personal stories: your hobbies, etc.
I suggest your next hire be adept at videotaping you,
video editing and social media so they are capturing
the “Day in the Life of a Plastic Surgeon”.

Content Marketing Machine and Distribution
The secret to content marketing is to create great content that can be repurposed for
many platforms, since prospective cosmetic patients are scattered all over the Internet.
Since everyone uses a variety of platforms to get their information, how do you be
everywhere?
The easiest way is to determine which platforms will give you the best audience reach.
Then develop a systematic plan to regularly upload content to those platforms.
For example, have your staff take photos and videotape when you are conducting a live
patient consultation since you are most comfortable here. Be yourself and do and say
what you normally do and say.
Now you repurpose that video:
Video – upload to YouTube, Vimeo, IGTV, Facebook Watch
Transcribe – articles, blog posts, press
releases, Realself Q&A
Photos – upload to Facebook,
Instagram, Pinterest, snapchat
Record – start a podcast and upload to
top podcast platforms
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But be forewarned. This is not a one-time event.
This is ongoing, consistent, interesting content that is regularly posted.
Yes, it takes time and effort but if you want a steady stream of new cosmetic patients,
content marketing is a proven way to get them.

Social Media Marketing
Social Media has become the most influential virtual space available today to help you grow
your practice.
Now that 59% of the world’s population is online, it’s no longer optional if you’re looking for new
cosmetic patients.
It’s here to stay so you might as well embrace it and make it an important part of your marketing
plan, your brand and a gateway to current and prospective patients.

5

Back to Top

Social media done right can increase your website traffic, generate leads, portray you as an
expert and build relationships by interacting with your audience.
The beauty of social media is that you get to tell your story your way. You are the actor,
producer and editor all in one. You control the narrative and create your own image.
That’s powerful, but also daunting so this post gives you lots of social media ideas for plastic
surgeons you can use right away.

Types of Plastic Surgery Social Media Posts
Since you are a business, remember your main objective of social media is to grow your plastic
surgery practice. So, your social media posts need a balance of the various types of social
media posts that are:
ü
ü
ü
ü
ü

Educational
Informative
Interesting
Entertaining
Compelling

To help you get started, use this guide of social media
ideas for plastic surgeons:
Download at:
www.catherinemaley.com/social-media-ideas-for-plasticsurgeons
Other Social Media Tips to Help

Click to View

Social Media can take a chunk of your and your staff’s time so here are tips to help you be most
effective:
Choose the Right Platforms for You
Unless you have a marketing agency doing this for you, you most likely have a staff person
handling this and 10 other things so their time is limited.
My advice is to focus on one platform first. Get good traction going and then spread out to more
platforms. For example, Instagram is, by far, a favorite for our plastic surgery industry; however,
facebook wins hands down for sheer volume and results.
The good news is facebook owns Instagram so when you post on facebook, it automatically
posts on Instagram and visa-versa (check your settings).
Yes, Tik Tok is the latest craze and you can build an audience early there; however, that takes
time and the audience skews very young. That means they want to be entertained so I hope you
can dance!
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Use Lots of Social Proof

The most serious prospective cosmetic patients looking for a
provider care most about your social proof and that includes your
patient reviews and photos.
They want to see your work. They want to know what kind of
results to expect. They want to see your other happy patients
enjoying their new look.
That means you want to show off your before/after photos or,
better yet, let your patients do it for you!
A photo really is worth a thousand words so don’t hold back.
Show off your great results and watch the comments flow in.
User Generated Content
And here’s another new trend to complicate things….
85% of consumers find User Generated Content more influential
than brand content. That’s the content that is created when your
audience comments on your posts.

You see plenty of examples of this on
social media when the surgeon asks
his audience a question to respond to
or shows them a video and now you
see a stream of responses.
That’s user-generated content that
engages prospective patients to
interact with you, so for 2020, you
need to determine what inspires your
audience to share content and how
you can engage patients to create
user-generated content.
Examples would be:
-

“I’m going hiking this weekend. What are you doing?”

-

“I’m thinking about getting this new technology. What do you think?”
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Video is Super Popular
Patients prefer video to all other forms of content when learning about new procedures and
services.
It’s also a great way to position you as a helpful expert when you answer prospective patients’
most common questions.

Tour of Your Practice

Patient Journey

Explain FAQs of Procedures

So, you can start your own YouTube channel and designate an outside videographer or a techsavvy staff person to capture and post content in video to then be shared throughout your social
platforms.
For example, do a tour of your office, interview a patient to describe her own journey and how
great she feels now and do educational videos going over FAQs or popular procedures.

Authentic Personality Posts
Prospective cosmetic patients want to know you. Your headshot on your website doesn’t cut it
anymore.
They need to see you in action as a surgeon, a speaker, a person, a parent, an athlete and so
on.
To keep it simple, select someone in your office to be the
“Roving Reporter”. Their job is to follow you around with an iPad
or iPhone to capture moments of “A Day in the Life of a Plastic
Surgeon.”
You are the content. It’s you preparing for surgery, doing
surgery, your post-op visits, consulting with new patients,
interacting with staff and so on.
It’s endless content for you since no day is the same and you
have an endless stream of patient stories, their journey and
their results.
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Collect Contact Information
Here’s the big challenge when you build your web presence on social media such as FB,
IG, TikTok and the rest of them….the landlord can kick you out and/or raise the rent
at any time.
That means you are at the mercy of their rules. They can shut you down for offensive content
and they can force you to “pay to play”.
One way they do that is to “strangle” your list of followers, so they no longer see your posts. So
now you have a false sense of comfort thinking you are communicating regularly with your
audience, when in reality, less than 10% are seeing you.
These social platforms want you to advertise which would be fine except, 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.
As a matter of fact, social platforms’ organic reach will be non-existent in the near future. As
already mentioned, they only show your posts to about 10% of your audience since they want
you to pay for advertising just like you had to with TV, radio and newsletters but do you see the
catch 22?
They will force you to advertise YET they won’t approve your ads
– crazy!!
So, here’s what you do…..you collect your own data of your followers
by using an opt-in landing page like this one:
So, the link in your bio goes to a customized landing page for the
prospective patient to give you their name, cell and email, as well as
ask a question or request a consultation.
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Influencer Marketing
Influencer marketing will continue to
be popular; 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.
Word of mouth has always been
and will continue to be a huge
patient attraction strategy. When
you get patients talking about you
on social media, you build brand
awareness and credibility, and set
yourself up for more patients.
One way to drive social word of mouth is to partner with influencers—people who have a large
following on social media and can draw the attention of that following to you. Just google
“influencer Marketing platforms” and they will partner you with influencers.
Of course, it would be great if you could get one of the Bravo housewives to be your influencer
but it’s not necessary.
Start by getting to know your current patients to find out what kind of following they have and if
they would be willing to spread the word for you.
Local followers are more likely to follow through then followers who have to travel cross-country
to see you.

Social Media Tools to Help You
There are loads of tools to help you if you decide to do it yourself. Hootsuite is a popular social
media management tool since it allows you to respond and engage without having to log into
each of your individual social media accounts but there are many others.

And, if you need help making your graphics eye-catching, Canva is popular because it’s so easy
to use and has a huge library of creative deliverables done for you.
Video editing is also becoming a big part of social media to make your content more eye-
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catching and engaging so I suggest starting with free apps, such as Apple iMovie and OpenShot
for PC.
As you can see, there is a lot to social media. But like everything else in life, you get out of it
what you put into it.
If you believe social media is an important aspect of your brand and marketing plan, you need to
put the time and investments into it.
See you on Social!

Social Proof Marketing
Why do some surgeons charge 3-5X more than other surgeons… AND have a waiting
list?
Why do vendors in our industry pay a ton of money to celebrities to tout their lasers?
Because they know social proof marketing works!
According to Robert Cialdini, author of Influence: The Psychology of Persuasion, “We
view a behavior as more correct in a given situation to the degree that we see others
performing it.”
That means when prospective cosmetic patients are uncertain about what to do, they
look to other people around them they trust (or want to be like) such as experts,
celebrities, friends, etc.
People also make judgments based on their overall
impression of someone. For example:
•

We think anything that experts use is great
because they are probably more knowledgeable
than us in their area of specialization.

•

We buy products endorsed by celebrities
because we want to look like them.

•

We trust user reviews because they have
experienced the product or service, unlike
ourselves.

•

That’s why influencer marketing has always
been and will continue to be popular.
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5 Types of Social Proof
1. Expert: Expert social proof is when an expert in your industry recommends your
products or services or is associated with your brand. Example: Another trusted
plastic surgeon endorses you.
2. Celebrity: Celebrity social proof is when a celebrity endorses your products.
Example: Any Kardashian sings your praises.
3. User: User social proof is when your current users recommend your products
and services based on their experiences with your brand. Example: Your current
patients boast about you on their own social platforms.
4. The wisdom of your friends: This type of social
proof is when people see their friends approve your
product or service. Example: Seeing their friends
use your services and/or following you on social
media.
5. Certification: This type of social proof is when you
are given a stamp of approval by an authoritative
figure/group in your industry. Example: Voted Top
Doc or Castle Connolly endorsement.
Knowing these strategies is interesting but how do you
incorporate them to make a difference in your own brand
and status? Coming up….

5 Ways to Boost Your Social Proof
Be creative and don’t be afraid to share your successes. Things you take for granted
are a big deal to prospective cosmetic patients trying to figure out who is the BEST
choice so implement these strategies to stand out:
Celebrate Milestones
Show gratitude for your user or follower milestones. Reaching milestones is a fun
occasion to celebrate and a great time to thank the patients who have helped you
achieve that.

12

Back to Top

Here are some of the milestones you can celebrate with your audience:
•
•
•
•

Reaching X patients served
Reaching X surgeries performed
Reaching X followers on your social media profile
Practice Anniversaries

Spread the word by sharing on your social media platforms, send e-blasts to your
current patients, display in-house signage, and highlight on your website.

Use Micro-Influencer Marketing Patient Influencers
Since you probably can’t
get a Kardashian to be your
celebrity social proof, here’s
the next best thing.
Your influencers are also
your patients. They may not
be a celebrity, but they are
happy patients who can
authentically relay their
experience to other
prospective cosmetic
patients.
Start with your patients with
a strong social media
following.
Have your staff ask your patients about their social followers in a conversational way or
check out their stats on Instagram and Facebook and ask them how they got so many
followers.

Videotape a Q&A with them so they are more comfortable. Ask them simple questions
such as:
Why did you come to me?
Why did that bother you?
How do you feel about your result?
Any advice for others considering this procedure?
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Reviews
Patient reviews are huge in our industry. The most effective way to get reviews is to ask
for them once the patient is healed and ecstatic about their new look.
But make it easy for them. If they don’t have a Gmail account, set one up for them. If
they don’t know what to say, give them starter sentences like these:
•
•
•
•
•

I wanted plastic surgery because I was unhappy with my ______________
I chose Dr. Smith because _______________
Dr. Smith and his staff were __________ during my surgical journey.
How I feel now ____________________
It’s the patient’s story that is so interesting to other prospective
patients who want to experience that story also.

Before/After Photos
Cosmetic patients love to “see”
your work and “the more the merrier”.
Develop a protocol (just like you do for surgery)
for your processes to get your patients before
AND after photos, along with consent.
Set up a photo room or corner/closet in your
practice with the same lightening and angles so
your photos are uniform and professional looking.
Even if they won’t agree to broadcast their photos all over the Internet, they may be ok if
you show prospective patients during their consultation.
And here’s a tip about photos…a prospective patient wants to see themselves in your
photos so have a variety of ethnicities and ages for them to preview.
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Turn Your Staff into Walking/Talking Testimonials

People tend to adopt the opinions or actions of people
they trust so turn your staff into your free sales
ambassadors.
There is nothing more compelling than a prospective
patient seeing another cosmetic patient standing in
front of them who has already experienced plastic
surgery from you.
Your staff can share her story and show would-be
patients their results.
Have your staff consent to the use of their photos,
written testimonials, as well as video testimonials to
use in social media and on YouTube.
Social proof marketing should always be an important part of your overall marketing
plan so please make it a priority since your patients do.

Patient Reviews
Prospective plastic surgery patients count on patient reviews to help them decide which
plastic surgeon is right for them.
It gives them reassurance they are choosing wisely and helps them avoid regret is
choosing poorly.
That’s why you want to focus on good patient online reviews since reviews have
become EVERYTHING for a plastic surgery practice to attract new patients and grow.

Online review Stats
The stats below how much weight reviews have when consumers are trying
to make a good decision:

15

Back to Top

#1 – 72% of Consumers Trust Online Reviews as Much as Personal Word-of-Mouth
Referrals.
#2 – 90% of Customers Say Buying Decisions Are Influenced by Online Reviews
#3 – Doctors are the SECOND most reviewed search group with restaurants being the
first. (BrightLocal)
Here is some more crazy reality for you. In today’s social media world, patient online
reviews have become as significant as your skills as a surgeon. Yikes!
A surgeon can be excellent at his kraft yet stir up
negativity by keeping the patient waiting too long or be
dismissive or staff is rude and that can start a stream of
bad reviews that will haunt you forever.
Prospective cosmetic patients see that “bad press” and,
since they have so much choice, decide to go
elsewhere.
That means what OTHERS say about you is infinitely
more important than what YOU are saying about you
on your Website and in your advertising.
So, do NOT leave this to chance. They are one of the most important patient-attraction
marketing strategies to build trust and credibility
between you and new cosmetic patients.
Why Patient Reviews Are So Important
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Positive patient reviews are great for marketing your practice because they do so much
of the heavy lifting for you such as:
-

More prospective patients are attracted to you to learn more
Google sees you as credible and ranks you better in the search results
This social proof helps prospective patients say yes to you

Patients reviews are the closest to word-of-mouth you can get. Since they are so vital to
your online footprint, you can hope they happen, or you can proactively set up systems
to make them happen a whole lot more often.
By the way, if you want to see your own reviews, simple type, “your name, md reviews”
into the google search box and see what comes up:

Which Review Sites?
There are numerous consumer review sites to help the general public find a reputable
plastic surgeon and these are the most used for our industry:
Google
Yelp
Webmd.com
Healthgrades
Vitals.com
Angie’s list
Realself.com
Realpatientratings.com
Since a patient is not likely to post a review on all of them, I would prioritize with google
and Yelp being the top two since google will help your search rankings and patients love
Yelp (even though you may not).

How Do You Get Great Reviews?
This is a given…A good review starts with a happy patient who was treated well and got
a good result. They like you and feel a connection with you.
Be sure your staff, office, ambiance and processes are set up for a 5-star patient
experience. Once you have that right, here are patient review strategies that work well:
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Suggestion Box
In order to get the most candid feedback, display a
suggestion box for your patients to stop by after
checking out from that day’s visit. This not only gives
you great feedback, it can also stop a bad review
from happening when the patient was able to vent
their frustration if something didn’t go well.

Patient Survey
I highly recommend
surveying your cosmetic patients at least annually to get
their feedback. You’ll learn so much about what’s working
or not.
A survey should be digital, quick and easy to complete
and include a compelling reason to do it ($50 Gift Card
towards their next visit works well).
It tells your patients you care about them and you are listening to them with the intent to
improve their experience with you and your staff.
Vendor Review Automated System
You can also use one of the vendor online review systems where you hand your patient
an ipad to complete the review process right then and there. If the review is good, they
will upload it to the various review sites (be sure they can upload to google).
It’s similar to the suggestion box and a
great idea but it has drawbacks. The
patient might feel bamboozled and
pressured to leave you a good review
and/or they may hurry through it by giving
you the stars but no comments and that
defeats the purpose.
No matter how you do it, the trick is to get
way more HAPPY patients giving you 5star plastic surgery online patient reviews
than unhappy patients.
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For example, some of your high-maintenance patients may have criticized your staff
and you unfairly in their review, so you need to drown them out with the patients who
are happy with your work and with their experience with you.

Here are the steps to follow to get great plastic surgery
online reviews quickly:
Patient selection and timing is crucial.
You need to catch your patient when they are
gushing about you and their result.
Most likely, that is at their post-op appointment
when they are looking good and feeling
ECSTATIC about their result.
This is when YOU, the surgeon, ask them for a
review in a comfortable way; i.e.,
“Susan, I’m so glad you’re happy with your result. Can you please do me a favor? You
know how important online reviews are for others who are also looking for a good result.
Would you mind writing a review?
Detailed Instructions
Now your staff meets with your cosmetic patient to go over the contents of your patient
review kit.
Focus on google. Find out if your patient has a Gmail account set up. If they don’t, offer
to set up the account for them so they can then write the review at home on their own
computer.
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Or, better yet, have them write the review right
now, in your office, from their cell phone.
So, the plastic surgery patient online review kit
contains:
•
•
•
•

Introductory heartfelt letter
Instructions for posting a review online
Starbuck gift card*
*While you never want to pay anyone for a
review, you can certainly thank them for
their time in a small way.

What is a Good Plastic Surgery Online
Patient Review?
One of the biggest reasons your happy patients don’t give you a review is that they are
busy. You are asking them to stop their day and write something that will go out to the
world.
Help them help you. The introductory letter includes starter sentences for them to
complete since a good review tells a full story; i.e.,
I wanted to improve ___________because ________
I chose Dr. Smith because _____________________
My experience with the doctor and staff was _________
How I feel about my result _____________________
Follow Up
If your patient does NOT upload a review within 48 hours, have the same staff person
who walked them through the review kit call them and say,
“Hi Susan, Dr. Smith and I are looking forward to your review and haven’t seen it yet.
Is there anything I can help you with?
Most likely, that will prompt them to do it now.
Thank Them!
Thank them in any way that really shows your appreciation.
That could be a simple phone call, a handwritten letter, a
little extra Botox at their next visit, etc.
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There is a saying “Behavior that is rewarded is repeated? Just be sure your patient
knows how much you appreciate their support.
This strategy works. A plastic surgery practice followed these instructions and handed
out 12 packets and within 21 days, they had 7 new plastic surgery patient online
reviews.
Please get together with your team and come with a process to get you more Plastic
Surgery Online Patient Reviews. It’s that important to your success.
Reviews are a funny thing. Most practices don’t pay much attention to them until they
get a bad one and it’s too late.
Please see reviews as a vital part of your marketing plan that you plan and monitor
carefully.

YouTube Marketing
YouTube marketing is an extremely effective type of content creation marketing.
That’s because consumers are watching videos more than ever. The rise of video was
inevitable. But it’s grown in popularity so quickly that plastic surgery practices should
figure out how to use it to grow.
Video can inform, entertain, and captivate. It can do all 3 of those things at the same
time, and it can also do them exclusively. There are really no limits to what video can
provide.
YouTube videos also do a great job at building awareness and are extremely engaging
since a majority of your audience would prefer videos over reading.
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Why YouTube Videos?
It’s simple. To attract new cosmetic patients online, you need to go where they go to
grab their attention.
These stats should get you excited about using YouTube:

•
•
•
•

YouTube has over two billion monthly active users. (YouTube)
YouTube is the world’s second-largest search engine. (Search Engine
Journal)
51% of YouTube users visit the site daily. (Pew Research Center)
YouTube reaches 89% of US households with over $100,000 in annual
income. (Statista)

Another important fact is Google owns YouTube. That means it greatly increases your
chances of getting better search rankings when you have more video content than your
competitors who don’t.
In fact, while there is no one place to go for attention, YouTube is a really good bet
since it’s the 2nd largest search engine next to google.
YouTube Videos Build Your Brand
In today’s world of authenticity and transparency, your prospective patients want to
know you as a skilled surgeon AND as a real person. That’s what builds your brand.
You can no longer hide behind a surgical mask and only be the surgeon. That’s a great
start but you also need to be seen as a human being.
Maybe that’s a great boss, a devoted family man, a fitness buff, dog lover,
philanthropist, weekend pastry chef, or some other hobby your patients will be
interested in knowing about you.
And, you know to attract new cosmetic patients to your practice, you have to first get
their attention.
That is no simple feat since you and everyone else is vying for the attention of today’s
cosmetic patient.
YouTube Tips
So, if you are not on YouTube yet, I highly recommend you use the following strategies
to build your presence on this channel:
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Introductory PR Video
This video uses visuals and audio (Music from Audiojungle.net) to depict the essence of
who you are and what you stand for.
Have a videographer/film editor videotape you in your office, working with your staff,
meeting with patients, etc.
Then the footage is edited to create a branded video of you. Here is a great example of
an excellent PR introductory video introducing this surgeon to the world:

Check out on YouTube:
https://youtu.be/Q8HBMaxKKR8

Public Speaking Videos
The easiest way to get started on YouTube is to upload any videos of talks you have
given at medical conferences, at patient events in your office or in your community.
This portrays you as the expert and elevates your status as an invited speaker.
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Check out on Youtube:
https://www.youtube.com/watch?v=DsMrFpWnQHY
Videotape Your Consultations
The next easiest thing for you to do is to videotape your actual consultations with
prospective patients since you are most comfortable in that scenario.
Of course, you need to get your patients’ permission. If they don’t want their face
shows, you can always film them from behind so only the back of their head shows and
the focus is more on you.

Be yourself and use props such as computer imaging, animation or sketch to help you
explain to the prospective patients your recommendations as well as the results they
can expect.
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Now be sure to answer typical questions and objections such as anesthesia used, pain,
downtime and incisions.
FAQ Videos
Even though you may believe patients already know the answers to plastic surgery
questions because they have done so much research online, they haven’t heard these
answers from you directly.
Do short videos answering FAQs about each procedure you perform and topics of
interest such as:
•

Anesthesia

•

Pain

•

Downtime

•

Cost/affordable

•

# of these performed

•

Incisions

•

Objections

Video Content
But what do you videotape? Where’s the content going to come from?
You have plenty of built-in content just videotaping the “Day in the Life of a Plastic
Surgeon”.
No day is the same. You have an endless
stream of visiting patients, all with their own
story to tell and that gives you fresh content.
Be on the lookout for patients who are
comfortable in front of the camera, ask for
their consent and then have your staff grab
the ipad and capture their experience.
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Here’s a great example of social proof/influencer marketing:

Check out on YouTube:
https://www.youtube.com/user/NayakPlasticSurgery
Animation vs. Gory Videos
It helps to explain what you do in visuals so you have a choice of using animation or
actual video footage of a surgical procedure.
Which is better? The answer is use both. Some prospective patients will be grossed out
and not able to watch. However, some will love it (maybe because they are immune
thanks to the endless amount of Netflix murder stories).
However, if you follow the number of views, the gory wins every time so you decide.
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Patient Video Testimonials
It’s always more effective when prospective cosmetic surgery patients hear a patient’s
story straight from the patient.
You can ask the patient questions, or you can have her adlib but be sure your patients
cover these points:
-

The pain they were in emotionally
Why they chose Dr. X (because that’s why you will choose him)
The process (comfortable, staff was caring, etc.)
How much they love their result
How they feel now (transformation)

You can also turn it into a slick, professional video like this one:

Check out on YouTube:
https://www.youtube.com/channel/UC_WrMkl2yi-T5-Kp7FPLXfg
Tip: You want the patient testimonials who have the biggest followings on social media.
That way, they will share on THEIR social media platforms and you’ll get a lot more
exposure to prospective patients.
What Do You Wear?
What you wear depends on the content you’re covering. If you’re talking about a
surgical procedure, wear your white lab coat for credibility and authority. Then, dress
more casual if you are covering other tops. (Anthony Youn, MD)
Check out on Youtube:
https://www.youtube.com/channel/UC9HQXWbt14wTdr_Tzc8ZE0A
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Promote Your Videos
Once you make a YouTube Video, you can use it for all sorts of promotional efforts such
as:
ü Upload your videos to your Website and to specific web pages that make the
most sense;
ü Send an email blast, with a link to your videos, to your patient database so they
watch it and are encouraged to call and visit you for additional procedures;
ü Use it in social media posts as well as Facebook, LinkedIn and Instagram ads to
gain name recognition and spread your word; and
ü Run the videos on an ipad or flat screen TV monitor in your exam rooms your
prospective patients can watch while waiting for you. Not only will they become
educated on your various procedures, that could make them more confortable
agreeing to do their own video consultation with you.

Advertising on YouTube

In my opinion, the biggest reason to
advertise on YouTube is to get your
videos in front of prospective cosmetic
surgery patients who are interested and
looking for a plastic surgeon.
You know that because they are
searching for videos on a particular
procedure.
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And, because it’s so much more eye-catching and visual than a pay per click ad, it’s
more likely to get clicked on by new prospective patients who will now know who you
are, like what they see and call you to learn more.
By the way, I don’t see many plastic surgeons using YouTube advertising so it’s well
worth testing it since there’s less competition.
Your YouTube ads can cost per view or per click and are based on the competition for
key words, the demographics and the audience you target.
It can cost anywhere between .05 - $150 per click; however, it could be well worth it
when you consider the profit margins built into your plastic surgery services.
Not sure what to do? Google it! Type in YouTube advertising and all the step-by-step
guidance is waiting for you for free.
YouTube video marketing is here to stay. Make it one more component to your overall
content marketing machine to attract new cosmetic patients, just like I do to attract
plastic surgeons to me:

Check it out on YouTube:
https://youtu.be/20b-XUbwUzM
The good news is you do not need to be a trained actor to become a YouTube success.
Actually, it would be so much better if you were just yourself.
The point is prospective cosmetic patients want to know you before they meet you, so
they are more comfortable moving forward.
That’s why they are searching first about the procedure and then the provider. Video
brings you to life so use it to your advantage.
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Patient Retention
It has become more important than ever to use cosmetic patient loyalty and retention
strategies to grow a cosmetic practice.
The cosmetic rejuvenation marketplace has changed dramatically. There is plenty of
choice for cosmetic patient with a credit card so that makes for a competitive
atmosphere.
It’s matured and the players (internet marketers,
marketing platforms and surgeons themselves)
have matured as well when it comes to more
sophisticated marketing efforts.
Plastic surgery practices try all sorts of ways to
attract new cosmetic patients to their practice but
get spotty results.
Some of it works. Some get mediocre results. Some
get no results at all.
But most surgeons never set up an automatic system to nurture their current patients
who can help them grow their practice by returning, referring and reviewing.
But this oversight makes that practice vulnerable to their competitors luring away their
patients by offering them better customer service and/or cheaper prices.
That’s why one of the biggest mistakes established cosmetic practices make is putting
all of their resources go towards new patient leads.
New Leads or Loyal Patients?
As the competition grows, so does the
barrage of marketing messages
pummeling consumer prospective
cosmetic patients.
That leaves them confused,
overwhelmed and indecisive.
These factors make attracting new
cosmetic patients to your practice
expensive, complicated and frustrating.
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So here’s the bottom line…
Maintaining relationships with your current cosmetic
patients is the only cutting-edge strategy that will give you a
competitive advantage.

Benefits of Patient Retention
When you grow your cosmetic practice from the inside out (rather than spend your
entire budget and efforts to attract new stranger patients from the Internet) good things
happen.
Your current patients grow your cosmetic revenues for you which brings you cost
savings you may have not considered. For example:
1. Reduced advertising costs
2. Less time wasted on price-shoppers who are not likely to book
3. Staff time used more productively working with good quality patients
3. Reduced patient turnover expenses (fewer lost patients to replace)
4. Increased cross selling success leading to increased lifetime value of patient
5. Less patients lost to competitors
5. More positive word of mouth referrals

If a practice is able to retain their high-quality patients, loyalty increases and so does
profitability, because defection by a long-term patient can cause a dramatic loss and
affect the bottom line.
The loyalty and retention stats of consumers might surprise you. Here are just a few to
give you an idea of the importance of growing the loyalty and retention of cosmetic
patients:
•

The converting rate of an existing cosmetic patient is 70-90%, while the
converting rate of an Internet Stranger Patient drops to 5-20%.

•

It costs 7x-12x more to acquire a new cosmetic patient than to retain an old one.

•

For most industries, the average customer retention rate is below 20%.
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The Slow Leak of Lost Patients
Have you ever wondered where your favorite patients went? You
realize you haven’t seen them in a while and wonder if they moved.
I assure you; most are still around. They did NOT stop wanting
cosmetic rejuvenation. They just stopped wanting it from YOU –
Sorry!
A longtime patient is yours to keep or yours to lose. If you lose too
many, you lose your practice.
Because, like a car tire, practices don’t usually dissolve because of a blow out, instead
they go flat due to a slow leak over time.
It’s so subtle and invisible, you don’t realize the devastation until you find yourself with
holes in your schedule and profits down.
So where did your patients go?
Cosmetic patients who care about their looks today will certainly care about their looks
next month, next year and next decade.
These patients have endless needs. Especially as
the aging process takes over and life events
continue to happen.

Your Patients have Endless Needs
Wrinkles
Red and Brown Spots

Depending on several factors, these patients enter
your practice through different doors.

Blotchy Skin
Crepe Skin
Sagging Body Parts

Some go straight to plastic surgery and then want
to maintain with injectables and lasers.

Unwanted Fat Pockets

Others start with smaller procedures and work their way up to surgery once they trust
you.
The pearl is to meet these patients where they are and then nurture them for a lifetime.
Think “Cosmetic Patient for life”. That’s how you win in today’s competitive environment.
Because that’s where your leverage is. You spend a lot of money and effort to attract a
cosmetic patient to you and then keep them with minimal effort.
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Why Cosmetic Patients Leave

https://www.catherinemaley.com/order-my-book/
I actually did my own research for my book, “Your Aesthetic Practice/What Your
Patients Are Saying” and here’s what I learned about why patients were dissatisfied:
ü
ü
ü
ü
ü
ü

Rude or indifferent staff
Inconsistent results
Inconsistent experience
Long waiting times
Money discrepancies/misunderstandings
No special reason*

*Many patients leave your practice for no special reason. That means they did not have
a connection to you, so they didn’t feel compelled to return. This stems from lack of
communication so you are not “top of mind” when they are ready for cosmetic services.
They good news is that all of these can be avoided. Rather than throw more money at
advertising, save your money and fix this first.
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What is Patient Loyalty Worth?
Once you put real numbers to loyalty (or lack of loyalty), you will see the importance of
this “invisible cost” that keeps you from growing.
A typical practice loses 10-20% of their patients each year. So, if you have 2,000
patients in your database and you lose, on average, 15% of them, that’s 300 patients
lost each year.
Let’s say the average cosmetic patient is worth $5K, 300 x $5K.

That’s a loss of $450,000 of lost revenues each year.
If a $450,000 raise is exciting to you, here are strategies to increase your cosmetic
patient retention and loyalty:
Patient Retention Strategies
Make Patient’s First Experience Memorable.
•
•
•
•
•
•

Welcome gift
Add sample/gift to their receipt
Avoid pain
Make comfortable
Gift when they book their next appt now
No waiting or distract them

Encourage Patients to Return
Your first-time patients may have had a good
experience but was it good enough for them to
return? Find out using these nurturing
strategies:
Email
The easiest way to stay in touch with your
current patients is through email. Update your
patients on what’s new in the office, new
procedures, as well as promotions going on.
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Social Media Posts
Get active on social by posting interesting and
compelling posts on your social media platforms. You
will reach more of your patients who are not opening
emails but are following you.
Texting
This marketing channel works well, and you get an
instant result but use wisely. Only text patients who have
consented to receiving text messages and allow them to
opt out.

Patient Survey
Check in with your patients at least annually to
get their feedback. They will tell you where you
are missing the mark so you can address it now,
before you lose any more patients because of it.
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Cross Promote ALL Services
The easiest decision for your
cosmetic patients to make is the
one made AFTER their initial
decision to choose you for cosmetic
rejuvenation so be sure to cross
promote ALL of cosmetic services.
Fill up digital photo frames showing
off your results while educating
your visiting patients on all you
offer:
Patient Reviews
What others say about you is infinitely more important than
what you say about you. Set up a process to encourage your
patients to give you a review so other prospective patients also
choose you.
Patient Webinars
Patients webinars are a great way to stay in touch with your patients. Tell them what’s
new in the world of cosmetic rejuvenation. Show lots off before/after photos and include
a Q&A session so their questions get answered. This makes them more likely to go the
next step which is to schedule a consultation.
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Patient Retention and Loyalty Program
In today’s competitive world, it’s smart to do everything humanly possible to attract a new
patient to you and then KEEP them for the long run.
However, our industry has been fairly commoditized, but you don’t want to compete on price.
Instead, offer a better patient experience and reward them for returning, referring and reviewing
WITHOUT discounting.
Cosmetic patients love to be rewarded for their loyalty. These stats indicate:

•

58.7% of consumers believe earning rewards
and loyalty points is one of the most valued
aspects of the shopping experience.

•

75% of consumers say they favor companies
that offer rewards.

There are several loyalty programs available but most of
them fall flat for a variety of reasons:
•
•
•

They are too complicated for the patients to
understand and get excited about
The staff is confused by all the rules involved
They are poorly marketed, so they fizzle out from lack of engagement

Please be sure you choose a loyalty program that is easy for your staff to implement and your
patients are eager to participate in like The KiSS Rewards Club.
The point is to spend as much time building your practice from the inside out with patients who
know, like and trust you as you do to attract new stranger Internet patients.
So now that you know more, do you want a cosmetic patient one time or for a lifetime?
Please say lifetime ;-)
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Word-of-Mouth
When it comes to converting prospective cosmetic surgery patients into paid
procedures, word of mouth marketing is most effective.
When a friend tells another friend, family member or colleague about you, that’s golden.
They are already pre-sold on you; they are not as price sensitive and they are more
likely to stay loyal to you.

Word-of-mouth referrals will increase your closing ratios, decrease your external
marketing costs and grow your practice.
It’s also the cheapest form of advertising that you can invest in and it takes minimal time
and effort.
But don’t leave it to chance. Sure, you will get some referrals from your core group of
fans in your practice, every practice has them, but you want them from every happy
patient – not just the chosen few.
Make word of mouth referrals a priority in your office, set up processes and incorporate
these word-of-mouth strategies:

38

Back to Top

Connect with Your Patients
Referrals come from connecting with your patients, so they feel cared about as a person
first, then as a patient.
Use their name and make eye contact with your patients. Ask them questions and then
let them talk. The point is to bond with them personally first, so they know you care
about them.
Spend a couple of minutes with them as a
person. Ask them about their family, their
occupation or anything else that strikes you as
interesting from their patient in-take form.
They will relax, open up to you, and talk more
about themselves. You can learn so much
about a person if you show you are interested
in them. And you will be surprised what you
learn.
Perhaps they are a member of the media or they are part of a large company who could
use your services as an employee perk. You never know unless you ask.
Think of it this way. Each of us has on average inner circle of approximately 250
people. That includes friends, family, colleagues, neighbors, etc.
If each of your patients told only one of their inner circles about you, that would
DOUBLE your practice growth. How does that sound?
Remember, like-minded people hang around with other like-minded people, so you want
your “preferred patients” to bring their friends to you.
But don’t take that for granted.
Your patients need to know
you want more patients just
like them and if they send you
their friends, family and
colleagues, you promise to
take great care of them.
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Use Content to Spread the Word
Content is king on the Internet so
produce lots of it for different media
channels so your patients can share
it with their friends, family and
followers.
For example, you can videotape a
consultation with a prospective
patient talking about the procedure
they had (with their permission, of
course) and then upload it to
YouTube and Vimeo.
Break it down into small pieces and upload to Instagram video. Use the video screen
shot in your Facebook banner ads that click to the full video with a “Click Here to
Schedule a Complimentary Consultation”.
And there’s more. Transcribe the patient consultation and use it for your blog posts,
articles and press releases. Send an email announcing it to your current patient list and
add “Share this with a Friend”.
The point is to cross-purpose one piece of content to many different media channels to
increase your presence online.
Social Media Booth
Make it fun and easy for your patients to share you with their friends on social media.
Order a customized popup backdrop
with your logo printed on it. Have it
standing in a corner of your office
near check-out.
Your patients can take pictures with
you and your staff and videotape a
testimonial and then upload it to
their Facebook, Instagram and
Snapchat social media accounts.

40

Back to Top

Thank Your Patients for Referrals
Don’t take referrals for granted. You want to thank your patients; however, a boring
computer-generated form doesn’t cut it.
Patients want to be appreciated for their trust and acknowledged for their support so
show them thanks.
o
o
o
o

Have your staff call them immediately to thank them
Send a personal note from you to thank them
Call them yourself to thank them
Send a gift of appreciation

Behavior that is rewarded is repeated so make a big deal out of how much you
appreciate their referral and more will follow.
Better yet, set up an automatic rewards program that acknowledges and thanks your
patients for helping you grow your practice.
The goal is to get a whole lot more of your patients sharing you with who they know.
Implement a referral program but do it with caution to stay out of trouble with the medial
societies and their fee-splitting rules.
Just so you know, the medical boards say you cannot pay someone that encourages
another person to have a medical procedure. So there cannot be a tit-for-tat exchange
of money.
That’s a big reason I came up with the KiSS Rewards
Club. Your patients get KiSSes, not money, when they
refer, review and return so it keeps you out of trouble
while growing your practice in a fun, organic way.
Check out: www.KissRewardsClub.com
So the wrap this up, here’s The Golden Rule
reminder…..
To grow a word-of-mouth practice, patients have to be truly happy and satisfied with
their result as well as the service they receive from you to brag about you to their friends
and family.
Be sure every single patient has a “WOW” experience every time they are in contact
with you, your staff and your practice and watch your word-of-mouth referrals grow.
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Text Marketing
Texting has been around for a while and is on the rise as an effective plastic
surgery marketing strategy that’s working.
Once users have
opted into your list
(required), you can
send them special
promotions, updates,
appointments
reminders, surveys,
and much more.
Need proof that SMS
is one of the best
digital marketing
strategies?
Consider that the average open rate for text message marketing campaigns is
98% – compared to a 20% open rate for email marketing.
Also, SMS response rates are 295% higher than phone call response rates.
Why Text Your Cosmetic Patients
The reality is you have to be where your cosmetic patients are to engage with them and
that is on their cell phones.
Texting is the highest engagement rate of any marketing medium by far at 82% open
rates and 90% of message are read within three minutes of receipt.
This is exciting because you can reach out to your patients with a push of a button. The
response is almost immediate and can be a nice boost to filling up your schedule and
bumping up your revenues.
BUT, you must put a plan in place so you don’t end up in hot water since there are rules
about texting your patients so use these tips to get started:
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Tips to ensure texting success:
Get Permission
If you don’t already, start collecting consents from your patients so you have approval to
text them. On your patient in-take forms, ask them. But do it in a compelling way. For
example, “Check here if you would like to receive periodic VIP Text Club offers”.
Invite Patients to Opt-in Across All Media
Start a “VIP Text Club” and make a big deal out of it. Mention it everywhere… on your
website, in your social media posts, banner ads, newsletter and checkout signage. Add
a compelling reason for them to join now such as an automatic gift card towards their
next visit or a free skin care product of their choice.
You get your patients’ permission by asking them to send a keyword to your short code
cell phone number such as “Text “GIFT” to 12345”.
Know thy Patients
While you are building up your consent list, here’s a way to get started now. Using your
CRM (Customer Relationship Management) platform, segment a list of patients you
have a great relationship with who would love to hear from you via text.
Be sure they can respond STOP to immediately be removed from the texting list, if they
are not interested.
Use a Texting Platform
A texting platform automates all of this and keeps you out of trouble since it will
automatically delete someone from your list who opts-out because they don’t want to
get text messages.
It will also give you reports to track
your results, so you know how many
were sent, opened, opted-out and so
on.
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Compelling Text
Messages
This is not a time to be
coy. Be direct and
clear. Text a short
message that is
compelling.
I suggest it be of
urgency and include a
special offer with a tight
expiration. For
example:

Or, skip the images and just text a simple message like this:

Join our KiSS
Rewards Text VIP
Club.
Get 50 Free
KiSSes towards
Free
Services.
Text “KISS” to
12345.
Dr. Smith
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Include Call-to-Action Buttons
These buttons increase patient engagement with your texts because you need them to
value the message, read it and act on it.
“Click Here” – oftentimes, you need more time and space to explain a particular
cosmetic procedure such as its benefits, the process and before/after photos. In
that case, a “Click Here” will send them to your website landing page for the
details.
“Text-to-Win” ” if you have a contest
“Show this text” – Ask your patients to show the text to your check out staff to
earn a promotional discount.
Timing is Everything
This is a “just-in-time” marketing strategy. It takes, on average, 3 minutes to open
messages so you want to be ready.
Think of this as impulsive shopping. They see it and react.
That means you only send it during practice hours and use a practice cell phone that is
monitored all day, so you respond immediately and interact with your interested
patients.
Know the Rules

The Cellular Telecommunications Industry Association (CTIA) requires SMS
marketers to include “msg & data rates apply” in auto-reply messages. Most
text marketing services will add this disclaimer automatically, but it’s on you to
ensure its included.
A great texting strategy is one more
way to stay in touch with your loyal
patients who love hearing from you
using this channel. Use it mindfully.
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Podcast Marketing
Podcasting is the newest media channel
that works well for several reasons:
•
•
•

You’ll reach a larger audience of
prospective patients
You will enhance your current
branding
It improves your SEO rankings
since you’re on more platforms

BUT, you must commit. We need to start here because if you are serious about starting
your own podcast, you have to show up regularly and do what it takes to keep this
media channel alive.
Know Why You Want a Podcast.
Why do you want to do this? The obvious answer is to attract more cosmetic patients to
your practice and that’s a good reason.
Maybe you want to be the “voice of reality” for prospective cosmetic patients to help
them separate the reality from the hype. Being an educational platform is also a great
why.
You may also want to grow your brand and build a reputation in this industry as an
influencer.
Or, maybe you’re simply ready to grow and expand and this is a fun way to stretch your
skillset. There’s no right answer. There’s only an answer that will keep you engaged and
committed.
Now that your why is established, here is what you need to get your podcast up and
running:
Pick a Podcast Name and Theme Song
Keep it simple and memorable. Think about your audience and what they’re interested
in. For example, “Plastic Surgery Real Stories” podcast.
Google the name to be sure nobody else is using it. And, buy the URL and set up
podcast, youtube, website accounts with that name so you are omni-channel findable.
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Choose background music for the podcast intro and end. There’s lots of music free for
commercial use at Audio Jungle and SoundCloud.

Choose a Podcast Platform
There are many podcast platforms to choose from (just google it). You upload your
podcasts to this main hosting platform and its job is to update your RSS feed and now
all podcast directories offer your podcast episodes for audiences to listen to whenever
they want.
Tip: I use Zoom for audio AND visual to upload the audio on podcast channels and
then use the visual to upload videos of the podcast to YouTube and Vimeo. This helps a
lot with reach and google rankings.

Podcast Equipment You Need
It takes very little investment to get started but getting the audio right is your highest
priority. Nobody wants to listen to a podcast that is garbled and difficult to understand.
Get yourself a really good microphone. Check out Blue Yeti or Audio-Technica
ATR2100. I suggest adding a filter as well so your “Ps” sound good.
I personally record using Voice Memos on my mac and QuickTime Player to listen back.
Editing software is free such as Garage Band and Audacity. You can also use YouTube
to edit.
Upload to your podcast platform and it will disperse to the various podcast channels.
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Podcast Content Ideas
This is the toughest part. You must get creative when it comes to creating content…and
lots of it.
But here’s the good news. As a plastic surgeon, you hear patient stories every day.
That’s fresh, ongoing content and here are more content ideas:
-

Interview your patients and/or vendors
Solo Commentary
Storytelling
New procedures
Celebrity critiques
Personal stories about you, family, hobbies, pro-bono efforts, etc.

Now take the above content and have each podcast episode flow as follows:
-Theme song with introduction and what this podcast is about
-Main content is an interview, solo narration or a patient story
-Wrap it up with call to action to subscribe, share, review and contact you
Tip: Listen to other podcasts in the plastic surgery industry such as my own, “Beauty
and the Biz”, but also other industries to get great ideas for how to improve your own
podcast.

Practice Offline
It’s an odd feeling to be in a quiet room and talk to a microphone. There’s no feedback
from the audience so you have to remember to keep your voice up and your energy
active.
Practice many times. Tell a story. Interview your family. Do some dry runs and listen
back to the recordings.
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How Often Do You Podcast?
The point is consistency. It’s best to do less consistently then do it in spurts. I
recommend at least bi-weekly, so you gain a following who keeps your podcast on their
cell and checks in for new episodes.
Marketing Your Podcast
Spread the word about your podcast to grow your audience such as:
-

Add it to your website and add a “Subscribe” button
Email your patient list notifying them when new episodes are launched
Social media posts reminding them to check out your podcast
FB, IG and LinkedIn Advertising
Adroll and retargeting ads to those who visited your website but left
Contact Facebook Group admins who can share it with their audiences

Tip: Whenever you interview a cosmetic patient, encourage them to post it on their
social media platforms so their followers get to know you as well.
Yes, work is involved in growing a successful podcast. However, the benefits can
outweigh the hassle when you do it right.

Cosmetic Patient Webinar

49

Back to Top

If you’re looking for a plastic surgery marketing strategy that’s working now to reach
new patients to fill your surgery schedule, a patient webinar make sense.
We’re going to look at what a webinar can do for you to grow your practice, as well as a
checklist of webinar best practices.

Benefits of a Patient Webinar
Online learning is growing. With so many consumers working at home and meeting online
virtually, a patient webinar makes sense to use a lead generation tool.
Consumer today are used to getting their
information in longer webinar format, so this media
channel works well when you have important
educational content to cover, especially with visual
images.
It’s the one-to-many format so think of it as a
cosmetic consultation for a group that reaches so
many more prospective patients in the least amount
of time.

Patient webinars can also be a revenue-generating event worth many thousands of
dollars to you when done right.
You solidify relationships with your current patients and are introduced to new
prospective patients they invite through your marketing.
The attendees can spread the word about your webinar to their social media channels,
giving you even more exposure to new patients.
It also solidifies your brand to help the aesthetic patient remember you when
they’re ready for cosmetic enhancement….even years later.
Patient Webinar Checklist
Below is a patient webinar checklist to
ensure you have a successful and
profitable patient webinar:
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Choose a Theme
It’s vital you get this right since the title of your webinar will determine the interest level
for consumers to attend.

I suggest picking one body part or one procedure vs. presenting a laundry list of your
services. That’s too salesy. You want to approach this from an educational point of
view.
For example, which would you rather attend:
The A-B-C’s of Cosmetic Rejuvenation or
Tummy Tuck Talk?
The Tummy Talk wins hands down because its specific, focused and talking to a very
particular audience.
Marketing Message
Now you need very good reasons WHY your patients and the public want to attend your
webinar. It’s got to be interesting grab their attention so fill up your message with
benefits they care about. For example:
Discover how a tummy tuck gives you back your pre-baby body with:
ü
ü
ü

Less downtime
Less scarring
Less cost

Let them know before/after photos will be shown, they’ll hear from actual patients who
have had a tummy tuck and special pricing will be offered to the attendees.
Encourage them to invite their friends and share the webinar details on their social
media platforms since all are welcomed.
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Market Your Patient Webinar
It takes a lot of marketing effort and repetition to spread the word so everyone knows
about your patient webinar. That includes:
ü Email invite to your current patient list
ü In-house signage
ü On-hold messaging
ü Social media posts
ü Website banners
ü Text messages
ü FB ads
And be sure to Invite those prospective patients who came in for a consultation but
never booked and even long-lost patients who would be interested in reconnecting with
you.
Choose a Webinar Platform
The two most popular online platforms are www.Zoom.us or www.GoToMeeting.com.
What I love about both of these platforms is you have consumers register for your
webinar by giving you their name, email and cell phone (for text reminders). Then, the
platform will automatically send out reminders which I highly recommend.
Technical glitches are common so be sure you pick one platform and practice with dry
runs to ensure all goes well when you are live.
This needs to be audio and visual so attendees can see you and the results of your
great work.
Webinar Agenda
Keep it simple and show lots of social proof so the attendees can “see” your skills and
expertise.
And there must be a compelling reason for the attendees to do something after they
watch the webinar. That’s the whole point…to give them the information and social
proof they need to move forward with their own weekend facelift.
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Think of it as a typical surgical consultation you have regularly.
For example, this webinar agenda works well:
ü
ü
ü
ü
ü
ü
ü
ü
ü
ü

Welcome the attendees – patient coordinator
Introduce and credential the surgeon – patient coordinator
The aging process – surgeon
What is the weekend facelift – surgeon
FAQs for weekend facelift – surgeon
Before/After photos – surgeon
Live patient story testimonial – weekend facelift patient
Special pricing for attending the webinar – patient coordinator
Q&A – coordinator and surgeon
Call to Action – call the office or direct message or email to schedule a consult

The length of your webinar depends on attendee interaction. It’s much more important
you use your time to answer their questions then go on and on about the technical
aspects of the procedure.
It should take 20-30 minutes for the surgeon to present and “show & tell” before/after
photos while explaining the patients’ concerns and their outcomes.
Then open it up to questions and have your coordinator read the questions to you.
Regarding the special pricing, if you normally charge a consultation fee, you can offer it
complimentary since they attended your webinar. You can also try a $250 Gift Card
towards a weekend facelift, again, because they attended your webinar.
Tip: Oftentimes, the attendees are shy so you should have a few starter questions to
start with to get the ball rolling.
Webinar Slides
Design power point slides to
strengthen and emphasize the points
you intend to make in your script, but it
should NOT be the script itself.
Back up your points with as much social
proof evidence as possible, and make it
entertaining.
Remember, your audience will either be
looking at you or your slides, so give
them something interesting to look at.
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Tip: Be sure your logo and website address are on every slide just in case attendees
come and go throughout your presentation and can check out your website to learn
more.
Tip: You want this webinar to live on for months or years so Do NOT refer to anything
that dates it. Keep it date neutral.
Post-Webinar Follow Up
You did the hard part and now you want to go one step further and follow up with the
attendees.
Since the attendees registered, you can send them an email thanking them for
attending and reminding them of the webinar special pricing.
Your coordinator should call the attendees to get their feedback and offer to schedule a
complimentary consultation.
You can use the same marketing channels you used to invite people, to now send out
the webinar replay so they can watch it again, forward it to their friends and comment on
it in social media.
As you can see, patient webinars take time and effort but can be an excellent way to
attract new patients to you as well as current patients who want that weekend facelift!

Email Marketing
This may be hard to believe but the email marketing stats show that email is still the top
plastic surgery marketing strategy working now and it’s here to stay.
Not only do the number of emails sent every year continues to grow, but so do the
number of email addresses created.

Email Stats
It turns out, in the U.S. alone, more than 92% of online adults use email, with 61% using
it on an average day. (www.optinmonster.com)
And all of us (well, 99% of us) check our email every day, even before social media.
And email has a longer shelf life since you can read it now or later.
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Email also has a larger footprint, so you have the space to get your points across with
more copy and images.
So, staying in front of your cosmetic patients regularly with well thought out
promotional and compelling emails keeps your name “top of mind” and them coming
back.

You Have Control Over Your Email List
A very big reason to build and nurture your cosmetic patient email list is that you control
it. You own your patient email list and nobody can take it away from you.
Do you realize you have ZERO CONTROL over the social media platforms you use to
market your practice? They own that data. You do not.
Social media platforms come and go.
They can disappear overnight and with it, goes all of your followers and time you spent
building that following.
And sites like Facebook and Instagram can actually delist you if you do something they
don’t like.
Since you never actually own your account, that means that your profile could also
disappear so nobody can see you.
And these social media apps determine who sees you organically (free). You will see
less and less since these platforms want you to pay to get a larger reach.

Your Patient Email List is an Asset
Think of your plastic surgery email list as a practice money-making asset.
This is the highest quality list of prospective cosmetic patients you have.
They already know, like and trust you.
How do you know that? Because they chose you and gave you money.
And they will give you more when you reach out to them in a compelling way.
That means you have a valuable asset now and that is worth a lot if you stay in touch.
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How to Use Your Email List to Attract New Patients
Here’s the biggest secret to making email work….
You use your plastic surgery patient email list WITH social media to not only grow your
exposure to new patients, but you use social media to grow your patient list that you
now own forever.
This takes technology and know-how but it’s a profitable combination when done right.
For example:
Facebook Look-a-Like Audience

If you want to attract new cosmetic patients by placing a Facebook ad, you’ll get much
better results when you use your patient email list as the audience.
You’ll then create a lookalike audience based on your current patient email list. A lookalike
audience is a targeting audience where Facebook finds users who have similar attributes
to the patients in your list.
Not only will your current patient list see and, hopefully, respond to your ad but you’ll also
reach new prospective patients who could also want your cosmetic services.
Lookalike audiences give you a way to reach a cold
audience beyond interest or behavior targeting.
The thought being, if your current patients like you,
consumers like them will like you too, so this gives
you a warmer list to target.
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Retargeting

Most consumers are not ready to say yes to you when they first find you.
Take your website visitors. 97% of people who visit your website for the first time
leave without buying anything, and then they’re lost forever. Unless you can bring
them back.
Think of retargeting as your automatic follow up system. When consumers visit your
website or like your Facebook post, for example, you can add a little code called a pixel
and it will follow that consumer on the Internet and show them your ads.
You can also retarget using your patient email list. Actually, you’ll most likely get a
better response since these cosmetic patients already know you so they’re more likely
to notice and act.
Compared to other forms of advertising, retargeting is an inexpensive way to stay in
front of prospective cosmetic patients using repetition.

Tips to Get Your Emails Opened
Due to the sheer number of emails showing up in inboxes, it takes strategy to get yours
delivered, opened and acted upon.
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These tips will help:
Killer Subject Lines
You can have the most incredibly written email nobody ever sees if they don’t open your
email! It all starts with the subject line.
The subject line must spark interest to compel someone to click to learn more.
Here are examples of cosmetic patient headlines that work well because they pique the
curiosity of cosmetic patients who care about their appearance:
•
•
•

Look 5 years younger without surgery
Did she have a facelift?
How to lose your belly fat once and for all…

To better understand this, go through promotional emails you get and figure out what
made you open certain emails and not others.
Personalize
You will get a much better result when you personalize your emails. The easiest way to
do that is to use your patients’ names.
People love to see their name. It automatically gets their attention. Here is how you use
it in emails:
1. Add each patient's name in the subject like this: “Karen, do you think she had a
facelift?"
2. Embed the patient's name in the copy of the email like this:

This strategy will increase your open rates by 5-25% so be sure to use it.
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Compelling Copy
Your cosmetic patients are busy, so they need a compelling reason to open and read
your emails vs. ignoring them. Or worse, unsubscribing.
You need a way to show them progress towards something, so they look forward to
seeing their results.
This strategy works well….
Let’s say you have a KiSS
Rewards Club where they
collect KiSSes for every dollar
they spend to redeem for
Botox, filler, and laser
treatments. Your email copy
includes their KiSS balance.
The patient is excited to learn
what their balance is, so they
see how much more then need
to get the prize.
This example is personalized
with their name AND
customized with their balance.
That will bump up the open
rate dramatically.
Email marketing should be a
staple in your annual
marketing plan so use the
strategies above to get the rest
results.
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Patient Survey

Patient surveys for plastic surgery practices provides excellent feedback
about how they are doing from the patient’s point of view.
That’s important since the patient has a choice and can easily move onto
your competitors if they are not happy with you.
Surveys also indicate your value to your current patients. When they take
the time to think about you and complete the survey, they are actually
reconfirming their loyalty to you.
But the survey’s purpose is to discover the good, the bad and the ugly
about your practice. You can’t fix what you don’t know, and you don’t know
unless you ask.
Here are strategies to help you glean feedback that grows your practice
and makes it immune to your competitors:
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Who to Survey?
Practices have a tendance to survey their existing current patient list.
That’s fine but that’s not enough.
You are looking for candid feedback from those who love you, as well as
those who don’t, so here’s a list of who to survey:
•

Current patient list

•

Patients from years ago

•

Patients who have not been in for the past year

•

Came in for a consultation but didn’t book

•

Had surgery but haven’t returned since

How to Survey?
Keep it simple and digital since this will be an impulsive decision to reply or
not.
Since the average survey response is 10%, send out as many as possible
to get back enough surveys to give you enough data to be useful.
Use an online survey vendor such as www.surveymonkey.com or
www.SnapSurveyscom. You can set it up in minutes and they will track the
details and compile the responses.
Tip: Do NOT ask all yes or no questions by themselves. You are looking
for well thought-out feedback so add a comment box after each question so
they can explain WHY they answered the way they did in greater detail.
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Add Survey Incentive
Your patients are busy so taking time
out to complete your survey can be
challenging.
To increase your survey response, add
an incentive. A “$75 Gift Card
Towards a Non-Surgical Treatment of
Your Choice” works well.
Add a tight expiration date as well such as they must complete the
treatment within 30 days. Some patients will complain they need more time
and that’s ok. Give it to them since they are returning for more of your
services.
Mention the $75 Gift Card immediately and tell them they receive it upon
completion of the survey and then show them the link to the gift card at the
end.
If you don’t want to offer a gift card, you can be
creative and use a rewards system where they
get points or kisses instead that go towards free
services like this:
Either way, give them a reason to complete the
survey so you get enough response back to do
something with the data.
What Survey Questions to Ask
The biggest mistake with surveys is you ask too many questions. If this
feels like a homework assignment, your patients will bail.
I suggest asking 10 questions max, add the comments/explain box after
each and leave it at that.
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Sample questions can include:
ü Were the telephones answered professionally?
ü Was it easy to get an appointment?
ü Were you treated courteously by my staff?
ü Did we see you on time?
ü How genuinely interested did we seem in you as a person and giving you a great
experience?
ü During your office visit, did we adequately address your concerns and explain
expectations properly?
ü What’s 1 thing we could have done to improve your experience with us?
ü Were you satisfied with your results?
ü If you had a surgical consultation, why did you choose NOT to have surgery with
us?
ü Would you refer your friends and family to us?
You may be asking yourself if the survey should be anonymous. If it’s anonymous, you
wouldn’t be able to offer the gift card. Frankly, the gift card is needed to get a response,
so I suggest offering it.
Surge of Survey Revenues
The beauty of the gift card is two-fold…. You are collecting excellent intel from your
patients to improve your practice. And you get a surge of business from a good number
of patients who redeem their gift card.
The survey is a great strategy to re-engage with patients who haven’t been in lately, find
lost patients who left and would love a reason to return, as well as your regular patients
who are ready for more cosmetic rejuvenation.
This is a win-win for patients and for you!
Data Collected from Surveys
This is where the real work begins. You now want to address the feedback you receive.
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If only one patient comments on something, note it but don’t act on it in a big way.
You are looking for trends. My rule of thumb is if 3 or more patients comment on a
particular staff person or process, you need to address it immediately.
Fixing just one aspect of your practice can change everything and get your revenues
moving in the right direction.
For example, a practice received negative comments about their long-term aesthetician.
She was burnt-out and it showed in her service (or lack thereof) so it was time to make
a change. Their skin care revenues increased by 25% when they replaced her.
The patient survey is an important tool to help you identify and fix the problem areas
costing you patients and revenues so plan on doing a survey at least annually.

Cross Promote ALL Services
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The easiest decision for your cosmetic patients to make is the one made AFTER their
initial decision to choose you for cosmetic rejuvenation so don’t forget to cross promote
ALL of cosmetic services.
In other words, if they have already said yes to you, they are much more likely to
continue to say yes if offered additional plastic surgery or non-surgery services.
This one concept can increase your revenues from 10-30% without you spending one
extra dime on marketing. It just takes strategy and creativity.
Do your patients know ALL you have to offer?
If you have ever heard a patient say to you, “I didn’t know you did that”, it’s time for you
to review your promotional efforts because you are not getting all you can from your
plastic surgery patients.
A cosmetic patient who wants to look their best (and feel great) is open to all sorts of
procedures and treatments you offer, but they have to know about them so cross
promote all cosmetic services you offer.

Here are 4 easy ways to cross promote your
plastic surgery and non-surgery services:
Menu of Services
Visiting patients should be
educated on all you offer. Fill up
digital photo frames showing off
your results for each service
you provide:
“Get to Know Us” Promotion
Lots of consumers are
interested in cosmetic
rejuvenation but they are
scared. They need to dip their
toe, rather than jump right into
cosmetic surgery.
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They also need to get to know you better, so they are more comfortable moving forward
so here is what you do…
Offer them a special
promotion to sample your
work. Create a package of
easy services with product
and reduce the price like this:

I like to use skin analysis so
patients can “see” their skin
damage, simple exfoliating
treatments so their skin feels
soft and nourished and a
product to introduce them to
your skin care line.
Help them Heal
When a Botox/Filler treatment leaves bruises, offer to do a quick laser procedure to help
minimize the bruising and speed up the healing.
Not only are you showing you care, you’re also cross promoting your laser procedures.
Signature Treatment
Devise your own signature treatment that turns back the clock for your more mature
patients who want rejuvenation but are not yet ready for surgery.
Combine several different services into one package with a special combination price.
Show how much it
would cost separately
so they see the savings.
Not only will they get a
better result, but they
also cannot pull the
package apart and price
shop it with your
competitors.
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This also builds great patient loyalty because they’ll get a great result and come back
for more.
Thank You Gift Cards
Oftentimes, your patients come to you for one procedure but go elsewhere for others.
They might not have a good reason for doing that other than it didn’t dawn on them to
choose you for other procedures.
In today’s crazy busy world, you can simplify your patients’ lives by becoming their “onestop-shop” for all of their cosmetic rejuvenation needs.
Next time they visit, hand them a thank you card with a gift certificate to try a new
procedure they have NOT had before.

For example….
- Skin Care patients get a gift card to experience Botox
- Botox patients get a gift card to experience Filler
- Filler patients get a gift card to experience skin tightening and so on.
You can even offer a gift card towards a bleph or liposuction for those patients who
purchased skin tightening and fat reduction treatments before but are now ready for a
more permanent result.
I recommend you implement the above strategies right away and brainstorm as a team
for additional ideas to cross promote all cosmetic services.
It helps your patients look great while you increase your bottom-line revenues so it’s a
win-win for everyone.
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Follow Up on Patient Leads
If you want to grow your cosmetic revenues, you must
fix your follow up on leads that are NOT converting.
It costs you time, money and effort to do content
creation to attract these patient leads to you.
You can’t afford to waste any more time or money on marketing if you are not
converting these leads….
It’s too competitive, it’s too crowded and it’s too expensive NOT to do everything within
your control to convert these Internet leads into paid procedures.
Follow Up Stats
As you can see from the following stats, it’s very common for staff to ignore/forget about
leads that came in but did not convert right away.
ü
ü
ü
ü

48% NEVER Follow Up
Average First Follow Up is 72 Hours Later
Only 25% of practices make 2 contact attempts
64% of practices do not have an organized way to follow up on a lead

But then how frustrating is it for the plastic surgeon to
spend a ton of money, staff time and resources on
internet marketing for new cosmetic patient leads only
to have those very leads come in as prospective
patients and leave as prospective patients….STILL.
You might as well throw money down the drain when
you don’t do all you can to see these active leads
through to paid procedures.
Here’s a typical consultation scenario…
Hmmm….
You thought you had a great consultation with your prospective patient, Sara.
Sara had a good consultation with you and your staff and she asked lots of questions
and you had a good connection…at least you thought you did.
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But then you find out from your coordinator Sara ended up saying, “I gotta think about it”
and walked out the door.
Now what? Maybe your staff emails or calls them and then they are dropped in the
“dead leads” file.
You move onto the next consultation that you hope converts and the cycle of waste
continues…
Why Don’t Cosmetic Patients Convert?
Since cosmetic rejuvenation is a very personal
as well as emotional decision, there are all sorts
of reasons why prospective patients don’t
book….
•

Maybe they have other consultations lined
up

•

Maybe they don’t have a comfortable way to pay for it

•

Maybe they’re confused about something you said so now they will research it
more before deciding to move forward

Or maybe…..
They received bad news that morning or
They got flack from their family when they told them about meeting with you;
Or a dozen other benign things could have happened that had nothing to do with you.
It could have had everything to do with the patient’s frame of mind at the time that
prevented them from moving forward.
The point is people change, their moods change and their circumstances change so you
can never assume anything.
What Do You Do When You Can’t Convert Consultations?
Let’s say you did everything right and now you are stuck because you don’t know how
or even if you should follow up for fear of looking as if you are chasing the patient.
Use these strategies to follow up professionally and close the procedure:
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Follow Up Protocol
Print Out at:
https://www.catherinemaley.com/flowchart/
Develop a follow up protocol like this one
above that spells out how, when and what
to follow-up on revenue-generating
consultations that didn’t book….YET.
Otherwise, it’s too easy to never get
around to following up because there are a
million other things to do.
Protocol takes the emotion out of it and it
becomes what you do automatically…
no matter how busy you are.

Collapse Time
Time is your enemy in the follow up process. The more
time that goes by without the prospective patient hearing
from you, the more distant you become.
Collapse time by following up quickly, repeatedly and
often. That’s how you differentiate yourself from your
competitors who follow up weeks later (or never).
Add a Sense of Urgency to Your Follow Up
Since its human nature for prospective patients to put off making a big decision, you
want to counter with a sense of urgency to get the patient off the fence. Give them very
compelling reasons to stop procrastinating. For example:
1. Your schedule is filling up quickly so book now or you'll have to wait
2. Your prices are going up next month
3. If they can have surgery on a Wednesday next month, they get a $500 price
reduction
4. If you want it done before [wedding, summer, etc], they need to take into account
the recovery time (IE., even though the downtime is less than 7 days, they are
still a bit limited in activity like swimming and dancing), so they’ll want to get it
done before this [date].
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You need to customize these to your liking and use them in your standard protocol so
you get comfortable telling the prospective patient WHY they need to make a decision
now rather than later.
The most successful cosmetic practices have systems in place to follow up quickly,
strategically and consistently. They spent a lot of time, money and effort attracting
prospective patients so they do all they can to see it through to a YES.
These fix your follow up for plastic surgeon strategies “pave the way” for your staff to do
all they can to confidently convert these valuable consultations.
If you need help with your follow up, simply go to www.catherinemaley.com for the
details and let’s do a call to determine if it would be helpful to outsource this part of your
lead generation plan since SOMEBODY needs to follow up on your leads.
Case Study
When your staff has the proper training and strategies, they will be able to convert at
extra 15% of your leads which bumps your revenues up significantly. See for yourself in
this case study:
So, rather than spend more or advertise for more leads, they focused on the leads they
already had, and it didn’t cost
them an extra dime.
However, this windful allows
this plastic surgery practice
to either pocket the savings
or increase their ad spend
budget to compete on google
adwords.
Win Back Lost Patients
Winning back lost customers
is frequently the most
overlooked source for
incremental profit. Research
studies tell us that a business
is twice as likely to
successfully sell to a lost
customer as to a brand-new
prospect.
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Reasons First Time Buyers Do Not Return
1.
2.
3.
4.
5.
6.

rude or indifferent staff
inconsistent results
inconsistent experience
long waiting times
money discrepancies/misunderstandings
being ignored

It’s a great exercise to track the percentage of first-time patients who become repeat
patients, as well as those who never return.
If you contact patients who have haven’t returned, three great things happen. First, you
have an excellent opportunity to renew the relationship.
The second benefit is that you have begun to stop the negative publicity. The patient
knows that you care about her and tells others.
Finally, you’ll identify what’s wrong within your system so you can take immediate steps
to correct the problem and prevent it from occurring with other customers.
Get together with your team and answer the following questions:
How many patients do we lose each year?
What would it cost us to keep those patients?
How does this cost compare with the cost of finding new patients?
Your Patient List is an Asset
An up-to-date list of your current patients is the most valuable list you can own.
These patients chose you for cosmetic rejuvenation and gave you money. That means
they know, like and trust you. That's more than half the battle.
You can use your list to help motivate your current patients to return more often, spend
more when they buy at each visit, and refer more of their friends.
Your list also gives you the ability to segment names into subgroups and to personally
address their needs and give them a compelling reason to return.
For example, segment a list of anyone who has had Botox but not fillers. Your message
would talk about the advantages of fillers and include a special offer on their first filler
treatment.
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Convert Callers and Consults
Converting new plastic surgery leads IS getting more difficult for all sorts of reasons.
You most likely are paying pretty hefty monthly fees to your SEO/hosting company,
your digital marketing agency, your directories and others to help you get found on the Internet
using content creation strategies.
They, in turn, send you leads of prospective plastic surgery patients wanting your services.
And that’s where the trouble starts…..
•
•
•
•

Your staff complains these leads are awful.
They are not serious about moving forward.
They’re just price shoppers.
These leads are wasting their time. Ever hear that?

Sometimes it’s true.
Some of the leads are a waste of time.
When you put your message out there into the Universe to millions of people, it’s a crap shoot
what comes back to you.
You have to take the good with the bad.
If you aren’t happy with the leads coming your way though, take a look at what you are doing to
attract them.
The quality of the leads is dependent on your branding, marketing message and media used to
attract new patient leads since the goal of marketing is to attract serious plastic surgery
candidates to you and repel those who are not serious.
But let’s say you know you’re doing a good job marketing YOU. You make videos explaining
procedures, post on Instagram, answer questions online, and you pay to advertise.
Why aren’t these leads you’ve spent a fortune to get NOT converting?
One huge reason is because of the sheer volume of
marketing messages coming at prospective cosmetic
patients.
It can be overwhelming to research cosmetic procedures.
There is so much confusing and conflicting information
about the downtime, results, pricing, etc.
And once prospective patients determine which procedure
they want, they now have to select a surgeon and that
opens up another huge amount of choice.
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This puts fickle consumer patients in the driver’s seat and that’s what is leading to a waste of
your valuable time and holes in your surgery schedule.
But there’s more to it than that.
When it comes to lead conversion, there are 2 deadly sins that you have full control over but
oftentimes neglect….bad phones and weak consultations.
I’m sorry to point the finger at your staff but the good news is, it’s easy to fix so let’s break it
down:
Deadly Sin #1: Bad Phones
A big mistake that’s ruining your marketing efforts is having front desk staff not able to convert
callers to consultations.
Here’s the scenario….
You have spent a fortune re-designing
your website (again) to ensure Google and their
rules don’t ban you from the Internet.
And, you work with a company to get your SEO
in shape so prospective patients can find you
online.
You are most likely spending advertising dollars
on Real Self, Google Adwords, banner ads and
directories which isn’t cheap.
Next, you may have spent a small
fortune redesigning your office to cater to
cosmetic patients who have the disposable
income for your services so you give them a
nice atmosphere when they visit…
Then, you conquered the world of social media.
You’ve hired a team to blog for you, write content, and update your FB page regularly.
You even assigned an internal staff person to be your “social media ambassador”.
This is costing you time and money but you’re sure it’s helping.
So, the stage is set and you are ready for new cosmetic patients.
And all your efforts are working!!
Prospective cosmetic patients found you online, they learned enough about you and they are
confident you are a great choice to help them with their needs.
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They eagerly call your office with anticipation knowing you are a first-class practice ONLY TO
HEAR….
o

“Doctor’s office. Please hold”…. Click and
now on hold?

o

A disinterested receptionist with no
enthusiasm?

o

A friendly receptionist who doesn’t know
anything?

This WAS NOT the image or experience your callers
expected.
That “incongruence” between your image portrayed to the prospective cosmetic patient is lost
when that image is not carried through to your receptionist and how they handle new callers on
the phone.
What a waste to lose that cash-paying patient before you even got to meet them.
Print out and have your front desk
staff use these 5 Phone Fixes to
book more callers to
appointments:
Download at:
https://www.catherinemaley.com/wpcontent/uploads/2020/10/
phonefix.pdf
By the way, do you monitor your
calls for consistency to be sure what
you think is being said is actually
being said?
Working with practices and call
centers for years, I learned you can’t
take anything for granted.
Just when you think you have
trained your staff, you find they went
right back to their old ways.
So, it takes constant never-ending
improvement and accountability to
ensure they stay professional and
on script.
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Click Here if your receptionist needs training

Deadly Sin #2: Weak Consultations
Let’s say you have great front desk staff, and they are excellent at booking callers to
consultations.
The patient comes in and is greeted by that same friendly front desk person.
The visiting patient now goes through your consultation process of completing paperwork,
having photos taken and meeting with you, the surgeon, to discuss your recommendations.
So far, so good.
Now your patient coordinator takes over. Her job is to present the numbers, answer additional
questions and book surgery.
But is that what actually happens?
How often do you hear from your coordinator the would-be patients walked out the door without
booking, never to be heard from again?
When asked, your coordinator tells you
things like:
•
•
•

They were just price shopping
They can’t afford it
We (you) oversold them and on and
on

But is that really true?
I guarantee at least 15% of those consults were lost due to your coordinator NOT being
skilled and/or experienced enough to convert them.
Your patient coordinator can be a game-changer for your bottom line so please choose carefully
who is representing you.
The art of converting consultations is a big topic:
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So here are 3 tips to get your coordinator converting more than ever:
1. Bond early with a pre-consult call to pre-bond and pre-qualify so they are more likely to
say YES than “I have to think about it.”
2. Answer objections with other patient stories so rather than get defensive, let your other
patients answer the objections for you. Show off their before/after photos and tell their
stories so the prospective patient is more comfortable knowing others were just like her
and had a great experience so she will too.
3. Transition from presenting to closing. This is subtle but vital to your coordinator’s
success. There comes a point in the process where you need to stop presenting and
ask for a decision.
Most coordinator’s say, “Do you have any other questions?” and leave it up to the patient to
wrap things up.
A professional coordinator has planned out bridges she uses to transition from
presenting to closing to make it a smooth transition and easier for the patient to say yes
For example, she presents the quote and then turns to her computer and says,
“So, Karen, let’s see what the surgery schedule looks like so you can see when you can
have this done.” If the patient doesn’t object, she is moving forward so keep going.
Or, your coordinator can transition by saying, “Karen, did you want to go with our affordable play
plan or use your own credit cards?” If the patient picks one of the choices, they are moving
forward.
That’s how you close without being pushy.
This one closing skill, executed professionally, makes the difference between a 25% conversion
rate and a 75% conversion rate.
But like anything else in life, it’s a
learned and practiced skill.
If your receptionist and/or coordinator
could use professional converting
training, check out
www.ConvertingClub.com for the
strategies, practice and accountability
they need to help you grow.
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Click Here if your staff
needs training

By the way, it’s a whole lot faster, easier and cheaper to fix these 2 deadly sins than it is to
throw even more money at advertising that doesn’t result in more plastic surgery procedures.
Just sayin’….

What’s the Next Step?
This guide was to help you better understand what is going on in the marketing world so
you can attract more cosmetic patients of better quality and for less cost per lead.
I hope you found it helpful.
If you would like to talk about these strategies or need help setting up your own
automatic marketing plan so you can product new patients on demand, let’s talk.
We can do a Free 30-minute practice assessment call. You are under no obligation to
buy anything from me or to take my advice.
I wish you much success and let’s talk soon!
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