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While the burgeoning aesthetic
medical market offers unprece-
dented opportunity to today’s

cosmetic patient, the downside of hav-
ing this plethora of options is the confu-
sion it may present to consumers. Ours
is a baby boomer-driven market (ages 43
to 61) with 78.2 million people, 50.8
percent of whom are women. According
to the 2006 US Census Report, a stag-
gering 7,918 people turned 60 each day
in 2006 or 330 every hour. In addition,
“echo boomers” (pre-teen through 25
years of age) make up one-third of the
US population and are strong supporters
of the aesthetic medical market.

The young medical aesthetic industry
is going to serve its patient base for a
very long time. People want to feel good
about themselves both inside and out,
and finding the “right” provider and
practice is very important to this group.
Practice branding may put physicians
whose specialty includes cosmetic medi-
cine in a uniquely advantageous posi-
tion.

Finding Your Brand 
Managing your brand entails that you
deliberately choose a position that you
are uniquely qualified to provide and
consistently promote and publicize this
unique attribute. The goal is to actively
manage perceptions about your practice.
Many physicians and practices neglect to
highlight their finest attributes: com-
pelling books written by the physician,
devices and products that have been
developed to address specific issues, and
humanitarian work that improves the
lives of those less fortunate. These kinds
of things are interesting and engender

loyalty from patients. Unfortunately,
however, these accomplishments are
rarely communicated effectively despite
the real value they could have in solidi-
fying the practice brand. 

Branding can seem daunting in the
medical community, because most
physicians are humble and self-effacing.
The idea of “tooting one’s own horn” is
repugnant to many, and self-promotion
is often considered bad form. However,
in this increasingly crowded field, your
practices must be positioned and pro-
moted differently than traditional med-
ical practices and spas in order to con-
tinually remind the public who you are
and what makes you special. As a
strategic defense against competition,
management of patients’ perceptions
becomes a powerful tool when
employed effectively. 

Savvy Consumers
Today’s patient is typically a savvy con-
sumer adept at filtering out extraneous
marketing messages in order to make
wise decisions. Defining your branding
advantage begins with a firm under-
standing of the unique attributes that
distinguish your practice and services
from others in your community. Start
with a practice assessment that analyzes
the following:

• Staff
• Doctors
• Equipment
• Schedule(s)
• Location

When analyzing practice attributes,
it is essential to stand in your patient’s
shoes. As a “patient/consumer,” ask
yourself the following questions:

•  Do staff and facilities reflect the
image you want to project? 

• As a patiet would I be able to
effectively communicate my needs and
feel understood? 

The outcome of this exercise should
be a meaningful list of strengths and
unique attributes that collectively form
the basis for the practice culture.
Memorializing the results of this analy-
sis into a simple list, a mission state-
ment, or practice philosophy can serve
as a guide to develop “branding” mes-
sages for communication both within
and outside the practice. In addition,
this list can provide direction in the
development and incorporation of the
practice message or “tag line” into col-
lateral materials. It can serve as discus-
sion points for phone contact with
interested prospects and in the develop-
ment of the focus point in conversa-
tions during the consultation. 

Because overhead costs are frequent-
ly higher in aesthetic medical prac-
tices—with marketing budgets as much
as three to five percent of gross rev-
enue—questions about how to drive
top-line revenue and still be profitable
are very much on the minds of practice
managers and physicians. As savvy
practices dare to challenge traditional
thinking with more time and resources
committed to branding their practices,
traditional marketing may soon become
obsolete. Patient retention in the future
will require a sharper focus. With this
goal in mind, building a strong
patient/practice relationship is critical.

Branding Benefits
Branding your practice offers a number

By Glenn Morley

Branding Your Dermatologic Identity
Effectively branding your practice provides a much-needed shortcut for 
communicating who you are and how you may be important for the patient.
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of benefits. These include:
• Patient retention and referrals;
• Marketing dollar mileage;
• Increased pricing power and profit
margins;
• Ability to leverage brand across prod-
ucts and procedures; and
• Ease of new product introduction.

Much time and energy is devoted to
growing a brand in corporate America.
Strong brand loyalty is developed by
providing consistent, sustainable quali-
ty and then communicating that fact to
your customers. For instance, if I buy a
Starbucks latte in Boston, it will taste
just like the Starbucks I may order the
next day in New York (or Los Angeles
or Hong Kong). Customers use this
understanding of consistent quality as a
short-cut, and a strong brand is thus
rewarded by strong brand-loyalty. For a
loyal customer, it becomes an unaccept-
able risk to stray from “their brand.”
Developing your practice brand
requires that you provide consistent,
sustainable quality. 

Building Brand Relationships
A brand relationship is the mélange of
all thoughts, feelings, associations, and
expectations that a patient may have
about your practice. These perceptions
are based on what your customers or
prospects experience when exposed to
your practice name, individual
providers, procedures, products, your
website, staff, and practice communica-
tions. In fact, when you consider that
everything you and your staff do and say
is making an impression, you must
acknowledge that every practice detail is
important and influences your brand
identity.

One of the first challenges when con-
sidering who you are and how you want
to be perceived is to ask yourself how
you would articulate your practice’s
internal character or unique identity.
What differentiates you and makes your
loyal patients return over and over
again? It may be the way you partner

with patients in addressing their skincare
needs; it may be in the expertise that
you bring to the community after years
in the academic setting; or you may be a
part of a father-daughter practice bring-
ing generations of expertise and a her-
itage of caring for your community. 

When you can articulate your prac-
tice’s unique identity, your next job will
be to analyze how well you communi-
cate this identity to your staff, patients,
and the broader community as a point
of practice differentiation. 

You are in a position to actively
manage how staff, patients, peers, and
the broader community perceive you
and your practice. A strong brand rela-
tionship requires that a customer know
the brand intimately. Starting internal-
ly, it is prudent to analyze how the
practice is perceived. A staff survey is a
relatively inexpensive and efficient tool
to understand how your practice is per-
ceived by one of your most important
“stakeholders”—your internal audience.

No matter what the results of your sur-
vey tell you, it is vital to enlist support
from staff in building a distinctive,
well-perceived identity. Patient surveys
can be similarly helpful (See next page).

Common Characteristics 
of Strong Brands
You must be able to identify the char-
acteristics of strong brands:

High customer involvement. How
well does your practice retain patients?
Do your patients book for repeat proce-
dures as recommended? How many of
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A Mite-y Influence. New findings may help settle ongoing speculation about the role of
Demodex in rosacea. Generally thought to be normal inhabitants of the skin, the micro-
scopic mites have been implicated by some in the pathogenesis of rosacea, while others
have suggested that they induce their own follicular inflammation that may overly
rosacea. In a new study, published in the British Journal of Dermatology and supported by
the National Rosacea Society, researchers identified Bacillus oleronius as a distinct bac-
teria associated with Demodex mites. When analyzing blood samples using a peripheral
blood mononuclear cell proliferation assay, they found that B. oleronius stimulated an
immune system response in 79 percent of 22 patients with subtype 2 (papulopustular)
rosacea, compared with only 29 percent of 17 subjects without the disorder. 

Recent Submissions. Centocor’s newest psoriasis treatment is now under FDA review.
The company recently announced that regulatory applications have been submitted
requesting the approval of ustekinumab (CNTO 1275) in the US and Europe. Submissions
were based on a comprehensive development programming including data from two
large trials involving nearly 2,000 patients that evaluated the safety and efficacy of
ustekinumab in the treatment of moderate to severe psoriasis, Centocor says.

In other submission news, Ipsen and Medicis announced the submission of a
Biologics License Application (BLA) for Reloxin to the FDA. Medicis anticipates a
response from the FDA in less than a year.

NEW In Your Practice
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A Brand is a Collection of
Perceptions:
• Procedure outcomes
• Customer service
• Brand personality
• Product performance
• Emotional benefits
• Social influences
• All communications 
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your Botox patients are also filler
patients? Laser patients? Peel patients? 

Chances are you have at least a few
patients that visit your office for multi-
ple services. Developing this relation-
ship is critical for a practice. Each
encounter does not need to be wildly
profitable for value to exist. There is
enormous value in becoming a destina-
tion versus a pit stop. Your patients will
reward you for developing this relation-
ship with increased referrals and
increased loyalty.

Real, continuous product/service/
procedure quality. If Starbucks’ lattes
were not reliably the same in all cities, I
would soon begin to look elsewhere for
an easy coffee fix. Likewise, patients

need to know that the skin care prod-
ucts you recommend are always based
on their unique needs and will help
them. Patients need to be able to
depend on consistent aesthetic treat-
ments that make them look and feel as
good on the outside as the inside.

Market involvement and sustained
presence. Many physicians are highly
involved in their respective medical
societies, in research, in drug and
device studies and development, and in
non-profit and humanitarian organiza-
tions. Patients are very interested in
knowing these things. They are inter-
ested in forming a relationship with
you, and all of this information is of
value in relationship-building . 

Brands are Important to Consumers
Consumers rely on brand identities.
Brands are important:

As a shortcut. Consumers make
thousands of decisions every day, and
strong brands make these decisions eas-
ier. Satisfied patients are the strongest
source of new patient referrals. If you
do a good job branding yourself in the
patient’s mind, you are providing them
with a short-cut in making a strong
recommendation to a friend, family
member, or colleague. Becoming a
patient’s “shortcut” occurs as their
understanding and knowledge of you
deepens and the patient/practice rela-
tionship grows strong. 

As a badge. Brands have social
value. Consumers say a lot about them-
selves—and learn a lot about others—
based on the brands one chooses. You
are in a position to manage these per-
ceptions (or not).

As a safety valve. Patients want to
reside with a practice they can depend
upon to partner with them in a whole
and healthy way. When new antioxidants
emerge, consumers turn to the experts
for solid advice regarding science based
evidence versus marketing hype.
Likewise, when a patient notices a new
facial line, wrinkle, or undesirable fold,
you want their questions to come to you.

Powerful Story
A successful medical practice is an excit-
ing business to “brand,” because excep-
tional practices with accomplished
physicians have a very powerful story to
tell. In the ever-expanding world of aes-
thetic medicine, you must take a stand
in practice identity and understand what
this means relative to patient care.
Taking the time to analyze how well you
currently manage perceptions about
your practice is the first critical step in
communicating your unique qualities.
Proactively using your self-assessments
to target and implement positive change
will pay dividends forever. n
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Sample Branding “Perception” Survey
In our ongoing attempts to provide the highest quality care and the best personal 
practice experience, we are asking select individuals such as you to participate in this
important survey. You have been selected to take part in this survey because we value
your thoughts and impressions. We are extremely grateful for your time and 
consideration.

1. How is the practice perceived in this area? 

2. If the practice were gone tomorrow, what quality(s) would you attempt to find in 
another office?

3. Do you feel we have a “passion” for any particular service, procedure, or product?

4. What three words best capture who or what we are to our patients?

5. How would you describe our practice to your best friend or a sibling?

6. What could we do better?

7. What would you like us to “look” like in the next five to 10 years?

8. How would you describe our practice to an acquaintance?

9. How do you feel after you have been to our practice?

10. What thoughts do you have about your time with us?

Please forward the completed survey in the attached addressed and stamped envelope. Out
of respect for your privacy and in hope is eliciting complete candor, we have retained an
independent consulting group to compile the results of this small, select survey.


