VVelcome to the ‘'next normal’

AS THE AESTHETICS INDUSTRY SLOWLY STARTS TO GET BACK ON ITS FEET POST-COVID-19,
NEW YORK MARKETING EXPERT WENDY LEWIS SAYS YOUR PATIENTS NEED EMPATHY AND
NEW WAYS OF COMMUNICATION MORE THAN EVER.

Wendy Lewis is President of
Wendy Lewis and CO Ltd,
wendylewisco.com, Editor in
Chief of beautyinthebag.com,
and author of Aesthetic Clinic
Marketing in the Digital Age
(CRC Press). Her next book,
Growing an Aesthetic Surgery
Practice: A Roadmap for
Success, will be published by
Thieme in 2021.

We have adapted to sheltering
in place, working from home, living
in workaut clothes rather than
heels and designer outfits, home
schooling one or many children,
foregoing dining out or meeting
for drinks, going to the gym, and
having a vacation. We have also
gone without manis/pedis, hair
appointments, and neurotoxins for
weeks to months which has left
some of us unrecognisable.

Moreover, we have also become
more charitable and kinder to each
other. Family and friends have
emerged as most important. Living
in New York City, where kindness
is not our strong suit, it has been
a welcome change. Showing
empathy for others is actually very
underrated. My hope is that this
change will stay with us for awhile
at least.

The same is true for aesthetic
practices. Your patients need to
know that you genuinely care
about them. Empathy should
resonate throughout your patient
communications, social media and
all marketing, as well as the care you
provide. If you think there is room
for improvement in this area, now
is the time to make improvements
because patients need some extra
TLC more than ever.

Planning for success

Aesthetic practices need to rise to
meet the challenges we are now
faced with.

In my view, the best approach is
to take stock of your entire business
maodel from the ground up. Think of
this period as an ideal opportunity to

s people all over the world
conclude their periods
of social distancing

and isolation, it is clear that the
coronavirus pandemic has left its
mark on our physical, mental and
emotional health. The so-called
“new normal” or “next normal,” as
you prefer, has left many of us living
with heightened stress levels, longer
work hours, increased feelings of
hopelessness, and questioning
everything we once held dear.

Few to no practitioners were
prepared to face the unprecedented
environment brought on by
COVID-19. Those who have reacted
quickly and incorporated strategies

develop strategies that will ultimately
make your practice stronger.

COVID-19 has necessitated
that all practices will need to make
changes that may range from
structural to reconfiguring your
space. For example, waiting rooms
may become obsolete in the age of
social distancing.

Do some real soul searching.

Do you have the right team on
board? How can you tighten your
belt to be more profitable? Look
at your clinic objectively. Does it
look like an aesthetic practice or
is it outdated and showing signs
of wear? Next, do a competitive
analysis. Take stock of the
treatments and products you have
on offer. Is anything missing that
you should add to be competitive
in your market? Are there products
or equipment that you can't sell

or don't use? See if you can trade
them in for something that will
work better.

Now, review all of your marketing
materials from your clinic website
and branding (logo, colours)
to social media channels and
e-blasts, etc. Convert print
materials to digital to meet the
new patient demands.

Be mindful of the need for making
your clinic more efficient through the
use of technology. Add a chatbot
to your website to answer patient
questions 24/7, for example. Strive
for a no-touch or low-touch clinic,
which entails removing clutter,
brochures, product testers and
eliminating as many hard surfaces
as possible that need to be
continually disinfected after patients
touch them.

to adapt to the vast changes

they are faced with will emerge
successfully and be well-positioned
to thrive in the future.

The E word

As the next normal has emerged,
| have been impressed that most
people have shown unexpected
resilience. Many of us have

been willing to adopt long-term
behavioural changes that will last
well beyond this period. We have
learned how to properly wash our
hands, open doors with our
elbows, and sneeze and cough
into our arms.

Future of aesthetics
Consumers are looking for critical
milestones to resume their former
activities with ease, such as large
group gatherings, long trips and
crowded recreational facilities.

The absolute fact is that many are
waiting for medical authorities to
signal their approval of treatments
to combat the coronavirus, and a
vaccine to come o market. If that
happens in 2021, the long recovery
we are facing now may come full
circle in a much shorter timeframe.
However, it's too early to hang on
to the hope that a vaccine will be
widely available that soon, or ever
for that matter. In the meantime, try
to strike a balance between what
worked before and what needs to
be changed now to succeed in the
next normal.

One thing is certain; vanity is
built into the human condition. We
can count on consumers having
an insatiable appetite for self-
improvement, age-reversing and
beautifying therapies. This will never
change. Therefore, the aesthetics
industry will surely come back
better and stronger in the near
future. We just have to make good
decisions to hang on through this
transition period.

I look forward to seeing you on
the other side. AMP
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AS SEEN IN AESTHETIC MEDICAL PRACTITIONER

¢ AESTHETIC PRACTICES NEED TO RISE TO MEET THE
CHALLENGES WE NOWV FACE. THE BEST WAY IS TO TAKE
STOCK OF YOUR ENTIRE BUSINESS MODEL FROM THE

GROUND UP. 9
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How the Pandemic Brought the Future Forward
Wendy Lewis shares insights on how to automate your practice

Wendy Lewis, Founder & President, Wendy Lewis & Co Ltd.

All businesses have been greatly affected by the current global health crisis caused by
COVID-19. The changes to how we do things will be long-lasting, even as the outbreak is
eventually under control and everyone can return to a more normal life.

In many ways, aesthetics practices are forced to operate a “virtual practice” for at least
some of the traditional systems that were formerly in place. You are likely scrambling to
get up to speed with the new regulations, social distancing constraints and protocols that
have impacted doctor-patient face time and traffic in your practice. As such, you are left to
adopt a more technologically advanced practice model or risk a healthy future for your
business.

As practices are open in all or most states, the coronavirus is still out there, so all
precautions must be taken to ensure the safety of your patients and staff. Since this
requires reducing the number of people around you, your capacity may be impacted by as
much as one third to one half. It may also be imperative to reconfigure your space and the
schedule for staff hours by staggering shifts. Each room will need to be sanitized in
between patients which can take up valuable time. Your days will be longer (or seem
longer) to maximize the number of patients and treatments in a given period. Visitors will
be prohibited except in the case of minors. The waiting areas in smaller facilities may be
converted to treatment areas or storage space.

If you are accustomed to seeing 30 patients per day, you may only be able to see 15 with
social distancing. Therefore, you will need to make the most of each patient visit and
treatment time for maximum efficiency. For example, lingering around numbing before an
injectable treatment may need to be cut down by offering a nitrous oxide system. Many
office visits can be accomplished virtually through one of the many encrypted programs
available. In addition, doing several treatments at the same day, even at a reduced fee to
the patient, will be more efficient for you and the patient than bringing them back again.

Think of it this way; technology is your BFF. By revamping your practice to streamline
systems and patient interactions quickly, you will be well positioned to thrive now and for
the future. It is not as hard as it appears and will prove to be a critical success factor. Start
by reviewing all the systems in the practice to determine which can be automated,
including scheduling, consults, follow-ups, confirmations, payments, medical records,
receipts, chart notes, prescriptions, pre and post procedure instructions, etc. Anything you
can do remotely will save time, enhance efficiency, and ultimately reduce costs.

Lastly, be careful to implement the necessary changes in how you practice without losing
the personal connection with patients. Aesthetic patients are not medical patients; they
want to hang onto that warm and fuzzy feeling that instills loyalty. The winners will be the
practitioners who can offer both; the Apple style efficiency they need with the human touch
they crave.

The aesthetics industry has faced crises before, and we have weathered those
storms. There will be life after this one too.



Modern

esthetics’

WHAT | DID DURING MY COVID-19
QUARANTINE

Experts learned lessons you can apply in practice.

WENDY LEWIS,

helter-in-place orders are being lifted in many states,
and while the coronavirus pandemic is far form behind
us, we asked experts to share what they learned or did
during the mandatory shutdown and how or if it will
change their practice management advice, style, or
strategies going forward. Here’s what they had to say.

ZOOMING IN

| have had a virtual team for almost a
decade, with occasional meetings and events.
It has enabled me to keep our expenses
reasonable, which allowed us to work with
many innovative start-ups as well as doctors early in prac-
tice. But it can be isolating at times, and | miss my domestic
and international travel. We recently converted our weekly
touch-base calls to Zoom calls so we can actually see each
other, and it has been great. | think this has brought us even

closer together and has enhanced our interpersonal rela-
tionships. Texts and calls can’t replace the ability to look in
someone’s eyes and have a more meaningful conversation. It
has also been good practice for me to get the hang of Zoom
as | have been doing so many webinars. We are all in on
Zoom calls and will continue to do them even when we're
able to travel freely again. | do think a lot of us have learned
to do things differently during this period of social distancing
that will stick.

WENDY LEWIS

= Founder/President of Wendy Lewis & Co. Ltd., a marketing communication and
social media boutigue in New York City.

= Founder/Editor-in-Chief of beautyinthebag.com.

= Author of 12 books including Aesthetic Clinic Marketing in the Digital Age

= WL@wendylewisco.com.



HOW SHOULD | PREPARE FOR A SURGE?

WENDY LEWIS

he first wave of COVID-19 came in like a lion, took

more than 140,000 lives and counting in the US, and

forced many businesses to shutter for months. Now as

the process of reopening begins, fears of a second wave

or even a continuation of the first wave are forcing
many practices to develop contingency plans. Our practice
management pros share their tips for what to do now to
best prepare for what's to come.

LIVE IN THE NOW
This summer your best strategy is to get
back to work and make back some of the
money you lost while your practice was
closed. See patients and do as many proce-
dures and surgeries as you can while you can. Hold on to
your cash due to the possibility of a second or third wave.
The situation is so volatile that it is hard to predict what
the rest of 2020 is going to look like on your balance sheet.
| still hear some aesthetic patients make comments
like, “I am trying to cut back on every activity that is non-
essential, and having my lips injected right now falls into
that category.” Some people are still not even comfortable
leaving their homes for routine tasks. It will take time, and
the daily threat of more infections is unnerving,

Taking the stance of minimizing the impact of COVID-
19 may backfire, as it has affected so many people’s liveli-
hoods, loved ones, and lifestyle.

Demonstrate to patients that you are taking COVID-19
seriously and are committed to protecting them. Instead of
manually cleaning surfaces and spending extra time cleaning
after every patient, look into automated systems that can be
moved easily from room to room to keep costs down.

While we are still in this crisis, it may be harder to get
more leads and bring in new patients. Focus on maximizing

your bread and butter patients by delivering the information,

reassurance, and quality care they need to move forward
with coming back.

Be understanding and caring with patients to overcome
their concerns about having aesthetic treatments done by
giving them more for their money. Resist the temptation to
slash prices; rather keep your fees stable and offer patients
add-ons instead so they can try a new treatment or product.

If you have old devices and equipment gathering dust and
taking up valuable space in your practice, trade up for some-
thing new and fresh that patients want now. Take advantage

48 MODERN AESTHETICS® | JULY/AUGUST 2020

of the great offers in the marketplace from medical device
companies, software vendors, and equipment manufacturers
for deferred payment. Now is the best time to get a favorable
deal and upgrade your technology. If you are not yet dispens-
ing skincare and other products, get on it. For many prac-
tices, the only revenue they had coming in for three months
while they were shut down was from online skincare sales.
Lastly, get the whole staff up to speed on telemedicine so
your practice can thrive moving forward. Virtual consults, follow
ups, and check-ins are the new normal, and patients have grown
accustomed to this. The more office procedures that can be
converted to digital platforms, the more staff time will be freed
up to take care of patients and sell more services and products.

WENDY LEWIS

u Founder/President of Wendy Lewis & Co. Ltd, a marketing communication and
social media boutique in New York City.

= Founder/Editor-in-Chief of beautyinthebag.com.

= Author of 12 books including Aesthetic Clinic Marketing in the Digital Age

= WL@wendylewisco.com.
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By Denise Mann, MS and Steve Dayan, MD

You just finished your fellowship and are ready to join a dermatology practice, or maybe you’re
starting to really consider that highly lucrative offer from the private equity firm that bought up
your colleague’s practice, or perhaps your practice is growing and it feels like the right time to

bring on another physician.

No matter what the business scenario, The Business of Dermatology, 1st Edition, written by
Drs. Jeffrey S. Dover and Kavita Mariwalla, meets you where you are and helps you get to the
next level with ease by providing actionable advice from experts and those who have “been

there, done that.”

The Business of

Dermatology

Jeffrey S. Dover
Kavita Mariwalla
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The new textbook walks readers through every aspect of running a practice from the pros and

cons of renting or buying office space and how to write a rock-solid business plan to evaluating
a laser for purchase and stocking up on curettes, scalpel holders, blades, and skin hooks (with
sterilization tips).

“Business acumen is not taught in residency and is the most overlooked aspect of any given
practice,” says Dr. Dover, co-director at SkinCare Physicians in Chestnut Hill, MA.

Dr. Mariwalla, a dermatologist in West Islip, NY, tapped experts in every aspect of managing a
dermatology practice to share tips and pearls in their new textbook.

“The chapter about design of the office space is so helpful because it actually has architectural
plan drawings in it and written from the perspective of a busy dermatologist and his architect
wife,” she says. “Some of my other faves are the chapter by [former Human Resources Business
Partner at SkinCare Physicians, Inc.] Cynthia Forbush on employee manuals, because that is
truly out of my doctor’s wheelhouse and that chapter gives some nice practical tips.”

Industry vet Wendy Lewis, Founder/President of Wendy Lewis & Co. Ltd., a marketing
communication boutique in New York City and author of 12 books including Aesthetic Clinic
Marketing in the Digital Age, discusses the importance of managing your online reputation in
the new textbook. “This textbook is the new definitive guide for residents, fellows and
practicing dermatologists to learn how to navigate the changes in practice management and
promotion, and flourish in the current environment,” says Lewis. “It’s a keeper!”

This book includes complimentary access to a digital copy on thieme.com/books-
main/category/dermatology

Use the Derm15 code for a 15% discount.



The Godfather Of Aesthetics
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We chat to aesthetics figurehead and Chairman of Wigmore Medical, David Hicks IMore med\
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Q: How did you get into the aesthetics industry?

| was there right at the start of the aesthetics revolution 30 years ago. I'm a pharmacist by profession and Wigmore’s CEO
Bedo Eghiayan and | were in the shop one day and someone came in and asked for botulinum toxin—we didn’t know what it
was but that was how it all started. We also launched the FACE conference because we felt it was wrong that UK doctors had
to travel abroad for high quality training. We started going down the educational route with training meetings and developed
a one-stop shop; rather than going to suppliers for one thing you could come to Wigmore and get everything. This was our
philosophy and we now supply everything a doctor needs in their practice.

Q: What do you think are Wigmore's strengths?

Our biggest single strength is that we are a family business and we care. Our customer services is second to none, the staff are

extremely well trained and have a working knowledge of everything we stock—they are the jewel in the crown.
Q: How do you think the industry will bounce back from the Covid pandemic?

This industry is the closest there could be to recession proof—once a patient has got used to age maintenance, they are not
going to give that up easily; they will choose beans over steak if they have to. However, | think we will lose a percentage of
valued businesses who unfortunately didn't have the resources to weather the storm. There will be casualties.



Q: What is the biggest challenge facing Wigmore and the industry as a whole?

Increasing competition—we have to prove ourselves to be the gold standard. The training landscape will change, there will be
a need for face-to-face training but a lot more will be conducted online. It may be that our training room is used more for
webinars.

Q: What are your thoughts on the lack of industry regulation?

I am a member of the JCCP advisory committee, and to me it is a mistake to let us self-regulate—for the safety of the public |
would like to see mandatory regulation. Fillers should definitely be regulated. I’'m not happy about the level 7 qualification; it
isn’t in the interest of the general public.

Q: How do you think things are going to change when life is back to normal?

It will continue to grow. The UK model is only about 50-60 per cent behind the US model per capita; | think we will narrow the
gap. When we started the botulinium toxin revolution nobody would admit to having the treatment but it’s now an accepted
part of grooming. This is a positive thing because someone who has spent money on aesthetics will most likely look after their
holistic wellbeing, too.

Q: If you didn't work in the industry, what would you do?

I'd be teaching ice skating. It’s fairly well known in the industry that | am a British, European and World Championships medal
holder, so | would probably go back to coaching.
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Social Media Best Practices

Wendy Lewis discusses standout tips and tricks from her latest ZO webinar, hosted by Wigmore

We are currently faced with challenges that we need to meet head on. No one expected this to happen in 2020, so there was
no advance notice to adequately prepare for something that has never happened before globally.

Setting yourself up for success during this period may entail pivoting your practice so your business will be poised for growth.
It will be hard, in fact it may be the hardest thing you’ve ever faced, but there is light at the end of the tunnel.

Consumers have an insatiable appetite for all things aesthetics and that’s never going to change, in fact it's only going to get
bigger. Sure, you may lose some patients in this period, but you will also gain new ones who are entering the aesthetics space
for the first time.

Educate

1. Stop selling for the moment or convert to a soft sell approach. Education is a better sales tool than overtly throwing stuff at
customers. What are your patients interested in most right now? How can you keep them in the loop as in the next normal?
From Zoom to WhatsApp and Google Hangouts, there are lots of different op-tions for communications.

Spend wisely

2. Don’t spend money on social platforms where your target audiences are not active. Facebook and Instagram are still the
most effective and cast the widest net in terms of attracting aesthetic patients. Think about the tone you want to set which
should be positive and inspirational. Don’t lose sight of who you are and what your brand represents.

Tell your story

3. Storytelling and Instagram Stories are still hot. Connect your Instagram and Facebook Stories together to save time and
give you dual exposure. Your audience wants to see who you are as a person as well as a practitioner, and they want to know
enough about you to decide why they should go to you versus 50 others.



Video content

4, Video is an important tool to tap into now, if you haven’t done so already. Do not overlook YouTube—it’s not just for
millennials. Educational videos and personal experiences do well, as do treatment demos. Talk into the camera and don’t use
a script, it should be authentic. Invest in an inexpensive editing app. Get a selfie stick 7

and set up a place to record video in your home or office. Video clips can be used on every platform, including your website,
blog and a monitor in your waiting room and treatment rooms.

Frequency

5. Posting consistently is important but be strategic. Once a day may be fine, but don’t post if your content is not interesting
and engaging. Post your best content when you have time to respond to comments. If you’re looking for different responses,
consider a poll, or repost content from ZO—it’s a beautiful range and the im-ages are stunning.

Remote appointments

6. Virtual consultations are in demand, and both consumers and practitioners are on board with this model. Patients want
this service and it saves valuable face time in the clinic. You can use virtual platforms for consults, follow-ups, skin care
evaluations, product education, pre and post-procedure instructions, etc. Some practices charge their standard fee for a
virtual consult, whereas others may waive the fee. If you do charge a fee, it can also be collected and then applied to a
treatment or product sale. Look for a GDPR compliant platform to play it safe.

Photography

7. I'm a big believer in building up a robust portfolio of your own before and after photos. Patients who let you take proper
photos and sign off that you can use them, help you demonstrate the results you can deliver. Refine your photography skills; if
itis not a good set of before/after photos that clearly show a result, it’s best not to post it. Use photo editing apps to keep
photos looking consistent and branded with your watermark to prevent photos from getting lifted, which happens all the
time. You must also get a signed consent from the patient to post or share any photos.

Hashtags

8. A good hashtag strategy will get your content found—you can use up to 30 on Instagram. Find a few and stick with them,
e.g. treatment related, branded ones specific to your practice, and general—#Z0peel; #DrObagiSays, #BestSkinEver.

Interaction

9. Get friends, family and colleagues commenting on Instagram posts—this helps you outsmart the algorithm, so Instagram
sees that your content is getting attention. Try to use at least three words and emojis so Instagram does not think you are a
‘bot’ when posting comments; when there is engagement, Instagram will tend to promote your content more without you
having to pay to boost it.

Testimonials

10. When it comes to brand advocates, happy patients are the best endorsements you can get. If they mention you on their
own channels, this allows you to reach a whole new audience.

Wendy Lewis is president of Wendy Lewis & Co Ltd, Global Aesthetics Consultancy, wendylewisco.com, an author, writer and
founder/editor in chief of beautyinthebag.com.
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How to incorporate wellness services into an aesthetics practice

WENDY LEWIS is President of
Wendy Lewis & Co Ltd, Global
Aesthetics Consultancy, author
of 12 books, and Founder/
Editor-in-Chief of www.
beautyinthebag.com. Her
newest book is

Aesthetic Clinic Marketing in
the Digital Age

(CRC Press 2018)

contact wi@wlbeauty.com

indulging in

Coronavirus.

HINK ABOUT IT; WE WERE GOING
about our daily lives doing normal things
like working out, trying to eat healthy
food, avoid smoking, sun exposure, over-

dlcohol and other life-

shortening habits, and along came the

Post-pandemic, most of us have gained a heightened
sense of our health, lifestyle, and longevity. 2020 has
undoubtedly shed new light on what it means to be well.
It has also revealed the many fissures in healthcare

systems around the world
and shed new light on the
underlying conditions that
make some of us more atrisk
for getting sick and having
the most severe symptoms.

Wellness

redefined

The Global Wellness
Institute (GWI) that is widely
considered the premier
organization in the category,
defines wellness as: ‘the
active pursuit of activities,
choices, and lifestyles that

‘ ‘ Wellnessis
considered an active
process of taking steps
that lead to the desired
outcome of optimal
holistic health and
wellbeing. In short, we
are responsible for our
own state of wellness or
lack thereof. ’ ’

lead to a state of holistic health
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PAY FOR PLAY

By Wendy Lewis

In my view, every aesthetics or medical practice needs a strong digital presence. This includes a
modern, updated, and visually appealing website with all the bells and whistles in terms of
optimization, updated educational content, and a reasonable Google ad strategy to keep your rankings
high. Links to all active social channels should live at the top of the landing page. (My preference is top
right but that is a personal choice.) Don’t fallinto the trap of placing anything important at the bottom
of your home page, whichis akin to the graveyard of a website.

Creating an effective homepage goes far beyond just designing something that looks good. It should be
targeted to your specific audience(s) to give those visitors what they are looking for and enough
information about your practice and services to make a decision to spend more time on the site and
book an appointment. For example, one all too common occurrence is purchasing a new piece of
capital equipment and failing to create a dedicated landing page to drive prospective patients to where

they can learn more, and hopefully book.

Keep up with trends and new features on social media that change frequently. Instagram, for example,
tends to announce tweaks to their platform often. We have grown frustrated with clients who don’t
understand why their fans and followers are not growing fast enough when they have not set aside any

budget for ads and promotions.

Facebook and Instagram are essentially ad platforms. Instagram operates like its own search engine, so
SEO counts. Well-optimized pages will rank higher, which attracts more followers and drives
engagement. Your channels may not be growing because “Zuck” doesn’t want them to grow
organically; their model isto charge you for the privilege of getting your content seen by more users. All
digital marketing platforms are pay for play, so if you are serious about becoming an Insta star, it will
require some external assistance from pros for video and photography plus an ad strategy. Buying
followers is still rampant, especially on Instagram, but that strategy is frowned upon.

Another critical success factor for digital marketingis video content. Short-form video for social media
isnow essential and generates better engagement than still images. Think TikTok and now Reels. Long-
form video, which is defined as minutes rather than seconds, works brilliantly for your website and

YouTube channel.

Next up is to get your site ready for virtual search. It seems like the COVID-19 pandemic has pushed this
further into the public domain. More people are using voice search and wifi-enabled marketing, so
don’t get left behind. Your desired patients are going to be searching for you by asking Siri (or Alexa or

Cortana) to find “Botox near me.” Make sure your site will come up strong with local searches.

Finally, customer retention is king. Segment your patient data-base, so you will be better positioned to
market more effectively and save on costs to stretch your 2021 marketing budget.
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| just hired a new associate. Now what?

Bringing on a new employee may be the best decision you ever made or s/he
could become your biggest cause for reflection. If only you'd been more upfront
about your expectations or had done a thorough background check. Modern

PERFECT MATCH
By Wendy Lewis

Solo practice is a concept that has a short lifespan in the current state of
medicine in general. The costs of running a thriving practice are too high to bear
the whole burden on one physicians back alone. It is not a scalable model
anymore when a laser can cost $200,000, and you may need to build and run
your own accredited operating suite. We see more and more solo practices
across specialties selling to or joining group practices, private equity-backed
chains, or hospitals. Group practices are flourishing, and more doctors who have
been on their own are looking to join a group to avoid the excruciating overhead.

Bringing on a new associate can be a cause for celebration, or it could turn out to
be your worst nightmare. The secret to success often lies in choosing the right
culture fit for the practice on both sides and then setting honest expectations
from the outset to avoid misunderstandings. This is particularly important when
the new associate is just starting out in practice and has limited experience of
what a “partnership” will look like.

It is critical to be direct and candid about your expectations from the first
conversation. Think of this as a business relationship as well as a personal
relationship. You need to trust the associate’s medical judgment and skills, but
you may be spending eight to 10 hours a day with this person, so it's also
important that you like each other.

Both parties need to do a deep dive into the others’ expertise, reputation, and
skills and check each other out with industry colleagues. Make sure the
candidate has a chance to meet all the staff in the practice, too.

The most common complaint | hear from senior doctors is that their junior
associates are not doing enough to market themselves, expect the practice to
drive patients to them, and are unwilling to go the extra mile, such as taking call.
These misunderstandings can break up the relationship quickly and are rooted in
poor communications from the outset. Joining a practice does not mean that the
new associate will be handed patients as soon as he or she walks in the door.
On the contrary, most practice managers or owners have high expectations that
associates will bring their own patients to the practice and be proactive in
drawing new patients.

Starting early, young surgeons and dermatologists need to grow their
professional brand on social media, which is the least expensive way to gain an
audience. Residents know how to use Instagram already and are fluent in other
channels, making this is a natural medium to start with. | would also recommend
that they build a website and own the URL, such as “JohnJSmithMD.com” or
“JSmithAesthetics.com.” Reserving a URL costs pennies. When they find a
home, they will be able to drive some fans and followers to their practice. It is
their primary responsibility to get their name out in the market and build their own
referral sources. Carrying business cards or having a digital card on their phone
is helpful. As they grow with the practice, new associates will have opportunities
to expand their reach as their peers refer patients to them as well.

For well-heeled physicians who are joining a group or becoming a partner in a
solo practice, there are usually expectations set for them to bring at least some of
those patients with them to the new practice. One way to prepare for this
eventuality is to make sure your patient database is solid and up-to-date. Your
email list is gold.

Finding a viable partnership situation takes time and investment. It's not like
going on Bumble to get a match; it's more akin to the courtship leading to
marriage. Both parties should spend some time bonding within the practice and
seeing patients together before anyone signs on the dotted line.
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| just hired a new associate. Now what?

Bringing on a new employee may be the best decision you ever made or s/he could become your
biggest cause for reflection. If only you’d been more upfront about your expectations or had done a
thorough background check. Modern Aesthetics® magazine’s pros offer advice on what to do to make
sure your next hire is a keeper.
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By Wendy Lewis

Solo practice is a concept that has a short lifespan in the current state of medicine in general. The costs
of running a thriving practice are too high to bear the whole burden on one physician’s back alone. Itis
not a scalable model anymore when a laser can cost $200,000, and you may need to build and run your
own accredited operating suite. We see more and more solo practices across specialties selling to or

joining group practices, private equity-backed chains, or hospitals. Group practices are flourishing, and

more doctors who have been on their own are looking to join a group to avoid the excruciating

overhead.

Bringing on a new associate can be a cause for celebration, or it could turn out to
be your worst nightmare. The secret to success often lies in choosing the right
culture fit for the practice on both sides and then setting honest expectations
from the outset to avoid misunderstandings. This is particularly important when
the new associate is just starting out in practice and has limited experience of
what a “partnership” will look like.

It is critical to be direct and candid about your expectations from the first
conversation. Think of this as a business relationship as well as a personal
relationship. You need to trust the associate’s medical judgment and skills, but
you may be spending eight to 10 hours a day with this person, so it’s also
important that you like each other.

Both parties need to do a deep dive into the others’ expertise, reputation, and
skills and check each other out with industry colleagues. Make sure the
candidate has a chance to meet all the staff in the practice, too.

The most common complaint | hear from senior doctors is that their junior
associates are not doing enough to market themselves, expect the practice to
drive patients to them, and are unwilling to go the extra mile, such as taking call.
These misunderstandings can break up the relationship quickly and are rooted in
poor communications from the outset. Joining a practice does not mean that the
new associate will be handed patients as soon as he or she walks in the door.
On the contrary, most practice managers or owners have high expectations that
associates will bring their own patients to the practice and be proactive in
drawing new patients.

Starting early, young surgeons and dermatologists need to grow their
professional brand on social media, which is the least expensive way to gain an
audience. Residents know how to use Instagram already and are fluent in other
channels, making this is a natural medium to start with. | would also recommend
that they build a website and own the URL, such as “JohnJSmithMD.com” or
“JSmithAesthetics.com.” Reserving a URL costs pennies. When they find a
home, they will be able to drive some fans and followers to their practice. It is
their primary responsibility to get their name out in the market and build their own
referral sources. Carrying business cards or having a digital card on their phone
is helpful. As they grow with the practice, new associates will have opportunities
to expand their reach as their peers refer patients to them as well.

For well-heeled physicians who are joining a group or becoming a partner in a
solo practice, there are usually expectations set for them to bring at least some of
those patients with them to the new practice. One way to prepare for this
eventuality is to make sure your patient database is solid and up-to-date. Your
email list is gold.

Finding a viable partnership situation takes time and investment. It's not like
going on Bumble to get a match; it's more akin to the courtship leading to
marriage. Both parties should spend some time bonding within the practice and
seeing patients together before anyone signs on the dotted line.
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News and Trends: January/February 2021

"NEW FRONTIERS IN
MEDICINE AND MED
DERMATOLOGY SYM

By Wendy Lewis

CAL

COSMETIC
P0SIUM™ TURNS 10

he 10th Annual New Frontiers

in Cosmetic Medicine

& Medical Dermatology

Symposium (NFCMMD) went

virtual in 2020, but that didn’t
stop the organizers from condensing
two days of the latest developments,
procedures, and techniques in cos-
metic and medical dermatology into a
one-day format with top-tier speakers.

“I'm very proud to have watched
this meeting grow and reach this
milestone of 10 years. Although we
couldn’t meet in person for our most
recent symposium, our team worked
very hard to provide an interac-
tive educational environment with
roundtable discussions, question and
answer panels, and innovative live
patient demonstrations. Attendees
were able to access the NFCMMD
virtual platform for 30 days after the
conference, which added value for our
sponsors,” says David ). Goldberg, MD,
D, Founding Director of NFCMMD.
"We guaranteed that attendees would
leave with a new skill, technique, or
strategy that they could put into
practice on Monday morning, and
from all accounts we succeeded.”
Medical dermatology topics includ-

ed new twists on treatment options
for acne, psoriasis, atopic dermatitis,

NEW FRONTIERS IN
COSMETIC MEDICINE &

MEDICAL DERMATOLOGY

scars, and wounds. The live patient
workshops and video demonstrations
were a big draw for attendees to pick
up pearls about minimally invasive
treatments for facial rejuvenation
combining neurotoxins, fillers, and
energy-based devices.

Among the highlights of this virtual
event, New York City dermatologist
Bradley S. Bloom, MD educated the
audience on what millennials really
want and how to satisfy this emerging
demographic in the aesthetics market.
His lecture, entitled “Aesthetics in the
Era of Millennials,” covered millennial
behaviors, demands, and spending
habits, with tips for providing treat-
ments for what he referred to as
“Generation Botox.”

“New Frontiers is one of my favorite
meetings in dermatology that has
grown in shape and stature over 10
years. Expert faculty can dive deeply
into their selected topics to share
indepth knowledge and experience
with the audience,” says Nashville der-
matologist Michael Gold, MD, whose

comprehensive lecture, “Update on
Fillers and Neuromodulators” covered
the scope of products on the market
and the next generation coming in
2021 and beyond.

Live chats were implemented for
select lectures where attendees could
ask questions throughout the sessions,
which served as the next best thing to
being there. New York Dermatologist
Bruce Katz, MD presented about
the emergence of PRP in dermatol-
ogy and shared his experience using
novel techniques for body contouring,
including threads, magnets, and lasers.

Two important sessions focused
on updates on cosmeceuticals were
presented by New York dermatolo-
gists Kseniya Kobets, MD and Noelani
Gonzalez, MD. Especially during
COVID-19, when many practices were
operating at a lower capacity, the abil-
ity to sell physician-dispensed skincare
was a good source of revenue as many
practices implemented free shipping,
curbside pickup, and upped their digi-
tal marketing presence.

“This year's virtual platform was
seamless and easy to use. We will all
look forward to being back ‘live’ in
2021," says Dr. Gold. The 2021 meet-
ing will be held in November:
cosmeticfrontiers.com.
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ringing on a new employee may
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made or s/he could become

your biggest cause for reflection.

If only you'd been more upfront
about your expectations or had done a
thorough background check. Modern
Aesthetics® magazine's pros offer advice
on what to do to make sure your next
hire is a keeper.
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Solo practice is a con-
cept that has a short
lifespan in the current
state of medicine in
general. The costs of running a thriving
practice are too high to bear the whole
burden on one physician's back alone. It
is not a scalable model anymore when

a laser can cost $200,000, and you may
need to build and run your own accred-
ited operating suite. We see more and
more solo practices across specialties
selling to or joining group practices, pri-
vate equity-backed chains, or hospitals.
Group practices are flourishing, and
more doctors who have been on their
own are looking to join a group to avoid
the excruciating overhead.
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Bringing on a new associate can be
a cause for celebration, or it could
turn out to be your worst nightmare.
The secret to success often lies in
choosing the right culture fit for the
practice on both sides and then set-
ting honest expecrarions from the
outset to avoid misunderstandings.
This is particularly important when
the new associate is just starting out
in practice and has limited experience
of whar a “partnership” will look like.

It is critical to be direct and candid
about your expectations from the first
conversation. Think of this as a busi-
ness relationship as well as a personal
relationship. You need to trust the
associate's medical judgment and skills,
but you may be spending eight to 10
hours a day with this person, so it's also
important that you like each other.

Both parties need to do a deep dive
into the others’ expertise, reputation,
and skills and check each other our
with industry colleagues. Make sure
the candidate has a chance to meet all
the staff in the practice, too.

The most common complaint | hear
from senior doctors is that their junior
associates are not doing enough to

market themselves, expect the prac-
tice to drive patients to them, and are
unwilling to go the extra mile, such as
taking call. These misunderstandings
can break up the relationship quickly
and are rooted in poor communica-
tions from the outser. Joining a prac-
tice does not mean that the new asso-
ciate will be handed patients as soon
as he or she walks in the door. On

the contrary, most practice manag-
ers or owners have high expectations
that associates will bring their own
patients to the practice and be proac-
tive in drawing new patients.

Starting early, young surgeons and
dermatologists need to grow their pro-
fessional brand on social media, which
is the least expensive way to gain an
audience. Residents know how to use
Instagram already and are fluent in
other channels, making this is a natural
medium to start with. [ would also rec-
ommend that they build a website and
own the URL, such as “JohnjSmithMD.
com” or “JSmithAesthetics.com.”
Reserving a URL costs pennies. When
they find a home, they will be able to
drive some fans and followers to their
practice. It is their primary responsibil-
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ity to get their name out in the market
and build their own referral sources.
Carrying business cards or having a
digital card on their phone is helpful.
As they grow with the practice, new
associates will have opportunities to
expand their reach as their peers refer
patients to them as well.

For well-heeled physicians who are
joining a group or becoming a partner
in a solo practice, there are usually
expectations set for them to bring
at least some of those patients with
them to the new practice. One way to
prepare for this eventuality is to make
sure your patient database is solid and
up-to-dare. Your email list is gold.

Finding a viable partnership situa-
tion takes time and investment. It's
not like going on Bumble to get a
match; it's more akin to the court-
ship leading to marriage. Both par-
ties should spend some time bond-
ing within the practice and seeing
patients together before anyone signs
on the dotted line.
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New Tool Helps Patients
Select Safe Skincare

SkinSAFE cuts through the phenomenon of sensitive skin for consumers and
dermatologists.
BY WENDY LEWIS

Rochester as being allergic to lanolin.
S0, he check all the skincare products
in his dad's bathroom to see if they

> > How many times every @ 6- -
day do parients tell you e e o —
they have sensitive skin? Do you

roll your eyes when they're not Ys::;::: g";ﬂ were lanolin-free, and many of them
looking or crack a slight smile i SR i U e did nor make the cur. His father was
in a way only your assistant the one who actually suggested that

knows what you're thinking? The 3
phenomenan of self-declared
sensitive skin is pervasive, This
common condition affects many
people, yet the exact preva-
lence of sensitive skin remains
unknown.! (According to the
Mational Eczemna Society, 316
million people (10.1 percent) in
the US have some form of eczema,
and one in 10 individuals will develop
eczema during their lifetime.) The
most common skincare-related triggers
for irritation and sensitivity tend to be
using the wrong skincare product for
the individual’s skin, over-using skin-
care products, and excessively harsh
cleansing regimens involving scrubs,
brushing, and exfoliation.® By most
accounts, women tend to report more
skin sensitivity than men do, and it
maost frequently refers to the face. It's
alse worth noting thar after aesthetic
procedures, approximately 25 percent
of patients develop skin sensitivities.
With so many people experiencing
the symptoms of skin sensitivity, there is
aclear need for better consumer educa-
tion. Even if consumers do read product
labels, the language on the label may

not be a 100 percent accurate descrip-
tion of what is inside the bottle or its
potential effects on their skin.

Enter SkinSAFE, a unique collabora-
tion of experts in their respective fields
whose mission is to help people with
sensitive skin find best-in-class prod-
ucts by tapping into their unigue,
Al-powered science and patch testing
data developed in partnership with
Mayo Clinic. SkinSAFE's dara-driven
platform can identify what is in a prod-
uct and if it is safe for the patient, based
on personal standards, specific allergens,
and physician recommendations.

The brain trust behind SkinSAFE
is Jimmy Yiannias, MD, Professor of
Dermatology at the Mayo Clinic College
of Medicine in Phoenix. Dr. Yiannias
explains that his father had eczerma and
was parch tested at the Mayo Clinic in

he go back to his team at Mayo Clinic
and build a program that would tell
patients what they could safely use.

“I returned to Phoenix to discuss
it with my colleagues who loved
the idea and told me to come back
when we built it. So, we worked with
Microsoft Access and our nurses built
in the ingredients so the program
would spit out a list of products for each
patient. SkinSAFE was 20 years in the
making and involved dermatologists
and pharmacdists who established the
relationships between all of these ingredi-
ents,” says Or. Yiannias.

“We learned early on that the chemi-
cals, preservatives, and fragrances patients
were shown to be allergic to were long
and complicated,” he continues. “If a
patient s allergic to one ingredient, we
wanted to uncover what SkinSAFE should
tell them to avoid, such as orange oil. We
are always going to err on the side of cau-
tion. Our vision was for it to be both pro-
vider-facing as well as consumer-facing”

Currently 750 physician groups are
using the platform. In 2017, there were
2,000 products on the site. Fast forward
to 2021, and over 54,000 products are
featured, including 19,000 skincare

products. Products are listed in six categories: Bath and
Body, Fragrance, Hair Care, Makeup, Manicure and Pedicure,
and Skin Care, The SkinSAFE site has had its highest growth
over the past eight months during COVID.

According to Dr. Yiannias, more than 45 percent of com-
mon contact skin allergies can be avoided simply by using the
SKINSAFE Top Free rated products. Thus, consumers can break
the cycle of using the wrong skincare and learn how to avoid
the most common causes of allergy, such as fragrances; he says
that many brands do not live up to the “fragrance-free” label.

The site has a user-friendly interface. Patients can ask their
dermatologist to generate a “Personal Code” (PC) to be upload-
ed to their SkinSAFE account, which is free. The platform’s
proprietary algorithm is able to exclude products that contain
ingredients associated with their known list of allergens. Users
who do not have a dermatologist can use the directory on the
site to find one in their area. Alternatively, the user can request
a Personal Code with their unique allergens so they can easily
identify "safe for Me" products on the site.

This personalized approach goes one step further. The user
can access a "Safe for Me” list on their phone while shopping
to rule out any product their skin may not tolerate and vet
products on the site to avoid making mistakes. The algorithm
breaks down the markers into several wellness categories,
including Sensitive Skin, Safe for, Free from, and Allergy free.
For extremely sensitive skin, consumers can add the “irritant-
free marker” to be 100 percent SkinSAFE. The SkinSAFE app
bar code scanning function allows the user to determine how
the product scores based on what they're trying to avoid.

According to Aki Hashmi, CEO and one of the founders
of SKinSAFE, what is most unique about the platform is that
it works in three distinct ways; skincare brands can partner

with the site, consumers can buy the safe products they want
directly from the site or in store, and it facilitates awareness of
whether specific products contain allergens or not.

Michele Robson, the Founder of HER Inc. an online social
health community for women (and men, too) launched in
2008, is a patient of Dr. Yiannias. She went to see him to rec-
ommend a moisturizer to hydrate her irritated skin. When
he examined her, he determined that she had eczema, not
just rough skin, and recommended patch resting. Ms. Robson
chuckled at the thought of finding five consecutive days for
patch testing in her schedule and asked if there was an alterna-
tive approach. He then gave her a shopping list based on the
most common allergens from Mayo Clinic's database. This
helped her so much that she wanted to share the knowledge
with others who were also suffering from skin allergens, sensi-
tive skin, and more. 5o, she partnered with Dr. Yiannias and Mr.
Hashmi to create SkinSAFE to help people with sensitive skin.

“If we could share this science-based information with
consumers and patients, it could truly be a game changer.
Our philosophy is very simple: we want people to live hap-
pier, healthier lives. If we can help accomplish those goals
through tools like SkinSAFE, we're all in!" says Ms. Robson. m

Find out mare at skinsafeproducts.com

Wendy Lewis is Founder/President of Wendy Lewis & Co. Ltd,
a marketing communication and social media boutique in New
York City. She is the author of 12 books including “Aesthetic
Clinic Marketing in the Digital Age.” WL@wendylewisco.com
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Wendy Lewis explains what aesthetic
clinics need to know for the year ahead

VERY NEW YEAR BRINGS MIXED

emotions of excitement and nervous

anticipation, and this year it is especially

true. It is challenging to predict what the

biggest trends will be in social media

circles becauseit issuch arapidly changing
space, and we are at the mercy of Facebook Twitter,
Google, etc.

S0, I took a deep dive into what the tech experts are
saying and how these trends will impact medical
aesthetics. Here are some of the highlights of where 2021
may takeus.

Hindsight is 2020
According to McKinsey, despite a resilience-testing 2020,
rolling into a stillnsettling 2021, the good news is that
barring any more unforeseen global catastrophes,
businesses should be shaping their futures rather than
just trying to survive through the present. The strongest
brands and companies are reinventing themselves by
embracing pandemic-driven change, which will surely
continue this year. With everything disrupted, going back
to the same old thing isunlikely to be a wirming strategy.
The sweeping methods practices had to adopt in 2020 to
keep patients and staff safe and be able to treat patients
efficiently are not likely to go away any time soon. In fact,
we can look forward to Innovations and upgrades for

In2021
concentrate on
establishing or

,021,

10n
gor

re-establishing ;

digital trust with
your followers by
understanding
their needs at this
moment.
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- by
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automated systems for every aspect of rurming a business.
‘We have all had to embrace touichless technology and

other innovations to address customer concerns and high
expectations for a safe and sterile environment to bring
them back into the clinic. Now that most or many aesthetic
practices have been open reducing unnecessary face-to-
face interaction and optimizing scheduling to comply
with social distancing yet maintaining sufficient capacity
hasnot gone away.

Mobile bocoking and intake forms that avoid patient
contact and less interaction with front desk staff during
check-in and check-on have become standard operating
procedure. Patients can checkin electronically and
proceed directly to a treatment room to reduce waiting
times. Many practices have adopted twoway text
messaging for confirming appointments, rescheduling,
and for patients to wait in their car or ouiside the office
until a room is ready for them to enter This allows
customers to maintain social distancing during the check-
inprocessand optimizes staff time.
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influencers, and customers
to connect. 1 1

Imize oF she up. shoukd he done. WLt (e new strains
3t COVID papping up arcund the world, and the stgsish
pace of Vacciations adiministered, hese mprovements
will help o sactire- the fulire of your practice. This may
Inchude posting to Your social modia chasmnes through a
dashbosr o save time:

Dus 1o consumess sheRering in place ot hotne for kg
periods, the warkd tumed Lo mobile echnologss 1o sty
connectad, entartalned and informead, daly sockal
media platfonys: As plysical marketing channels wene
rancared mull and vold everything meved anline. We can
expect to see mote Instagram pests i messenger apps
mmm ATy 1 s that allow
you o ot st el

Bt .r.m was e, and Tis \-. 0 ol Wi e t0
ehange our efyle, lone and posting eadencs 1o koep up
with the imes. Tn 2021, concentrate on estabilishing or re-
establishing digital frost with your followerss by
understandirg et peeds ot s monsenl, Consides
CrEating soffer campaigns that get your massage acmoss in
arway that does not affesd anyan ond speaks teempating

ERIVE

SCCIAL MEDIA TRENDS PRACTICEMANAGEMENT

Social media
Idwid.

“Hpanuf

your Instagram
strategy doesnot
include Stories,
you are missing
out on a key
feature that helps
to build
engagement
with your

audience. ,’

WENDY LEWIS bs Presidertd JI

Wiy Lawis & Co i,
Aasmolics Censiitarey sinea
16961 2athor of 17 hoaks, and
EdRordn-CTme of ww,
beautyinthebag com. Her book
Aasmotic Chic Markating in
i Digrdad Agge (CREC Prassl. wil
Jatmch & 5acan Egition in 2021

contact wig@wendylewiscooom

People to people

Brands and practitioners shonld work to enfance their
social moedia for 2021 by highlighting The real pecplo
behind the brand This &= 2 good way 1o humanize your
tirane and a good stralegy 16 aarm custamers' st No
trendy GEFs of promotions ave able 1o camoulinge an
inauthantic comimunication strategy thal doesa sl
trust, peopile Lo speak o natural,
hitiman way s cricial for ieaningfil engageiment. Being
transparent, suthantic; and sven a1 bt vainarshlo s
& good itea in the current climate. Feople conmect with
poople which means thal your brand should be
personalized o a way hat reveals who you are and
witial o stand fon

Soctal engagemint | getting aeer and louder In 202,

what Whey ate probe fe ust shouting thelr o
thitr sucience. Father, it sDetter 10 focus on TEving two-
way conversations and creating real connoctions

Bullding relationships shoukd De your goad sales and
conmiltations will be the prodiect  InformaEtion.
engagement and social lssues are tnking center stage for
CONSITIATS

Social commerce
Brick & Mortar slores are embracing the shifl to aniine
shiopping on Instagram and Facsbook, Ay raditional
ratall operation that can be converted 1o an onbine
process will do so sooner of Wter, and if-person contact
‘will he lmited. This shift toward ‘contactless shoppmng’
will allow e-cormmerce b thinve evee further m 2021
Social COMUTErce | COmIng AN 1 maty new ways.
Mura than ever befors, poopla have adapted to the axss
of digital communicalions. and sockal media 15 el
preterred channel tor interacting with brands. As social
distancing extends Into 2021 the demand for social
Commarte shopping opportunities and customer s
will continue fo rise Therefore, nesthetic ciinics need B
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“ Due to consumers sheltering in v
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DECLUTTER YOUR
PRACTICE

If COVID-19 taught us
anything, it's that we
need a lot less stuff to
bog us down in all aspects of our lives.
So, keep your practice nimble, efficient,
and updated to focus on what really
matters: taking great care of patients,
delivering superior outcomes, avoiding

staff turnover, and preventing physi-
cian burnout.

Getting rid of clutter can be a
cathartic experience.

Start by going through your file
drawers to transition everything pos-
sible from paper to digital. Paper takes
up room, ink fades, and pages can get
misplaced. Download a scanner app
and take a picture of the documents
you need and save them indefinitely as
a PDF, JPEG, or image. Try AdobeScan
or Swiftscan. Ask your accountant how
far back you still need to keep your tax
returns and receipts. Save your digital
documents and files in a universal file
format, such as PDF, to be consistent
and maximize usability.

Take a look through your office. Is
there a stack of journals from the last
decade piling up in the corner by your
desk? Get rid of them and subscribe to
the online version of the journals you still

PLATFORM, SET UP A MEETING
WITH THE COMPANY'S REP TO
DETERMINE IF YOU'RE FULLY

NOT, PICK A TEAM CAPTAIN TO
AND WHY. BEFORE DITCHING THE GET THE PRACTICE UPDATED.

TAKE A LONG, HARD LOOK AT
EACH OF YOUR TECHNOLOGY
PLATFORMS TO DETERMINE

want to read instead. Ditto for newspa-
pers and magazines. Are you still hanging
on to slides from the year of the flood?
These can also be converted into digital
files by using a slide-scanning service.

In the age of COVID-19, it's time to
dump your clipboards, lose the copies
of copies, and wave farewell to glossy
handouts. File these under the things
you will never need again, too: printed
brochures, sign-in sheets, embossed
folders and business cards that are miss-
ing your email, URL, and social handles.

Patient forms should be digitized and
updated frequently to stay current with
your practice, as well as the laws and
regulations pertaining to your specialty
and geography. This may include pre/
post procedure instructions, consents,
fee quotes, patient intake forms, tele-
consult instructions, etc. Making sure
that your practice is up to date on all
things HIPAA will be a lot simpler this

Patient Portal on your website landing
page is another huge time and clutter
saver. Patients can access the forms and
information they may need 24/7 by
using their own personalized code.
Take a deep dive into what is happen-
ing (or not happening) in your treatment
rooms. If you're hanging on to lackluster
energy-based devices, a clunker facial
machine, or skincare products patients
aren’t buying anymore, turn them over
STAT! Anything that doesn't generate
revenue or add value to your practice
should be on the chopping block. =



> THREE WAYS

UP YOUR ‘APPTITUDE

BY WENDY LEWIS

\
\
11 :

hinking of downloading a new
app to help manage or market
your practice or even creating
one so patients can shop your
skincare store with greater ease?
Either way, our practice management
pros can help you cut through the
noise and focus on what matters most.

Most people are mov-
ing away from work-
ing exclusively from
a laptop or desktop
computer to a tablet plus iPhone or
Android. Thus, apps are becoming far
more important to running a small
business than they were five years ago.
Technology-savvy doctors can now man-
age their entire practice, as well as their
lives, from their phones. So, selecting one
essential app is a head-banging task.
Instagram is an app, so | would
have to choose that as my number
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one must-have. Instagram is widely
considered the most valuable social
media channel or app for aesthetic
practices. We have witnessed many
practices survive and thrive by build-
ing up a robust and loyal Instagram
following.

However, Instagram cannot exist
alone. There are literally hundreds of
other apps intended to help step up

your game on Instagram. For example,

Snapseed is one of many super apps
that help you make your photos look
more professional. When it comes to

video editing, VSCO gets rave reviews.

Want to make your graphics look

like a pro did them? CANVA can be a

godsend.

Working with staff remotely and
managing patients via teleconsults
have expedited the adoption of new

and efficient methods of management

largely based on a hybrid selection of
best-in-class apps, like Doxy.me.

You will also need to expand the
forms of communication you use.
WhatsApp is great, especially if you
communicate globally. You may need
an app like Expensify to keep track of
expenses. Adopting an app like Square
to accept payments may be useful.
To stay on top of your team, apps
like Slack can keep everyone in check.
| reccommend a mobile scanner app
too, like TurboScan.

WENDY LEWIS

= Founder/President of Wendy Lewis & Co. Ltd.,
a marketing communication and social media
boutigue in New York City.

w Founder/Editor-in-Chief of beautyinthebag.com.

= Author of 12 books including Aesthetic Clinic
Marketing in the Digital Age.

= WL @wendylewisco.com







GO DIGITAL OR GO HOME

The post-pandemic business envi-
ronment is much different than what
many had anticipated. To engage with
patients and fulfill their long-term
goals, practices must stop ignor-
ing their digital audience. As 2021
showed, businesses are at risk of clos-
ing, and relying solely on physical
marketing is not a safe strategy.

Consumers have increased their
utilization of social media as a tool for
identifying products, collecting infor-
mation on products, evaluating prod-
ucts, and making purchases. Practices
must step up their efforts to establish
an online presence to engage and
inform clients across several platforms
in 2022.

As the aesthetic industry grows,
businesses may sell comparable prod-
ucts and services, making differentia-

MARA SHORR, BS, CAC XIV

m Serves as a partner, as well as the Vice President
of Marketing and Business Development for
Shorr Solutions, assisting medical practices with
the operational, financial, and administrative
health of their business.

m | evel |1 - XIV Certified Aesthetic Consultant
and program advisor, utilizing knowledge and
experience to help clients achieve their potential.

mmarashorr@shorrsolutions.com

JAY A. SHORR, BA, MBM-C, CAC XIV

= Founder and managing partner of Shorr Solutions
and a professional motivational speaker, an
advisor to the Certified Aesthetic Consultant
program, and a certified medical business
manager from Florida Atlantic University.

= More information on the practice management
consulting company Shorr Solutions can be
found at www ShorrSolutions.com.

TIFFANY CHAMBERS

= Experienced Patient Care Coordinator and
Practice Administrator with over 15 years of
experience in the aesthetic industry. Her primary
focus has been streamlining operations and
supparting the growth of med spa and plastic
surgery practices.
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WHAT SHOULD BE

MY FOCUS FOR 20227

Experts help you set resolutions for your practice.

‘ is the season for making (and
let’s be honest, breaking)
New Year’s Resolutions. From
implementing COVID-19 vac-
cine policies to the best ways
to promote your brand online, our
practice management pros share reso-
lutions that are guaranteed to make
2022 a year that your practice thrives.

LIGHTS, CAMERA,
ACTION!

Video is where it's at.
If you don't believe
me, look at the mete-
oric rise of TikTok. The human race
has become increasingly lazy over
time. We can blame the internet for
making it easier for us to do things in
record time and connect with each
other in new and exciting ways, but

| believe it's more complicated than
that. Our lives are busier than ever

because we have more on our plates
than in the past. So, it is only natural
that we are constantly looking for
ways to streamline some day-to-day
tasks to leave more time to conquer
the life-or-death deliverables. Video
fulfills that need for many of us.

If video is not your thing, make
2022 the year that you get comfort-
able with this critical medium.

Invest in the simplest yet most
effective equipment to do videos on
the fly. | often do my videos from the
back of an Uber and text them to my
team with instructions on how to
post and who to tag.

You may need any or all of these
to get it right: USB microphone, LED
video light, tripod, branded and/or
solid backdrop, etc. Get advice from a
pro before you buy. Neewer is a good
brand to check out, and Amazon
Basics works fine, too. When you are

just getting started, write out a script
for what you want to say to get your
key messages across. It will get easier
as you go, | promise. Practice until you
feel confident and run with it.

For users who tend to keep the
sound off on their phones in public
places, try to add text to your videos
to get your key messages across.

Keep in mind that video content
works across all platforms, not just
TikTok and Instagram Stories. You can
repurpose video with or without music
for your website, blog, monitors in your
practice, and all social media channels.

WENDY LEWIS

= Founder/President of Wendy Lewis & Co. Ltd.,
a marketing communication and social media
boutique in New York City.

= Founder/Editor-in-Chief of beautyinthebag com.

= Author of 12 books including Aesthetic Clinic
Marketing in the Digital Age.

= WL @wendylewisco.com
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STACKING THE ODDS

S .

As you reflect on 2021 and the year
ahead, it's a great time to think about
new ideas and ways to improve your
life and practice. Wendy Lewis (@
wendylewisco; wendylewisco.com)
shares a trend you should adopt and
one you should leave behind:

Trend to take into 2022: Voice &
Visual Search. It's here! Voice and
visual search are part of our daily lives.
That means that you need to make
these new-ish forms of communication
part of your aesthetics practice ASAP.
For starters, these models can help
drive growth, increase revenue, and
streamline the patient journey. Visual
and voice search are rapidly changing
the way we connect, find informa-
tion, and make purchasing decisions.
So, this means that in 2022, more
companies, businesses, and consumers
will be jumping into these models as
they will emerge from a "nice to have”
to a “must have” for your marketing
strategy. New developments in artificial
intelligence have improved these tech-
nologies by light years so that more
consumers are coming onboard to
simplify their experience of interacting
with all sorts of businesses. In particu-
lar, this trend is having a big impact on
how we search and shop for all kinds of
products and services top of mind. Al
offers improved ways to connect and
engage with current patients, while at
the same time, attract new ones.

Don’t make the mistake of assum-
ing that Al is just for Tesla-driving tech
wizards and younger audiences who
live on their phones. On the contrary,
people of all ages are eager for ways to
simplify their lives and complete basic
tasks more effectively and efficiently
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to have more time to enjoy self-care,
family time, and Netflix. We are all very
busy, even more so post-COVID-19, and
having the ability to get answers 24/7 is
very appealing. So, if you are looking to
catch the eye of women and men who
are on the hunt for toxins, fillers, skin-
care, and surgery, you need to be visible
everywhere they are. Think of voice and
visual search as a means to that end.

Trend to leave behind: Content
Chaos. Be honest. Are you drowning in
content but not sure what to do with it
all? Do you often find yourself staring at
your various screens feeling lightheaded
trying to figure out where to post what
and when? You may be suffering from
a chronic condition sometimes called
“Content Chaos.” Fortunately there is a
cure; no vaccine required.

Get organized by creating a system
of managing your content in all forms
to be filed, distributed, shared, or delet-
ed as needed. If your content collection
is not well managed or carefully evalu-
ated, you may be at risk of missing out
on opportunities to market your prac-
tice or stand out from the competition.

Content chaos creates unnecessary
diversions that can keep key stakehold-
ers in your practice too busy sorting
through it all to use it in a timely man-
ner. This requires more than just a better
filing system; rather it needs a universal
strategy to quickly determine how to
optimize the best content for the right
channel. In some cases, your top content
may be repurposed for several platforms
in different ways. For example, a great
video of a provider doing a treatment
can be posted on Instagram first, and
then re-used on another channel at a
future time. You may also re-post it on

Instagram as a #throwbackthursday
post with a fresh caption and/or intro
copy. An article about a new product or
research work you may be doing may be
cut down to 500-750 words for a blog
post with an image added. Bear in mind
that each marketing channel you may be
active on tends to appeal to readers or
viewers in a different way. You wouldn’t
use the same exact content, i.e. words
and images, on Facebook and Linked!n,
although | see this very frequently. A
Facebook business page is primarily used
by aesthetic practices to reach consum-
ers, whereas LinkedIn is a B2B platform
where you can connect with colleagues,
vendors, and like-minded businesses.

If you find yourself with a deluge of
content in the form of photos, audio,
video, articles, and random thoughts,
get it under control for 2022. You can
thank me later.

iy



By Wendy Lewis

FACT: WE ARE DROWNING IN
CONTENT, GOOD AND BAD.

Just wading through the content being
thrown &t us in a 24-hour cycle has become a
full-time job. It is hard to extract what you really
want to cansume from all the white noise. If
you're feeling the strain, your patients are
overwhelmed. They are facad with unlimited
choices of quality content which makes it much
harder to stand out

Content marketing 5 all about creating,
publishing, and distributing useful content
developed to reach a specific target audience,;
females between 30-80 with high net worth,

interested in beauty treatments, as an example.

The right content to reach your cesired
demographic should be relevant to them and
more educational than pure sel-promation In
tone and format It should also be unigue to
your philosophy and on brand. Idesally, a high
percentage of the content you put out should
be credible enough to encourage them to take
the naxt action, such as scheduling a virtual or
in-person consultation, following your brand on
Instagram, or booking a treatment, ete.

The secret sauce of content marketing Is
knowing who your audience is, leaming what
they want to consume, where they want to get
it, and In what formats. Once you have figured
that out, you can be more strategic with your
content planning and maka it more parsanal-
ized and original, You probably don't want the
same content to pop up every time you log on
10 a news sie or a retaller's Facebook page.
‘Your audience doesn't want to see the same
content every time they go to your channels
efther. The key |s to identify what they are mast
Interested In and produce more of that by
varying the farmats to keep them engaged.

With all the different types of content in use
1nday, It s more difflcult to choose the best
ones to focus on to bulld your brand.
Experiment with several popular content
formats to add diversity to what you post an

your website, blog, and all social channels,
‘You can also remarkat the best content that
has performed well by switching cut the
graphics, changing the formal, or reworking
the composition to keep it fresh.

If you are not sure what formats appeal to
your patient population, ask them. You may be
surprised by how they respond. In addition io
wards and images, boost your content in
different ways for varisty!

« Video is essential on all platforms today

Statistics reinforce your standing as
an expert

Surveys and peolls generats intarest

Infographics can get shared

GIFs and memes make people smile
Music sets the nght tans
Case studies showcase your skills

E-bocks help to position you as an expert
in specific topics

Rather than trying to be all things to all users, align your brand with a
handful of core topics that resonate with your key audience and rein-
farce your special expertise. For example, non-invasive body shaping,
breast surgery, women's health, wellness, male aesthetics, etc.

PRACTICE SOLUTIONS

Content Marketing 2022: Staying on Brand

Focus some of your
content on what
you love mast about
the field and what
inspires you to give
your asudience a
glimpse of who

you are as a person,
not just a surgeon.

Rather than trying Lo be all things to all users,
align your brand with a handful of core topics
that resenate with your key audience and
reinforce your special expertise. For example,
non-invasive body shaping, breast surgery,
women's health, wellness, male aesthetics, etc.
This strategy is more narrowly focused. For
each of the core topics you choase to start
with, break them down by subtopics. As in
‘Breast Surgery, a broad topic, can be broken
down inte subtopics like, ‘Augmentation,”
‘Reduction and Lifting, and ‘Reconstruction.

¥ou can expand by adding mare core toplcs
anc/or subtopics when this strategy is working
well, and you are getting resufts in the form of
consults, new patients, and former patients
raturning o your oractice. My advice isto
expand once you have the bandwidth to
manage mare topics effectively by generating
unigue and compelling cantent in a variety
of forms.

In my view, tis wiser to position yourself as
a specialistin a narow area to establish your
brand, than to be a generalist who is known for
doing a little of everything without a strong
identity, There are many generalists out there,
but far fewer specialists, Cosmetic surgery
palients are so much savvier taday than when |

Continued on Page 51
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Content Marketing 2022:
Staying on Brand

Continued from Page 49

ran practices in New York. They are
Iooking for plastic surgeons who
specialize in offering the hest solutions
for their specific neads and who are
considered ‘experts’ by their patients
and peers.

Aesthetic surgery in all forms is a topic
of interest to consumers and will continue

to be. Fortunately, it is easier to get more

eyes on your content when you're in a
hat field that is constantly changing and
doing something new. Focus some of
your content on what you love most
about the field and what inspires you to
give your audience a glimpse of who
you are as a person, not just a surgeon.
By selectively creating unique and
interesting content, you can ignite a
conversation and keep your audience
coming back for more. As you identify
your target audience, serve them better
by addressing their wants and needs.
Optimizing a content strategy can
increase awareness of what you offer

‘and drive long term steady growth for

your practice.

Wendy Lewis is the Founder &
President of Wendy Lewis & Co Ltd,
Global Aesthetics Consultancy since
1997 o marketing communications
boutique in New York. An award-winning
writer, she serves on the Editorial Board
of Prime International Anti-Ageing
Journal, and contributes to Practical
Dermatology, Modern Aesthetics, and
many cther publications.

Wendy is a frequent speaker, course
instructor, and moderator at conferences
in the US and internationally. Her first
textboak, Aesthetic Clinic Marketing in
the Digital Age (CRC Press) will lounch a

second edition in 2022.

htto//Wendylewisco.com
wi@wendylewisco.com




WHERE SHOULD YOU
SPEND §$100,000 IN
YOUR PRACTICE?

Experts weigh in on where you can make the most impact.

s they adjust to the realities of

practice today, the specter of

inflation, and the continuing

evolution of technology, prac-

tices may choose to infuse
some cash into their operations. If you
are thinking of investing in your prac-
tice, our experts offer tips to help you
make the most of it.

MARKETING MATTERS

3 If you have not estab-
lished your marketing
plan and allocated a
sensible budget for
2022, get busy.

Pivot your thinking about market-
ing as a “nice to have” and add it to
the “need to have” column. Marketing
your aesthetics practices and promot-
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ing your services and products is an
investment that can pay big dividends
throughout this year and well into the
future.

To create a reasonable marketing
budget that you can stick to, review
last year's budget to see how well you
did, what you didn’t stick to and why,
and how you can do better this year.
Leave some room for pivots, mis-
calculations, and new opportunities
along the way. These are inevitable
no matter how carefully you plan.
Build in some funds for the future,
such as upgrading your technology,
hiring a marketing manager, renovat-
ing the waiting room, purchasing
some capital equipment, investing in
sponsored content for your practice,
etc. You may need to make adjust-

ments to your budget by quarter, so
leave some extra cash for unexpected

expenses.

Take care to align your market-
ing plan with your goals. Set realistic
expectations about what you can
accomplish in-house and what needs
to be farmed out to professionals. This
will revolve around the expertise and
availability of your staff. If you are try-
ing to do a lot on a tight budget, iden-
tify your top priorities and address
those first. You may have to allocate
a higher percentage of your market-
ing budget to the tactics that will
move the needle for your bottom line
quickly. If these are successful early
in the year, you may have the funds
available by the end of Q2 to expand
your marketing plan and budget for
Q3 and Q4.

Spending your budget wisely on a
well-defined and targeted approach
is key to getting the most value from
it. Even if you have set aside a sizeable
budget, allocate this funding strategi-
cally to reap the rewards. Track your
ROI at every step so that if one strat-
egy is not delivering the results you
planned for, you can refocus seam-
lessly to invest those dollars more
effectively.

WENDY LEWIS

m Founder/President of Wendy Lewis & Co. Ltd
a marketing communication and social media
boutigue in New York City.

m Founder/Editor-in-Chief of beautyinthebag.com.

mAuthor of 12 books including Aesthetic Clinic
Marketing in the Digital Age.

= WL @wendylewisco.com



