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A
s concern for the environment
grows increasingly popular,
“going green” has emerged as the

marketing trend du jour. While con-
cern for the environment is important
and hopefully has staying power, mar-
keting products as “green” is probably
a fad that will pass in time. Just a few
years ago, the marketing buzzword
was “value-added,” and now we hard-
ly ever hear the term. Nonetheless,
the principles of value-added service
remain fundamental to the success of
many enterprises, including cosmetic
dermatology practice.

A few months ago, I outlined
strategies for positioning yourself as
the cosmetic dermatology expert
patients should turn to. I maintain
my assertion that you must attract
patients on the basis of your expertise,
not cut-rate prices. At the same time,
it is important to recognize that giv-
ing patients “a little something” extra
is a great way to build goodwill and
bolster your relationship. Below I’ll
outline some of the value-added serv-
ices I provide that can be easily adapt-
ed to other practices.

A Noteworthy Newsletter
A practice newsletter is a great way to
keep patients informed about new prod-
ucts and services. For best results, how-
ever, I have found it useful to expand
the editorial focus beyond standard pro-
motion of the practice. Additionally, it is
critical to ensure the quality and read-
ability of the newsletter.

I have a staff
member dedicated to
compiling and devel-
oping content for
our newsletter,
which is distributed
electronically. In our
digital age, most
patients can access
the on-line newslet-
ter, and electronic
distribution has
eliminated printing
and postage bills. In
fact, with 10,000 current subscribers, we
probably could not afford to publish the
newsletter monthly if we did it in print.

Of course, a good newsletter must
showcase you, your practice, and the
services you provide. Let patients know
about awards and recognition you’ve
received, training you’ve completed, new
products and services you are adding,
and upcoming events. Use in-house
before-and-after photos to showcase
your skill. Offer general tips on beauty
and skincare to help patients maintain
the results of cosmetic procedures they
had at your practice.

Our newsletter covers a broad range
of additional topics: trivia, local news,
“weird” news, general health and medical
updates, even brain teasers and more.
This additional coverage serves two pur-
poses. Coupled with the skincare advice
and practice updates, it makes the
newsletter both entertaining and inform-
ative, and patients therefore perceive that
we are serving their needs. Furthermore,

the more content the newsletter offers
and the broader the scope of appeal, the
more likely it is to capture and hold the
reader’s interest. So even if they skip over
some of your practice updates, patients
are bound to read others.

An Awesome Website
My philosophy toward the website is
similar to my philosophy for the
newsletter. The primary intention is to
showcase you and your practice, but if
you can provide a service to patients by
offering educational content and
becoming a go-to resource, you can
maximize the impact. My website fea-
tures information about skin condi-
tions, cosmetic procedures, the unique
skill of dermatologists, and my own
training, skills, and areas of expertise.
We offer before-and-after photos of
various interventions, access to the
newsletter archives, and links to educa-
tional resources. There are also links to
publications in which I am featured or
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quoted as well as my TV and radio
appearances. There is an abundance of
information offered, and we always
update and refresh the content. Patients
have come to trust the site as a prime,
comprehensive source for information
about skin health generally, and various
therapeutic interventions specifically.

In order for the website to truly rep-
resent a “service” to patients, it must be
well designed (hire a professional for
best results) and easy to navigate. A
poorly-designed website that is difficult
to navigate will only frustrate patients
and will impede their ability to access
the important promotional information
you want them to see.

I spend approximately $1,000.00+
per month keeping my website up-to-
date and fresh.

A Reasonable Rewards Program
Many successful cosmetic practices,
including mine, have rolled out pro-
grams, similar to frequent flyer pro-
grams, to reward both frequent product
and procedure purchases. These differ
significantly from the gimmick
“rewards” that un-experienced or under-
trained competitors might offer. My
patients don’t get every fifth filler treat-
ment for free, and they don’t get roped
into paying more for apparently
reduced, generally inneffective, but
nonetheless lucrative add-on treatments
as a “reward” for their loyalty.

Reasonable rewards may include free
products for patients who purchase a
certain volume of dispensed products
over time. There may also be free prod-
uct promotions or discounts on prod-
ucts for patients who purchase certain
cosmetic procedures. Making patients
eligible for percentage discounts when
they complete a specified number of
procedures is also reasonable.

Be extremely wary of pharmaceutical
programs offering gifts or cash rebates to
your patients in exchange for their per-
sonal contact information. If you ever

stop using that company’s products, do
you think they would hesitate to market
directly to your patients, telling them
another nearby provider provides that
company’s products? I call this “Trojan
Horse Marketing,” and you should be
familiar with it.

Just as the local grocery store may
send special promotions to rewards card
carriers, you, too, should regularly con-
nect with your frequent buyers by
extending special offers for seasonal or
“new product” discounts or free samples.
Around the holidays, you might offer
free gift-packaging for frequent buyers
or other add-on services. Program mem-
bers can be entered into a drawing for a
free product each month.

Discounts on Other Services
As just noted, unscrupulous providers
can “bundle” services in a way that pro-
vides them significant financial gain
while offering little or no actual benefit
to the patient. However, that doesn’t
mean that combination discounts are
always bad. As you establish or re-assess
your fees for cosmetic services, think
about procedures from the standpoint of
the patient. Given that synergistic servic-
es exist (botulinum toxin plus fillers,
fillers plus IPL, etc.) and are frequently
requested, you could consider establish-
ing standard “packages” for the most
common combination interventions.
Alternatively, you could establish a stan-
dard percentage-based discount policy. 

As long as discounts are used to
encourage—not pressure—patients to
undergo procedures that are clearly
indicated and will provide true benefits,
there is no ethical concern. To avoid
the appearance of placing undue pres-
sure on patients, don’t make combina-
tion discounts a “today-only” type of
offer. Patients who elect to pursue the
second intervention at their next visit
should get the same discount as the
individual who signed on for both ser-
vics at the first visit. It is, of course, fair

to withdraw or modify an offer if the
patient returns three years later.

Free Samples
Offering free samples is a smart way to
attract new customers to your dispensa-
ry. Depending on the size and type of
sample, it’s a good idea to leave a basket
in the exam room or reception area for
all patients. Select sampling of some
products can be an integral part of your
approach to certain cosmetic and med-
ical conditions. If you dispense a mois-
turizing skin lightener you feel is espe-
cially effective for melasma and a patient
seems genuinely interested, then offer
her a sample. She may like the product
and will return to buy it.

Free “recovery packs” are another
perk for patients. Whether your practice
assembles the kits or you purchase
ready-made packs available from various
manufacturers, you should be prepared
to send patients out the door with sam-
ples of all the materials they will need
for their recovery. For any cosmetic pro-
cedure this includes a good broad-spec-
trum sunscreen, a moisturizing facial
cleanser, and a non-acnegenic moisturiz-
er. You could add other products to tai-
lor the kits to specific procedures.
Patients see these packs as a nice service,
and if they like the products, they’ll
return to buy more. By providing the
packs you increase the likelihood
patients will comply with post-op
instructions and thus ensure better long-
term results and satisfaction.

A Direct Call-in Line
Our aesthetic patients love the direct
call-in line. Patients who call the line
always reach a person who is able to
answer questions or schedule appoint-
ments. Patients appreciate that they don’t
have to wait on hold or navigate an auto-
mated answering system. Given that few
business calls are answered by a person
today, patients feel almost privileged to
use the direct call line. n
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