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A
re you confused about social media? Perhaps 
you are fed up that your efforts aren’t bringing 
much return and you don’t know why? Maybe 
you’re posting every day and you’ve dabbled at 
Facebook ads, but you’re frustrated because no 

matter how much time and effort you put into social media 
marketing, the phone is simply not ringing and your posts 
aren’t hitting enough of your followers? And if that is the 
case, you are not the only one. For most business owners, 
particularly in aesthetics, social media for business can 
be confusing and overwhelming. In fact, many aesthetic 
professionals don’t even want to raise their head above the 
parapet, as they don’t want to post the wrong thing, or be 
open to potential negativity.

Too often I see well-meaning posts that go out without much 
thought and certainly without a strategy. However, this lack 
of planning and thought ultimately means that you probably 
aren’t getting engagement; you don’t know if what you are doing 
is working and why, what posts are correct from regulatory 

perspective and almost certainly what Facebook will allow and 
what they could shut your page down for. All of this confusion 
means that many people don’t even start, which is such a shame, 
as they are missing out on a huge opportunity. 

UNDERSTAND YOUR TARGET AUDIENCE
In order to be successful on social media, you must 
understand your target audience. Start by asking questions, 
be social, interesting and informative. Interact and find out 
what makes them tick. If aren’t sure where to start, then ask 
your existing patients - which platforms do they use? What 
content will they find helpful and interesting? Then start 
posting and see what gets engagement and what doesn’t. 
Most use social media as a platform for their own self-
serving megaphone announcements – “broadcasting at” 
people and then wondering why it doesn’t work. You don’t 
need to stand out from the crowd by shouting as loud as 
possible. Unfortunately, this “spray and pray” approach will 
mean that most of your posts will be ignored and you will be 
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lost in a sea of entertainment, “voyeurism”, 
and procrastination. You need to cut 
through the noise on social media 
in a way that is congruent with 
what people are doing on social 
media and, on the whole, they 
are there to be social. 

When people start 
connecting with you, they 
probably won’t know who 
you are. In reality, you can’t 
expect your audience to 
start spending money 
with you if they don’t 
know, like or trust you. It’s 
a bit like asking someone to 
marry you on a first date, you 
just wouldn’t do it. You need to 
build the “know, like and trust” 
with the content that you post, 
content that is informative and adds 
value to your audience. Make sure that 

you maintain a healthy ratio of 80% useful, 
educational and relationship-building 

posts and 20% promotional. Start 
by creating something that your 

target market will engage with. 
Showcase your expertise and 

build credibility. Whilst this is 
common sense marketing, 
not everyone does it. 

If you have got some 
followers and fans but 
you aren’t getting much 
engagement, despite all of 
your efforts, think of it like 

this – if you have just waved 
at a stranger across the 

street and their immediate 
reaction when waving back to 

you was to thrust a leaflet in your 
hand and tell you about the special 

offer they have available, then I bet 
you would run a mile, I know that I would.  >  

The Facebook    Factor
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You certainly wouldn’t want to spend any time (or money) 
with them. That’s how to think of it in terms of social 
media, if you come on too strong, you will most likely get 
the metaphorical door slammed in your face. You can still 
promote and sell on social media but it needs to 
focused on serving and giving useful content 
– in a way that matters to your audience 
(not you), otherwise people will simply 
unfollow you or ignore you. 

In order to stand out 
from the crowd and start 
building relationships with 
prospective patients, at the 
same time as developing 
continued relationships 
with existing patients, you 
need to create a brand 
personality. Your brand 
personality is based upon 
the real, true authentic you – 
not your logo! You then need 
to use your brand personality 
to build rapport, relations and a 
connection with your audience.  You 
also need to be human and real but, at 
the same time, you need to enable your 
personality to shine through, showing 
how friendly and approachable you are.  

Please be yourself, but try not to be too corporate or 
boring. The essential personality qualities to demonstrate 
in all of your posts are engaging, sociable, open and honest. 
Social media is very transparent and people will see through 
you and ignore you if they feel you are not being authentic. 
Start by observing your competitors and really study those 
who are doing it well. What are they doing? What are they 
saying? What content are they posting? What engagement 
are they getting? Study them and keep tabs on it. Also look 
for those companies you have a personal connection with. 
The ones that you follow outside of your work, what do you 
like? What don’t you like and why are you engaging with 
them? What can you learn and emulate on your own profiles? 

Be positive – anything negative and people will turn away 
from you. This is particularly 
critical around images of 
“botched procedures”. Whilst 
it is important to share 
informative posts and warn 
your followers of the risks 
about not visiting a qualified 
practitioner, you don’t want 
these images associated with 
your brand. If you have a third 
party posting on your behalf 
and they have a bad day, ask 
them not to post – in case 
their mood comes across 
in your name! You are 
responsible for what 
goes out there and 
if anyone leaves 
a negative 
comment – the 
chances are 

people will bite and it will impact you, your business and 
your reputation. Be mindful and make sure you have a plan 
in place to deal with any negative comments professionally 
and take it offline quickly and ensure any third parties have 

contracts in place and don’t post images that you 
haven’t got the rights to use.

If you are using your normal business 
page to post promotions, as you 

probably know – they won’t get 
much exposure these days. 

Facebook have restricted 
all of the free tactics that 

we could use previously, in 
order to get us to spend 
money with them – after 
all let’s not forget they 
are a media company. 
Facebook advertising is 

still the most reasonably 
priced advertising that can 

directly target your ideal 
patients, however there are 

certain ways to get the best 
results and engagement. It is 

worth learning how to use the tool 
properly and to really maximise your 

results you will need to test, measure and 
monitor. Spend small, fail small and continuously 

improve. If you don’t know where to start, use Facebooks 
own free training programme – Facebook.com/blueprint. 
You can also upload your patient database to find them on 
Facebook using “custom audience” then use the “lookalike 
audience” function to find prospective patients with the 
same interests and demographics. 

Without a doubt videos are now overtaking static images 
and are getting more engagement than before. Apparently 
by 2017, 75% of posts on Facebook will be video. We never 
use static images anymore for adverts, because we get a 
better response and a better return with video. If you need a 
gentle nudge to pluck up the courage in front of the camera, 
then you aren’t the only one. It took me 32 takes to do my 
first ever video and I hated every moment of it, but I pushed 

through the pain barrier and now 
I strangely enjoy it. You have got 
other options, such as tools like 
Animoto, or asking someone to 
interview you – but if you can 
push through your comfort zone, 
it will really help to build trust 
and a connection with your target 
audience – before they have even 
met you. 

If you have tried Facebook ads 
but it didn’t work, then please do 

try again, once you have learnt 
how to do it properly. Ads are 

easy to set up (if you follow 
the rules), but the hardest 

part is optimising 
the advert to get 

the results and a 
return. There are 

many adverts types 

When people start 
connecting with you, they 

probably won’t know who you are. 
In reality, you can’t expect your audience 
to start spending money with you if they 
don’t know, like or trust you. It’s a bit like 
asking someone to marry you on a first 

date, you just wouldn’t do it. You need to 
build the “know, like and trust” with the 

content that you post, content that is 
informative and adds value to 

your audience
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to choose from that will either help you to grow your fan 
page or get direct leads and sales. Please don’t boost posts 
from your page as the targeting is very weak, do it from the 
ad manager instead as you will get a better reach. 

A STRATEGY TO GET REVENUE IS BROKEN DOWN 
INTO FIVE KEY POINTS:

1: Before you spend any time on social media you 
have to have a very strong idea of what you are 
doing it for? What is your goal? What would you like 

to see achieved on a weekly and monthly basis? Focus on 
one or two key platforms to begin with, learn how to 
master them and if you do reach your goal then you may 
not need anymore. In reality it’s all about where your 
patients and prospective patients are spending time. If 
you are not sure you will need to ask them. Once you know 
this, you can then create your overall strategy, with a 
smaller plan of action for each platform. What content will 
you post? What will be of interest to your prospective 
patients? Remember it’s all about what will interest them 
and not what interests you. When will you post and how 
often will you post? What are the sweet spots to get the 
biggest bang for your spend?

2: Who is going to do it/who is responsible? If you 
have been dabbling up until now, then I am sure you 
realise that it needs daily focus, effort and attention 

to really get results. Therefore, if you don’t have the time or 
the inclination to commit to this on a daily basis – then you will 
need to find the right person to delegate the daily actions to. 
A word of warning though, make sure you keep control over it 
and make sure they really understand you, your business, 
your target audience, the aesthetics marketplace and your 
brand personality. It can be a complete waste of time to 
abdicate this to someone who doesn’t understand aesthetics. 

Give them specific instructions and keep a daily eye on 
everything they do to ensure they have a solid strategy 
behind it all and know exactly how to get a return on your 
investment. Ask them how they will prove to you that they can 
get a return. If they can’t answer this, it’s a warning sign to find 
someone who can. 

3: This step is all about conversion. How you will 
take your followers and fans from social media to 
become a paying patient? What needs to happen 

for a connection, a fan, a follower to make a phone call and 
arrange a booking with you? Are you giving a clear call to 
action and measuring the response?

4: If you are not capturing the data from your 
social media connections, you are wasting your 
time. Without capturing details in order to build a 

relationship with people outside of Facebook, you are 
putting your faith into having permanent access to your 
social media accounts. 

5: Make sure that you measure your success and 
the revenue you generate. Spend small, fail small, 
test, measure and improve. Do more of what’s 

working and stop what isn’t.  
A word of warning, as I’m sure you know – Facebook and 

all other platforms change their rules all of the time and if 
you don’t follow them carefully, you could lose your page. 
There are very strict rules around images and wording, so 
if you’re not sure and you would like to learn how to get the 
best results from Facebook, there are many training tools 
available through my own online resources and specialist 
social media marketing contacts. Please get in touch if you 
need help, but don’t sit there procrastinating or worrying 
about it – social media is here to stay and you need to 
embrace it, because if you don’t – your competitors will 
and you could be left behind. . AM


