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Dear Plastic Surgeon,

Every time you lose a cosmetic patient it hurts It
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Every time you lose a cosmetic patient, it hurts. It 

hurts your bottom line, your growth and your 

profits.

But keeping patients year after year, purchase 

after purchase… well, that means more money 

in your pocket, more time on your calendar and 

more growth for your practice.

Recent research has shown that loyalty 

programs are one of the most powerful ways to 

build lifetime value from your patients and I 

want to help you with that!

Too start, download my new FREE Retention 

Guide to understand why retention should be your 

#1 focus to grow your cosmetic revenues.

Then let me share how the KiSS Loyalty Club
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https://www.catherinemaley.com/retention-guide


With Special Article, “Marketing Trends 
A�ecting You” by Cosmetic Practice 
Business and Marketing Coach, 
Catherine Maley, MBA 

Your greatest asset is enthusiastic patients willing to rave about you  
online and share your content with their own followers as well as yours. 
This not only provides credible social proof for your services, but it is 

conducting surveys, and running contests are great ways to go back 
and forth with your audience. 
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If what you’re doing to grow your cosmetic 
practice is not working anymore or working as 
well as it used to, you’re not alone.  

The world of consumer demand, 
technology and marketing continues to 
change so it behooves you to adapt.   

The following are marketing trends 
a�ecting your e�orts to build your presence 
and brand, while attracting more quality 
cosmetic patients to your practice. 

TREND: SEO IS POPULAR AGAIN 
For a while we were hearing SEO is dead 

because Google was giving the top spots to 
big authority websites such as The Aesthetic 
Society, ASPS, WebMD, etc.  

And now that Google answers popular 
questions on the first page of search rankings, 
that makes it less likely for consumers to click 
to your website.  

The bottom line is Google will continue to 
make it more di�cult for you to be found 
organically (aka—Free) so you have to get 
more creative to be found online.  

At least, be sure your Google My Business 
profile is complete and updated, and good 
consistent content still works so keep reading.   

TREND: CONTENT MARKETING 
Create valuable, relevant and consistent 

content that attracts the right audience who 
cares about cosmetic rejuvenation. The good 
news is you have limitless built-in content just 
by being a plastic surgeon. 

For example, you have patient stories from 
their first consultation with you, pre-surgical 
patients excited about their upcoming surgery, 
surgical patients recuperating, post-op 
surgical patients returning for their follow-up 
appointments, and ecstatic patients fully 
recovered and loving their results. 

Each patient has a di�erent story at each 
phase of their journey. That’s a lot of content! 

Marketing Trends A�ecting You 
By Catherine Maley, MBA

The secret is to distribute that content on 
numerous di�erent social media platforms 
prospective patients frequent.  

TREND: PRIVACY RULES INCREASE 

Privacy issues are killing your plans for 
attracting new patients to your practice.  

So much is happening behind the scenes 
with Apple, Google and FB trying to dominate 
consumer data capture, so they are no longer 
sharing data with each other or advertisers 
like before. 

This is going to make it di�cult for you to 
attract new PREFERRED patients when you 
can no longer target specifically to certain 
audiences. And that means ad results will 
become incomplete and inaccurate because 
you now have only 10% of the data that used 
to be 100% available. 

So that will force you to increase your 
advertising budget substantially and HOPE the 
broader, less targeted audience is interested 
in cosmetic rejuvenation. 

TREND: SOCIAL MEDIA PLATFORMS 
ARE STRANGLING YOUR AUDIENCE 

Social Media has become the most influential 
virtual space available today to help you grow 
your practice.  

However, you are only renting those 
followers from the social media platforms, so 
they are, in essence, your landlord.  

That means they can raise the rent, kick 
you out and close down your account at a 
push of a button, so you lose your data you’ve 
spent years collecting. 

They also decide who sees your organic 
content. These platforms continually strangle 
your list to force you to “pay to play” by buying 
more advertising.  

The latest stats show only 5.2% of your 
followers actually see your organic content so 

you have this false sense of security thinking 
you’re reaching your followers when, in fact, 
it’s drying up right before your eyes. Yikes! 

TREND: ACQUIRE YOUR OWN DATA! 
Take back your power by owning your 

audience data! You can no longer trust that 
audiences you have built on social media 
platforms will be or stay available to you in the 
future. 

You want to build up your own list of anyone 
who is or could be interested in cosmetic 
rejuvenation.  

So, use landing pages to capture your 
followers’ name, email and cell phone so you 
can stay in touch with these would-be patients 
no matter what happens. 

TREND: USER GENERATED  

This is currently the holy grail of social 
media marketing. 

Your greatest asset is enthusiastic patients 
willing to rave about you online and share 
your content with their own followers as well 
as yours.  

This not only provides credible social proof 
for your services, but it is also a great way to 

For example, asking questions, conducting 
surveys, and running contests are great ways 
to go back and forth with your audience.  

TREND: INFLUENCER MARKETING  
It’s human nature for prospective patients to 

do what they see others do, especially experts, 
friends, celebrities, and influencers. 

There are plenty of influencer marketing 
platforms (just Google it). However, be very 
clear what they will do for you to market your 
practice and what they expect back in return. 
And be sure they and their followers match 
your brand and values.  

Your next best influencers are your own 
patients with a strong social media following. 
Encourage them to do a Q&A session with 
you and you both can post it on your multiple 
platforms. 

TREND: PERSONALITY MARKETING 
IS HOT 

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 
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Regardless of the planning tools a physician employs to save for  
retirement, one of the fundamental pillars of any retirement plan 
should be flexibility to withstand changes in tax rates, income,  
market performance, and personal health. 

Anne is much better positioned to alter her 
income plan if tax rates change during her 
retirement, while Gary does not have this 
flexibility. It is not di�cult to understand that, 
despite their equal net worth, Anne may net 
out significantly more after-tax retirement 
income than Gary. Because of tax diversification 
in her long-term planning, Anne is in a more 
secure position in her retirement. 

LONG TERM PLANNING REQUIRES 
FLEXIBILITY 

Regardless of the planning tools a physician 
employs to save for retirement, one of the 
fundamental pillars of any retirement plan 
should be flexibility to withstand changes in 
tax rates, income, market performance, and 
personal health. Here, we focused only on 
flexibility with regard to taxes and the 
importance of tax diversification. While always 
an important concept, tax diversification is 
especially relevant today, as many aesthetic 
plastic surgeons are seeking ways to minimize 
the negative impact of potential tax increases 
in 2022 and beyond.  

SPECIAL OFFERS: To receive free print 
copies or ebook downloads of Wealth 
Planning for the Modern Physician or Wealth 
Management Made Simple, text ASAPS to 
844.418.1212, or visit www.ojmbookstore.com 
and enter promotional code ASAPS at 
checkout. 

Note: Look for David Mandell’s Course “Tax 
Reduction for the Aesthetic Practice: Best 
Ideas for 2022” at The Aesthetic Meeting in 
San Diego on Friday, April 22 at 2:00 PM.  
 

David Mandell, JD, MBA, is an attorney and 
author of more than a dozen books for 
doctors, including “Wealth Planning for the 
Modern Physician.” He is a partner in the 
wealth management firm OJM Group 
(www.ojmgroup.com), where Carole Foos, CPA 
is also a partner and tax consultant. They  
can be reached at 877.656.4362 or 
mandell@ojmgroup.com.

Disclosure: 
OJM Group, LLC. (“OJM”) is an SEC 

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

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

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

Tax Diversification  
Continued from Page 77

being and a great boss, a devoted family man, 
a fitness bu�, dog lover, philanthropist, weekend 
pastry chef, or anything else your patients 
would be interested in knowing about you. 

This helps them build an emotional bond 
with you, so they choose you over the 
competition. 

TREND: THERE ARE NO MORE  
SILVER BULLETS, ONLY MARGINAL 
GAINS. 

Insane competition and advanced digital 
marketing tactics make it harder to stand out, 
so marketing is now about “marginal gains” 
from many di�erent marketing channels. 

It’s also about improving your marketing 
results by making incremental improvements 
in your processes that add up to big wins 
overall.   

So, rather than focus on new leads only, 
you also improve your lead response time, 
your phone conversions to appointments, 
your consult conversions and patient 
retention. 

Improving these key metrics and adapting 
to these marketing trends is how you win in 
this changing world. 
 

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

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

Visit Catherine for Free resources 
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