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Casting the net
Pam Underdown reveals 
how to reel patients into 
your facial aesthetics 
practice

Pam Underdown is the founder and owner 
of Aesthetic Business Transformations, a 
business growth specialist working exclusively 
to help aesthetic business owners. Pam has 
been specialising in the aesthetics industry 
for 10 years and has more than 25 years of 
sales, business development and marketing 
experience. Pam will help you to attract and 
retain more of your ideal patients, implement 
marketing strategies that produce a return on 
investment, help you to eliminate any fear of 
sales and marketing, and provide the structure, 
support and accountability to help you build a 
sustainable and profitable business asset.

The facial aesthetics marketplace was much 
easier before the global recession, and the 
majority of businesses didn’t have to try too 
hard to fill up their appointment book with 
high spend patients – or the wrong ones.

We already know that today’s aesthetic 
patient is a fickle consumer. The patient 
who wants cosmetic procedures is engulfed 

in emotions. They are uncomfortable about 
a physical aspect they want removed, 
enhanced or rejuvenated and that leads to 
vulnerability. They are most likely confused 
about what to do and who should do it. 
When they do call your practice and visit 
you in person, they expect a good patient 
experience every time.

Attracting the wrong patients can kill 
your business. They will suck up all your 
time, eat up all your profit and expect more 
of you than you can possibly give. 

But attracting the right patients isn’t just 
about thinking who needs your services the 
most. It’s about you being very selective 
about whom you want to sell to. You can 
either try to sell to anybody at the risk of 
attracting nobody, or you can get really 
specific about who you want to work with. 

Your patients are an expression of you 
and your personality. If you are a bargain 
hunter, always going for the cheapest, then 
that is the type of patient you will attract. 

But if you are a refined individual, who 

always chooses the most expensive, luxury 
item, then you will find that you attract that 
type of person. 

But at both ends of the scale you are 
limiting your options. Research states that 
approximately 14% of the population will 
only ever chose the cheapest, and only 5% 
will ever chose the most expensive. 

So you need to be somewhere in 
the middle, attracting the majority of 
the population who look for value, an 

‘Attracting the wrong patients 
can kill your business. They 

will suck up all your time, eat 
up all your profit and expect 

more of you than you can 
possibly give’



33adt August 2015

experience, results and an outcome that 
offers great value for money, and a dentist 
they can trust.

Step one: the patient 
experience
Think about the patients that you really 
enjoy spending time with, the ones you 
know you give more to, the ones who refer 
other patients to you without asking for 
anything in return. 

You connect with them on a personal level 
and they don’t expect a discount.  

Next, think about how you feel when 
you spend time with those patients; how it 
brightens your day and how much you look 
forward to it.

Then, think of those patients who cause 
you problems. The ones you know you 
perhaps shouldn’t have treated, because 
something just didn’t feel right. 

They cause you tension, they cancel 
appointments at the last minute, they turn 
up late, they complain and often have 
unrealistic expectations. How do you feel 
after you spend time with them? Would you 
do anything not to have that type of patient 
experience again?

Step two: define your market
Picture your ideal patient, their traits, their 
personality, their likes and dislikes and their 
qualities. Maybe you only want to work with 
a particular age group. 

Take the time to identify specific 
characteristics of the patients that you do 
want to attract and find out how to talk their 
language, so that you can appeal directly to 
them in all of your marketing messages. 

Work out how to find them – both online 
and offline. The more narrowly you define 
your market, the easier and less expensive 
it will be to fill your practice with plenty of 
your ideal patients.  

Step three: become the patient
Step into the mindset of your ideal patient. 
If you have never been a full paying patient 
before, how can you really understand what 
motivates and influences them to buy? 

Take the time to really understand the 
needs of your patients and the outcome of their 
experience: both from a tangible and intangible 
perspective. 

The tangible results could mean that teeth 
are straighter and visibly whiter. However, 
it is the intangible results that really matter 
and make the difference, such as improved 
confidence and self-esteem. 

Step four: develop a marketing 
plan
Develop a marketing plan that influences 
the right people at the right time with the 
right information and messages. 

Building a business is a lot like going 
fishing. When going on a fishing trip the first 
thing you have to decide on is what type of 
fish you are going after. Why? Because this 
determines where you will go fishing, what 
type of equipment you will need and what type 
of bait you will use. 

Now, translate this into business. It often 
seems like most business owners are using 
a fly-fishing pole to try to catch sharks in 
a freshwater lake. They are going after the 
wrong prospects, looking for them in the 
wrong places and using the wrong approach.

Wherever your patients are hanging out 
or spending their time, this is where your 
business needs to be seen and heard, so that 
your presence is felt. 

You must find them, make it obvious that 
your business is targeting them and make 
sure your message is repeatedly seen by 
them wherever they are. 

Use patient focused language and 
remember: it’s about the patient – it’s not 
about you.

Step five: know your end goal
Ask yourself what your business will look 
like and how you will feel if you are attracting 
enough of your ideal patients. Will you feel 
happier and more content? 

When you know your work matters – 
you will naturally receive more referrals and 
recommendations. You will spend less time on 
those patients who don’t fit your profile and 
as a result feel more energised and focused, 
which means that ultimately your profits will 
improve. 
Care to comment? @AesDenToday

‘Building a business is a lot like 
going fishing. When going on a 
fishing trip the first thing you 
have to decide on is what type 
of fish you are going after. Why? 
Because this determines where 
you will go fishing, what type 
of equipment you will need and 
what type of bait you will use’
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