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Introducing Project Beauty: | ihe aesthetic Meeting

By Daniel C. Mills, 11, MD 2010—A Capital Experience
with a Global Perspective
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LEAP Foundation, US Navy C.A.R.E. Program to be Honored
at The Aesthetic Meeting 2010

By Benato Salee, MID
Editor's note:

& v Hobear, MIY mand the innopatioe
Lol Mooy propraey CoARLE wall Foth e
fIVeR Special TECOERINON At @ fhecinl seien
A T e Aeathetic Meesin e 2000 o
Wienhvimgron, IC ivir pearr

L. Hisbear is woedl ki in the Daillas

fonnded the LEAT Feundation, Life Enhancement
Associarion o People, to belp thase in pror and
develnping countries ger the roconstrsctive susgery
cricically needed |'-'| inclividals, partculardy children,
live mormal loves, an:::p:f:d =.'I:r' Chesr oy,
Muking a difference can look like many thinss.
Sewmierimies it 15 the ample IJ'.iJl;-_;\: like a smile, kind
word or 2 |J'£-'.l:'."|jl'|gI car. (Mher timws, making 3
diflerence calls for purney around the vordd. For
almaost 19 years, LEAP has helped enhance and chanpe
the: lives of over 2,500 people from six contnents.

Focus on Haiti:
When dhe d:'.':l.uul.fl'.g earthguake hie Han,
| D Haobar and his TEAT tesm were among the

plasmic surpgery communiny and has been a
presenter ar the Aestheric Meeting and many
pther national and remonal plasoe surreny
educntionmal evenes Wi we will be Toa-
oring ar the Aesstheric Meeting is nor Craig
Hualuar the educior bu {raiy Hobar the

perstn, surgssn and philanchropiss, In

1991, almost 20 years apo, Dr Hobar | o D
INSIDE F UbamaCare 3... 2...1... Update on ASERF Mesws from the

Raady ar Hot aesthetic Sargery
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I the bowm YEALE, Many ilrl:_'rir.'ti
becamse comiplacent—in cxtreme caes, il
sorrnwed a5 though many wese uaiting their
chienis Bike ATA machinc. As marke
dymamics have d::ngl.-d dnlmulk::":.' mn
recent years, and supply dearly ourweighs
demand, thar ractic samply docsn’t wark
MTFRHE.

Staviner I svie with the neads and
desires of your panents will hop wo
determing whar the avcrage sale price is for
procedures you offer 1 your practice, and
b msch vour paients are seally willing
o pay bor scraces, Gﬂ;:!u:lg the ngﬁ:
praduca ar the right price i5 crtical o
remain competitive. This docs not imply
“discounting” vour services across the
boand, ar chansing the posimioning of your
practice, bur it is reasonable w0 carefully
review YOur pricing decistons and consader
offering pr'nal moentives 1o enhance valoe
for your clienes

ki s Enponznt f5 posinom T
practice where you want it o be ather
|u_rg'.|j,|:| basement, good value for the ey
or hagte conmre. The Lkil.ﬂtngt with
opang lor the most exchnive posmoning
w that fewer paticnis are 'l.'."ﬂ]]ng 0 pEy
premium prices chese duys. However, il
you chaose 1o 2o the bargain besement
wonte, it will ke very basd, ¥ moc impossiblc,
1 being vour fees back up w0 a0 scorprable
bevel in the Twiure, Competing mainly an
[price i & !Mil'l;-_} prropOsIEion; there will
abways be someone whe is willing w dis it
for less.

When conpdering, he kevel of taining
of o biard cerified l-lnri-.' SLIFZEXH WETHIES 3
garden varicly cosmetic doctor, 3 surgeon
wher bz been in PEICHICE HRME tham teg
years i scousnimed to chargine a certaan
houdy rate for his time, A cosanene dacioa
whor is new 1o aesthetics, and who may

T

Treatment Bundling Strategies that
Resonate with Cosmetic Patients

By Wendy Lewis

have been subject to mmnzeed care payment |

whedules, & likely 1o be mone inclined 1o
work an smaller profi margns. la many
manzets, i not viable for ]:ll'.l'm{' FUTEEOIs
o eonpere with non~core practtioners
anymore, especially as the average sale
price dechnes.

In oday’s smarker, you have 10 review
every elfering in your practice based on
the value lJrI!Pl,ﬁil."IL‘-l'l 0 o Akl o
patients. For esample, 10 the time you and

vour sl spond counscng parients and

I p-:r.fnr:nmg procedurss should be Faciorod

uister ehe overall walue equamen. Add o chae
the cost ol Vv rJi-:pu-;;Hﬂ. and
murketing requsred to bring the partenr m
the door, Therefore, the hghest priced
procedure may not be the most proficable

onc in your practice. Por example, a seven

howr |J|J-:i_1.' lifr E‘bl.Eﬂwizlg; e W:i;:_'hl:
loss char requines molople pre- and poss-op
wiiats may aotuwdly turm out o be one of
the least profitable procedurcs you offer
when compared 1 2 one hour breaso
supmencanion thar has a selatively high
paticnt st ndacTion rac with minimasl
comiplEcationi.

Youur p;-u.:l.] alsould i ﬂqt.‘tﬁlril}' b i
ather the lowest price in your communitys
rather o establish a2 behel srmosg vour
cusmosers Ut they are recciving good
valwe from vour pracrice. The difference
between price and value can be huge. Price
i5 just 4 dollar amoune, b valee 15 te

telamvr wonh or desmabibity of 2 prduct

| ar service 1o ehe end wser. The best

approach is 1 identify your business
odrectives and rarpet auclence, then

Continued on Page 13
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Treatment Bundling Strategies

Conrinued lrom Page 12

formubne your racrics, determine dhe best
METCs 10 mekiure resules, dsd select key
performance indicaron w implement. Foe
cummple. yonr mtia key perfosiance
indicsror may be the namber of new
gonsalis you ure seeing on a weekly or
manthbr bases; or ir may be based on dhe

mmhﬁr‘u.rgkﬂprrn&m?mm
bhookine_

Te devermine the right pricing straregy
fisr your scrvices, star by 1eviewing yow
local competition 1 astes selative pricing,
Fees per veatmnt vary widdly depending
on geography. For cxample, in New York
ansd Los Angeles, $30,000 for s facelif
may b an a,;::npmhll: fee 2t the ||ig,|1.n' end
af the specirum, hur in D Moines or
Diecstr, the poine rate may be one dasd of
thar number. You must also caleabare the
toral price for every procedure incheding
the surgean’s fee, facility foe and anesthesia,
and if there i an additonal fee for implans
o post procodure gamment. Manens anc
mawe apr 1o book 2t the ol price when
comparing fees among docisrs,

It is often mulm.l.'lin,g to _i'-ld-EF yuur
fer schedule agains dhat of 3 pracicc m a
dafferent market that is atimcting an cotiredy
different demographic and prachographic
n-rj'ﬂ.l:u-.'nr'r Ask your sl rc-Ff;:-.!nt:.mrc or
fermory manager what practices similar o
yours are charging in torm of profile of
the sungeon and pracoce, location, and
amenities oflered, especially lor non-surgical
treatments, where there is the greatest
ﬁpﬂmu;mmgpn.r.u_u. They are in the
st postmon W lvise vou on 2 viable
strascyy, e they tavel frequentdy
and have firsthand knowledge of your

COMPETLors.

Comader who your chent besw & and
whar mearkes flocruanions asc sebevant in
yuur geographic region. For cxample, o
you are in South Florida or Lay Vegas,

Your goal should not necessarily
be to offer the lowest price in
your community; rather to
establish a belief among your
customers that they are receiving
good value from your practice.

If your practice has a Medispa
main facility or at another
location, & bundling strategy is
virtually mandatory to remain

competitive.

where the housing market is suill sruggling
v come back, and medspas and dinics in
srip malb are flooding the market wich
discnnted wreamens focs. your patients
may tead 1o be mode price sensitive, In dhe
New York amd Boson ancay, conswiner
spending appeass tm have stabilieed w some
degree based on the fnancial marker’s
pedformance.

Patients today are less willing 10 pay
moge for services that are readily available.
This i particulardy moe where the perap.
Do i that one pracitiones can defiver the
same pesults as the nex The peneral theory
is thar consumers are more price sensitive
where less kill, tmining and cxperdse is
required w deliver 2 given meammen: ar
serviee. For cxample, Lacer hair removal
services are widely considered inrerchange-
able. even though the techinlngy used w
remarve hair may range from 2 flashlamp o
2 diude Laser, If\m:m ks a }.lu:is{q
vernical, wheather within your main Geliny
of at anather location, 2 bundling sty
is virually mamtatory o remain competi
ove. Spas have histonclly offesed “spa
packazes” that combine swveral of the moss
pepalar restmcnis offered 5o that dicots
can enjoy the roral spa experience and
hopefully come back for mare.

Amocher watic iy m consider enhancing
1 parmiaudar prodoc or sorvice and oocane a
greaer demand amaony your exiaing paticnts
An effective approach & 1o select a bew
procedures o your loss leaders m draw in
new paticnts. By definition, 2 loss leader
B 2 preoduct of sorvice dhat is offered 2
wuaT-—a1 it some cases below cost—io
stimulate the purclase of other more
proficable produces or services. [t is effec
vcly 2 form of ks promotios dedenad
1o dorve: patienes i the door, whether they
afe new patienits or 3 stream of old padenis
serlcing put new services. In some cascs,

| the price of a loss leader may be ser an that
15 it truly marketed ar g *loss” for the
practice in termes of cost of marerials and
st e A boss leader shoudd be some-
thing yeur clients purchase repeatedly, so
they are aware of the usual price and will
be abde to recopnize the value of 2 special
offer

ﬁ;ﬂﬂdm.m]:lkurl foss beader v 3
procedure thar docs not invalve simgeon 1o
paticrie Face fime, such us o gheoolic peel or
Lzser hair removal. Almost any non sungical
procedure can kend szl woll oo dhis
concept. and they can be rotacd an specific
intervals, Skincare products, facials. intense
pulsed Ji#ll rreaments, 43 well as bomlisem
| woxin and dermal Allers are all reasonsble
optons for bees keaders. However, it i
ot generally advisable to we 2 surgical
procedure such as a breast augmentarion or
liposuction s a boss leader M:hguf,h thes
are the M price SCRATIVE COSEETC
surgones, your surgical time. porential rnisks
and complications, office visits and panent
sarisfaction wssues must be aken inmo
consaderation. [ some markers acmoss the
U5 wc are secing 53,000 focs charped fioe
saline: filled breass tmplam surgery, which

An effective approach is to selact
a few procedures as your loss
leaders to draw in new patients.
By definition, a loss leader is a

| product or service that is offered
at eogt—or in some cases below
cost—to stimulate the purchase
of other more profitable products
or services. it is effectively a form
of sales promotion designed to
drive patients in the door,
whether they are new patients or
a stream of old patients seeking
ourt W SEVICES.

in elfect lawess the rerage lees rh-i.l.’f_.',‘td fiar
| thas operation. Ar thar sedeced mie. 2
ﬂ:rg::n-s tumi mav mﬂ;hn:llrdlmd al
S700L, which falls vadia che realon of
managee care focs.

Continucd on Page 28
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Treatment Bundling Strategies

Contooed oo T":I:_:I_' 15

When calculanng vour cost of performing
a prosexhure, comider all relaed CEPLISES
incloding maverials, supplies. staff dme,
marketing, Fellcw upis and associtad oeer-
hiead costs, Facmer inthe profic margin you
arc secking to derermine whether you are
able o charge 2 bigher price by distin-
guishing yoor pracrice with exclusively
ratlored offenmrs. Take into consideration
where you are in pracrice when calenlaring
wour houdy rare, I vou are pust starting
out of residency;, you may be willing ro
charge kewer fec gl cxpericnce 2wl
get exposure o new patients. However, if
o have L i [rivaie praciice far [illen
ys, vou are alresdy well esablished in
vour field and shoukd be more selective,
ﬁl:]:lpl:.r and demand abso i:—la_:.'s At apon-
rans ole in your ksl marker and pricing
considerations. IF you are in an area like
the Lpper East Side ol Manbaman, whene
there are literally hundreds of doctors
offering almast sdentical services in 3 one
mnide raeding, you have o Py AR K
the hizhs and lows of the laws of sapply

anicl dernand. 1F vou are marlsering a high

apphy Eﬁg!l-cl-:lnul:n] product, fiar examyde,

incorporate this facter inro your pricing
and |1arg\-: i e I.'I'.“llfl'ljh_l-lli".'\l'_ price:
However, if you are operanng in a high
E'.J.P?E'., Tonw ebemamed emarket where thers
arc morse pracirioness offering the services
your offer and noc enzh pamienss oo hill
their waiting ro0ms. a price adjstment

28 Aesthety Socwly Meas = Spong 2000

mav be 1o onder. The wlel situagkon i w
b i 2 Joow iuppl}'. |.'|i.5].'| femand mardcer,
bur these are exceedingly rare tocay
Beview your local marker v idenafy
procedures thar are mos popalar among
parients and which may be enjoying 2
gr\-:m‘lh spurt. For |.':-:u|.'|'.-|:l||‘.'. if skin tishren-
in devices are the top-selling meamments
i T ares, comsider whether you should
add this service to appeal w2 broader
SEETIEnT of comsimenc IF ey ticket prisce-
dures are soll in a major slump, you
should alfer seme los EXPERNSIVE [IEAlIenTs

[0 enconme: patients o come back.

Lilize feedback from pour cusmers
a5 3 crinseal el 4o determine an ideal
pricing strucrure for your practice. For
example, il your swofl receives frequent sl
asking sbous the price of injectables or
laser greztmnenis, baut callers do noc book an
appoinment upen heaning the mnge of
fees quored. this may be an indicarion thar
youur prices are higher than your comimunicy
i willing Lo pay. Speaking with |:':1'Lit|'".'!-
dirscthy o7 conducting a suracy deter-
mine how they Feel shous che value of yous
products or servicss, can ako privvide valu-
ahle msights. You can alsoe solicic inpur on
what services or products they would be
imerested in v forcher narrow amy gaps.

Wharever cacie: you elet, do ot
panic. Slashing prices 15 menerally 3 bad
policy and will end up backfiring in the
lomg term [t may be nocessary o lower
your prcing te be mone competitive and
enconrige higher procediere volumes in the
shorr rerm; however, marketing “50% aff
eviry laser procedire,” and “$9 per uni
Far BCYIOE \'_'II.I:.I.J:I\:IL‘\. FOOUT PRECTCE amd
its stznding in the communiry, 1 you run
a special offer 31 3 repular interval-—such as
the: fiest Friday of every month or every
other month—you may be effectivdy
levwering pour fees For those services
parients will become savwy 1o the facy char
there is a "deal” coming soon, and they
will wart umil you have 2 offer.

BEST BETS FOR TREATMENT

BUNDLING

* Bundling can work equalby well for
metment plus product, ar rreirment
plus rresrment

o Comader |:-||.|:ui|5|1|-; treatreents thar
complement each other: such as rooan
with filler, roxin with e, -:|-:1.'.Er filler
with sy Ficial fller

* For repesitive treatmienis, wlfcr incenorves
1o increase the average fee per visl

* Start by bundling recarments thar can be
administersd by phyesician etenclers

o Schedule nilers zmd h|:l-::-:.i:||.‘\. QL your
slowest times of dhe year

= Markes special affers 1 existig, PALiengs
a5 “loyaley proprams”

Continued on Page 30




Treatment Bundling Strategies

Continued from Page 28

*

Marker special offers ro anract new

patients and ez hot ome

LIELENICAE [rarlefies

* Encourage pattents fo enhis for 2 series
of Treatments withour having o pay ugp
fran for the whole series

« Offer gife comificares for non-surgjcal
IRSIENLS VT ronaned or 3 :-gm:iru_'
holiday times

s Take aivunluﬁu ol bwyaley proprams and

special deals offered bar vendors disecdy

to consumers by mmarketing via ehlases,

Twirer, Facehook and your websioe and

blog

Once & patient comes in for a
visit, adding a secondary
procedure or another area of
treatment does not increase your
cost of acquisition for that
patient. If the patient iz already
in the chair, offering a second or
third syringe at the same time
{if the patient needs and wants
it done) is practical and cost
affective for both parties.

Revisit pour pricing scructure periodi-
cally 1o stay on wop of the irends in yoor
market. By pavmg clnse arrenton o price
versis value, you may be able w find mose
efficaen wiys (0 der business or jdcnlj.F}'
areqs where ol cain pedus coss whale
improving che qualine of your producrs
and services.

Whenever prssible, suck with branded
rechnology and products o market toowour
[, L il the costs are ﬁu:_l;]]_ﬂ}’h:_']:n:f
A p]:dmrn of pEnETic J:un-cl.u.-::l:i aTe ﬂ-:uu_liu.:__r_
the marker, doving the pricing struciune
dowenn even furtler In some markess, ic s
commen o see docrors marker a device by
brand s, when in Fact, the device they
have ro offer 5 an off price varation of
]}:llr'j'llrd. [I'.'I'J:II:IDIDS]-'. The same praciie
holds sre For Gllers thers are dozens of
i‘l_}:.]u:l.u.‘li:. acid based fllers on the marker,
especially in Lanin America and Eorape,
yoi there are clll]_g.' two marker l=aders 1o
the UL5. Ir is imporrant to distieguish pour
pracrice from the competition by marker.

ing hrand mames of the products you offer
s0 comsimers will nor compare apples m
nranges when reviewing fees,

Chce A pralicni Comecs i Tar a visic,
adding 2 secnndary procedure or another
ared of trearment does oot Increass your
cost of scquistion for that patient. I the
patient is already in che chair, offering a
second or thind syrnge a0 the sone tme {if
the padent needs and wants it done) is

pracuicl and cost elfertive for hoth Tiies

EXAMPLES OF EFFECTIVE

OFFERS

* “Whth every full price single syringe of
filler, get one arc of borelinum woxin
for 20% off ™

s fave 2 VTIPS al 2 feller, and gt 30
wieits ol Barulingm tosin ar the same
tme ar no addional charge”

= “With every peed, receive 3 comphimen-
wary post pecl meamment cream”

* “Bring a friend ro an office seminar,
receive a complimentary sunscreen”

* “Brang inoan emipry jar of epe cream andd
rake 20M% off 2 new epe cocam”

s With each aren of baser |E|:I-::J_'.':v.:|.'.. Gk
BL00 off the second arcs when treared ar
the ame time”

* "Have your face treared with fracrions]
resurfacing and add your hands ar half
price”

You can alsa be crative when
bunclling seraces, The mos common
methods we see in PIRCICE 20 VAT
on Bry oRe, ger one, " iy oite; gt otie o
.I'.u'_"_lf'-rﬂ “anul 'i:l[xr.\q-_i%r tirp. " Comsiamers
are less inclined 1 I:I-:r' QL |:||:g¢.' s far i
advance so be WATY 1:-F|;||_'rrramji;|1g that
patients pay updront for a series of repeti-
rive creammens. Conssder rweaking 3
vommon offer, for example: insead of
"'J'Jn_'r-'f'. pet the Ef.ﬁ_lﬁnv'rr}' ".#ﬁu'_}'pmr Athr
RN, el e Hexd oite f no charge.
This allows paments o mhe advantage of a

Whenever possible, stick with
branded technology and products
to market to your patients, even
if the costs are slightly higher.

I Ascthenc ':_-'.:l.'il:'l.}' ez = Sporing F010

bomus treatment, Take your cues Frim
retatlers, hotels, restanrants, spas and
salons, All sepace bumnesses moday bave
beci faced with dl.'lJLt_.L‘! i fow consumsers
spend their money and they have had o
adijust their pracrices accordingly. Your
[PRUETIS Iy SUrgsiss you |:-_'_r Hluming_ their
appreciagon and loyaloy if you are willing
(3 r|1|'-c[i|f:.r vour policies i omeet e
e

Wy Lerenr 2 Preyialent .'fll" Weraty
Lewss o Co Led (elobal Arcrberios Connnltmog
.n‘:.l.'.-r:w.r-a._lll'-.rl'.'l' Fooks, o conme faspmestor S
regular conmTrbeT fv MUY thade anal o
DR l.'r:-:.l|':l.|E|.'|1|'.|‘:':l wit st poelrrer el
wide. St &5 the FounderEdior in Chief of
E-v.u'u:_',.u':lu:ﬁ'.-.\'}.f_;:mm

Comrace fer ot ol @wiberur com

The most common methods we
sge in practice are variations on
“buy one, get one,” "buy one;
get one at half off,” and “three
for two. ™

Corrections:

Are ariirle appearing i the Wines
2001 frswe of ASN divled “Hore
Teumnork exposed & "D it Yoneself”
Infectable Operavion” contained

& to Harie
Lzenko-Kuerhel The aviicle staved
st We Knerbel “ment undereoper”
& obinin ﬁu_'.ﬁar'.l'r.l.n'.l’fm an Dhaamnt
Medisper. M Kavechel oied nor po
HILIETOORYT S0 Ay Ty e erver
M;‘dﬂgnr.ll' .I.I':'_1.' Ak, HHN’.'!H'.{P?‘.I:MI'

to preblicavion bur missed by onr
provfreaders, We apalogize for the

rA TNl S SR TRETE e LT t_lf
M. Enechel or sisreales :Jd.h'ﬂrfug

AHRONT GHT FETAETT,

&7 ErOT DT Tl
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