By Wendy Lewis

PNt et pant o the glotal populariy of
socal edia steens fromm the capablity 1o share
our siories and daily life experiences with
riends, Dienilies, and colleagues, We are abile
10 expeess ourselves in this medim through
wiitlen posts, phiotes, nages, GIFs, and
videos 10 affer a snapshot of our lves through
oy eecls and more recently, through staries

Snapchat changed the way we consume
socul media cordent with their gones, which
gave way for Instagram 1o embrce this trerd
and quickly domimite it. It parend Faochook
shortly followed suit and togrther this
inbegrated disal platform has emenged & the
workd leader. As of 2018, acconding to
TechCrunch! 2.5 hillice: people used ai lesst
one of s apps: Facebook,, Instagram,
WhansApp o Messenger. In 2018, Instagram
hut the milesione of having 1 ballion users
workbwide. Two impertant social chanrels are
olten overlooked by plastic surgeons and
deserve consideration. YouTabe owned by
(oogle 5 o bub for reaching mallermials
threngh ongimal video contesl, & the wirlds
second largest search engine amd third most
vigited sire alter Google and Facebook? 20 vou
naeed 1o have a presence o6 it Pinterest,
phato sharing app which shews heavily
female, has grown in populasity and is
cumently eyeing an [PO vilued 3 $12 billian
witha '

Social media s ever changing which
underscoees the importance of staying on (op
of the trends, acconding o Course Direcior Dr
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Toery Your in Michigin, “Yesterdnys dadding
pladform can be in omoemow digitad dusthin
(MySpace ar Google Plas, snyoreT), Sunays
ane showing that more and more peaple ane
seeking their plastic surgeon v social
media. In the 905 it was the Yellow Pages, in
the 2000s it was a good website, and today its
all abous socal miedia. 1 have at keast a patient
every day tell me that he or she foflows me on
Instagram. ki seems that mos phastic sageons
Fuve neviganed woards Instagram a8 theie
platform af choice. 50, is Facchook dead? 1
will shame howe b mamize (ke Enpac on
Facebook. | will share tips on engaging with
it |estagram audlence snd actiorable tps
for how 1o monetize afl of thae.”

Derce considered 1ahoo, social meilia bas
comae in its own i the weeld of assthetic
phﬂ.k !.mszr:,-, =y D Matthew Schialiman
Plew Yark Caty. ~Just a lew years ago, we wor
dmrgwh}'plﬂrhlr?u‘n dw.dr“:‘r
mcorporating social media inta their practices
Oty & few shant years laber, plastic surgeons
bave hegan bo acoept that social media playsa
key role in markeiing, branding, patient
satisEaction, and overall revenue. Now, in
2019, we are no Jonger trying bo corvince
people that social media is the wave of the
Futare. It is now the present. Insiead, we are
discassing wanys 1o optimize the use of socil

rracdia i the plastic surgery practice. 1 this
corse, wi: wall discuss how 1o cree effeaive
posts that busld engigement asd how 1o
efficienthy use nesoumes to maximize your
retum o yous social media striegye”

D, Chirts Khorsari in Las Vegis, NV says,
“Social media has wnderpone an evolation
over the last five years and contirmies 1o be an
important facior m modern society. The
qUESIboMS FEmam; can begitimale plastic
Surgery practices exas withouw & social media
presence? What are the pilalls and the
poeraial paire for egigieg in this form of
muarketing? This interactive course i an
appanunity vo leam Irom sargeons whi ke
pushed the limits of plastic surgery markeling
oot soctal meds, wnd deterenlie whee your
phace in the workl of social media can be ot
should be.”

The challenge lor plastic surgeons is bow 1o
1 mose eyek on thear cortent, and best wayh
1o conwert ther folloswers to consults to actual
patients. As Dr: Jermifer Walden in Austin, TH
poimis ort, “Tockay, consamers” attention
speead out aomss multiple social plathorms
arel apps, as well & ather distractions online,
which mrakes it harder to hold their interes:.
Thus, we need to follow what platloms our
patients are acxive on, how they aze uiilizing
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Putting a real, human face to
your brand Is a key strategy to
miaka your practice seem more
relatable and to build lovalty
among patients. Be careful
not 1o revea more details

than you are comiortable

with, Remember that once
vou put it onling, It is amost
impossibie to take down.

thern, and what types of contem they respond
10 mest. It & important w conneda with your
audience an a meaningful level 10 develop a
relationship that & based on rrust. No wanis
10 be blasted with ads and promuoehons in
their feeds. One of the real challenges for
plastic surgzons is 1o leam how to create 2
brand story that i appealing o patients, and
that stands out among the chutter of social
miedia content.”

As trencls evolve on social media, so
miust the way plastic surgeons market their
amd try to be creative. Prospective patienis
miay react by unfollowing you or overloaking
lackhzster contemt or misdirected messaging
that does noa engage them. To have an impsacy,
be purposeful and targeted to reach your
intended audiences. For example, if you are
targeted mallennials, create conent that is
visually enticing and use language they can
relate 10. Simnilarty, if you ane trying to attract
miore men for neunotoxins, the tone, look and
feel af your posts should be quite differen
from what you may use to get mterest from
the mommy makeover category of patients.
Uksing less frequent posts with stronges
cotitent that & well thought s may be
more likely to have grester impact than a
stream of uninspired comtent that rurns your
sudience away.

Storyielling can inspire sudiences 1o get
excited about your brand and your practice.
[z can feel more real, in the meemen:, and
personal. However, it also demands mare
creaivity, viden, images and graphics, that can
be timie-intemsive and expensive for busy
plastic surgeons. (o the current chimate, plastic

surgeats my feed 1o step up their gime
when il comes 1o social media advenising,
Almost every platform now offers 1ools 1o
filter your audience when you opt for paid
advertising by geography. age, gender,
interests, eic, To get your content seen and
seen by the right audience, an ad budget has
become an essential companent of practice
marketing. All too alien, plistic surgeons get
understandably frustrated when they dont see
theeir Instagram: [ollowers growing s
enough. To put it in perspective, Faceboak,
fior examaple, is the #2 ad plasform, second
anly 1o Google.

The selfe cultune continues 1o thrive on
sacial media and shows no sign of slowing
down. Selfie photos and videos are eliciing
interest among users, and this trend has
clearty had an impact on how patients see
themiselves, Beware of rising incidenns of
dysmorphia and dissoned expectarions as
patiens are using flters to edit their selfies
and may come into your practice wanting
2 loak like the aliered images they see on

Plastic surgeons also need to take care to
chiase how much of their personal lives and
Iifearyle they want 10 share in a public forum,
which is a very individual decision.

As Dr. Walden says, “The human elemens
in soctal media is eritical. Puning a real,
haman face to your brand & a key strategy to
make your peactice seem more relatable and
1 betded oyl ammong patients. Be careful ot
b reveal mare details than you ane combortable
with. Bememiber that once you put it caline, it
is almos impossible 10 take down.®
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