
W
elcome to the fifth in a six-article series 
helping you to “master the business of 
aesthetics” and be on your way to achieving 
exactly what you want for your business. 
This month I am going to share some ideas 

that will help you with your digital marketing, which is an 
essential component of your overall marketing strategy, 
but an area where many aesthetic professionals often feel 
overwhelmed and confused. 

There are a number of reasons for these feelings. For 
most it’s because the choice can often feel too complex. 
For others, they are worried about raising their head over 
the parapet for fear of saying or doing the wrong thing. For 
some, they simply don’t know where to start, so they sit on 
the side lines, eager but not quite sure if it will be worth the 
time and effort.

In today’s online, fast moving and highly competitive 
world, we have more ways and even more possible places 
to market ourselves. Whilst social media marketing is 
generally free, it can be very time-consuming and the 
same goes for blogging and content marketing. However, 
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Digital age 
traditional print advertising and digital advertising, such 
as Google AdWords, can be expensive and a return on your 
investment isn’t always guaranteed. Whether you’re new to 
online marketing or just looking to do it better, the following 
tips are for you.

1. Blogging, articles and content marketing (written and 
video) are some of the best digital marketing strategies 
for aesthetic professionals
By providing both your prospective and existing patients 
with informative, educational and non-salesy content, you 
and your team can quickly establish yourselves as experts in 
your area, build your profile, increase your brand and develop 
relationships and trust at the same time – this is essential for 
those prospective patients who are still in research mode 
and not quite ready to pick up the phone yet. Blogging can 
also positively impact your SEO. If you can blog at least once 
or, ideally, twice a week, you will significantly increase your 
website’s ability to be found on search engines. The more 
you blog (assuming your blog resides on your company 
website), the more traffic your site will get from the search 
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engines, simply because all search engines and real people 
love fresh content. Don’t forget to include a call to action to 
generate some leads from your blog. 

If you aren’t sure what to write about then ask your 
patients what would interest them and what they would like 
to learn more about. You can get ideas, follow your favourite 
blogs and discover new ones at bloglovin.com – although 
don’t forget to credit the original author if you are going 
to share anything useful. Sign up to Google alerts about 
interesting subjects and write from your own perspective 
and knowledge about the subject. Keep a record of 
questions that your patients ask you and create a written or, 
if it’s easier, video blog to share the answer with everyone. 
Do this regularly with “Love Your Skin Saturday”, or “Meet 
the Team Tuesday” posts to really build a following. Have a 
look at my own blog and Facebook page for ideas that are 
easy to replicate. 

The more you can showcase your personality, experience 
and knowledge throughout your blogging, writing and  
video creation – the more 
you will develop 
your own loyal 

following. If you find that you enjoy writing, then you should 
also consider guest blogging and article contribution to  
local magazines and newspapers as well as industry 
magazines such as this fantastic one. You can further 
expand your reach and build your profile by linking the blog 
to your website and show off your knowledge to attract 
more patients to you.

2. Leverage social media and Facebook advertising
When done properly, social media can produce a large 
number of prospective patients. However you need to 
learn how to use it correctly to ensure you get a return for 
the amount of time it can take. Start by choosing one or 
two social media platforms that your existing patients and 
prospects use the most, but if you aren’t sure, then ask them 
in a simple survey. In aesthetics, it’s likely to be Facebook 
and Instagram, however, please make sure that you don’t 
ignore Google+. Whilst not many of us use it as a social 
network, it is critical to start building a presence there. 
As the largest search engine in the UK, Google do place a 
huge amount of importance on it and it can be possible to 

get higher up the organic search results if you do use it 
properly (see point three for more information).

It’s called “social” media for a reason so make 
sure that you are sociable, engaging, and 

show your real, human side. Don’t sell too 
often and ensure that you keep your 

posts frequent, relevant and helpful to 
your audience. The more you engage, 

the more your posts are shared and 
commented on, the more people will 
see them. Just because you have > 
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hundreds or even thousands of likes on your Facebook page 
doesn’t mean that all of them will see your posts – it’s likely 
to be only a small percentage, because Facebook want you 
to spend money on advertising with them. Please read my 
article from June 2016 entitled “The Facebook Factor” for 
more help with this. 

As it’s becoming more impossible to take back what you 
say in social media, make sure to think before you post. A 
social media policy today is essential, so that employees 
and freelancers know the rules and expectations for 
posting online. Finally, make sure you stay alert – social 
media is the place where consumers voice their opinions 
about you, good and bad. Having alerts set up to notify you 
of mentions, comments, or messages can help you make 
sure you address situations before they get out of hand.

3. Be present on map listings and local search marketing
Your prospective patients are searching for your business 
on the go using apps like Google Maps and Apple Maps. 
Make sure they find you by claiming your local listings 
and making sure information is up to date. Make sure 
you claim your Google+ local page. This is critical to 
make sure that you show up in Google Maps and 
Google’s local search results. 

4. Maximise email marketing and email 
reminders 
Email marketing is great for engaging your 
existing patients, but you’re really limiting 
its potential if you leave it there. Maximise 
its potential to attract new patients 
by integrating your email marketing 
campaigns with your other marketing 
campaigns and vice versa. The impact 
of email is undeniable and most of you 
are sat on a huge database of untapped 
potential – so share your knowledge 
weekly. One of my most successful 
clients – Dr Victoria Manning at River 
Aesthetics – does this really well by 
sharing educational, informative 
and interesting email newsletters 
on a weekly basis. 

5. Promote your positive 
reviews
We all know that what 
people say in reviews 
matters to consumers and 
many consumers trust online 
reviews just as much as they trust 
a personal recommendation – 
especially if they are video reviews. 
In fact, “social proof” is critical to 
the aesthetics marketplace as your 
patients can sell you better than you can. 
Because your reviews are visible in search 
results, having positive reviews with high 
rankings can help persuade interested 
patients to give you a chance. Don’t let 
the reviews just sit there, make sure you 
promote them in other places, such as 
your website and social media platforms.
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STRATEGISING 
Before you start any marketing (online or offline) make sure 
you do the following: 

Set your goal and one or two objectives
What do you want to achieve? Do you want to drive visitors 
to your website, do you want the phone to ring, or do you 
want to gather email addresses for a newsletter?

Identify your target audience and be clear about the type 
of prospective patients you want to reach
What do they care about most? What are their problems? 
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Have they had treatments before, or are they new? Are 
they currently buying from a competitor? Also consider 
their demographics, likes, dislikes, location and where they 
spend time online as this can all help you determine the  
best ways to reach them, as well as the messages that will 
work best.

Learn about your existing patients
Always ask your current patients how they 
found you and why they chose you. If they 
found you online, ask them what search 
terms they used. Ask them which social 
media platforms they use. All of this 
insight can really help you focus your 
efforts and will ensure that you don’t 
jump to any conclusions. “I’m sure 
my patients don’t use Facebook” is a 
statement I often hear, but this is usually 
based on guess work not fact!

Check out your competitors
Just because a competitor is doing it, 
doesn’t mean it works (but it might). 
Reviewing what your competition 
is doing can help you create your 
own unique approach. Just don’t 
get obsessed about it – because 
you are a unique individual and 
a very different person to your 
competitors. It’s also useful to keep an eye 
on national and international aesthetic 
practitioners to get some great ideas. 

Set a strategy, but keep refining 
and retuning it
Taking the time to think through your 
plan and then documenting it before 
you begin will dramatically improve your results. Start 
by choosing one or two tactics that work within your 
budget, make sense for your target market and make  
sure that you can commit the time to manage it consistently 
and effectively. 

Track your results and follow my “spend small, fail small, 
measure and improve” strategy every time
Marketing is all about testing – just because you tried 
something once and it didn’t work, doesn’t mean it won’t 
work again if you change one or two aspects of it. You and I 
could strategise about marketing for the next year, but it’s 
all about what makes your prospective patients take action 
– they are the only people who will respond (or not) to your 
marketing campaigns. 

Online marketing generates a huge amount of data to 
let you review and refine your marketing efforts. Keep a 
very close eye on your website analytics (www.google.

com/analytics). Measure your “click-through rates” and 
“conversions”. How many people who see your adverts 
actually “convert” into patients or take a specific action, 
such as subscribing to your newsletter? You could also try 
phone number tracking. Using a unique phone number in 
your ads lets you see exactly how many calls your campaign 
has generated. If you can’t go this far then please make sure 
you place a unique code in every marketing campaign so that 
you can track the results – if you don’t then you are throwing 
mud at the walls and hoping that it sticks. 

As with anything else, practice and persistence will lead 
to online marketing success. I sincerely hope that these tips 
start you on the path to becoming an online superstar but, 
just as importantly, I hope you enjoy the journey and start 
reaping the rewards very soon. 

Next month, in the final article in this series, I will be 
sharing a number of strategies from my own business  
coach and mentor to help you make sure that 2017 is your 
best year yet. AM
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