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in the customer’s mind.” Collier was an early 20th century 
author. He was well published in the self-help niche at that 
time, but he was also a master salesman on paper. One of 
his chief principles was that in all your marketing you have 
to “…enter the conversation in your prospect’s head.” That’s 
as true today as it was in the early 1930’s when he wrote it.

At this moment in time, your prospective patients are 
carrying on their own personal conversations in their heads. 
If you try to break in on that conversation by shouting some 
overblown promise or yelling about your latest promotion 
– then your message will get the delete button faster than 
you can say “but wait there’s more!” All great marketing 
campaigns and all blockbuster sales messages, start with 
understanding your prospect’s current mind-set. This is 
the “mental conversation” your prospects are having with 
themselves. Therefore, if you want to cut through the noise 
and be heard, then it’s absolutely necessary to understand 
this first - so you can start from there. The bottom line is 
that you have to meet your prospective patients at exactly 
where they are in their own mind, before you can take them 
to where you want them to go.

THE “DAN KENNEDY TEST”
This all sounds quite simple doesn’t it? Well let’s see first 
of all if you can pass the “Dan Kennedy Test”. One of the 
world’s leading marketers – Dan Kennedy – used to do an 
exercise with his students where he would tell them to 
write a full page description of their favourite TV character. 
The majority of people had no problem filling up the whole 
page. Then he would ask them to turn the page over and say 
“okay now write a full page about your ideal prospect, your 
ideal customer”. The majority couldn’t get past a couple 
sentences. This is a huge problem. What about you? Would 
you be able to do this?

If you don’t know as much about your prospects and 
clients as you do about, say Basil Fawlty or Jack Bauer, 
then all of your marketing is in trouble. If you want your 
marketing to work, then you have to start with a clear, 
specific understanding of what’s going on inside your 
prospective patients’ heads. And the unfortunate reality 
is, most people can’t do this. Have you ever been in search 
of a solution to a specific problem and stumbled across 
someone who was able to describe your struggles to a T? 
Someone who could identify with all your frustrations and 
questions? How long did it take you to label them as the 
ultimate expert status in your mind? Probably not that 
long I would imagine. Simply because that’s how it works. 
If you can clearly and specifically articulate the pain that 
your prospective patients are feeling, and show them how 
to overcome it, then you will become the go to expert and 
authority in your prospects’ minds.

When people ask what you do - how do you respond? 
Do you launch into a long and boring description of your 
treatments and services? You’ve heard the old saying 
“people don’t care how much you know until they know how 
much you care”. Let’s get honest – people are generally 
selfish and self-serving. You can argue about this all you 
want, but fact is most of us walk around thinking “what’s in it 
for me”? We are all tuned into “WIIFM” radio station. But for 
some reason when we are presenting our business to others 
we forget about this and broadcast on station “WWD” – 
what we do! Most people don’t need or want to understand 
what it is that you do; they just want to FEEL UNDERSTOOD!

A
s an aesthetic practitioner and business owner, 
have you ever felt as if you were throwing your 
money away on marketing and advertising that 
just didn’t work? Perhaps you placed an advert in 
a glossy magazine or a local newspaper, but the 

phone didn’t ring. You quickly realised it wasn’t working but 
you kept running your ad anyway? Why was this? Perhaps 
you had hoped that the repetition would finally kick in and 
your target market would eventually recognise you and your 
business – then contact you? Or maybe you remember how 
the advertising sales representative kept insisting on the 
need for repetition and patience?

Today, as consumers, we are all bombarded with 
marketing messages from emails, newspapers, magazines, 
radio, TV and social media. Written communications remain 
at the heart of marketing and promotion for any marketer 
and business owner. So how do you cut through the noise 
to make sure that your message is not only seen and heard 
by your target audience, but that it really resonates with 
them and inspires them enough to take action? While your 
message needs to attract the attention of your patients, 
it also needs to follow through on what it promises. 
Exaggerated claims diminish your message because 
they create a different expectation for your treatments, 
services or products than what’s actually true. 

In direct marketing, there’s The Robert Collier Principle 
– based on a quote attributed to a copywriter of Robert 
Collier: “Always enter the conversation already taking place 
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THE 10 STEP PROCESS TO DEVELOP YOUR MAGNETIC 
MARKETING MESSAGE:

1.  It all starts with knowing your audience, so, if you 
haven’t done so already, you need to define your ideal 
patient and understand what it’s really like to be in 
their shoes. 

2.  Use the language your patients would most likely use. 
Write like you speak – using simple, clear, everyday 
language. Remember that most people spend more 
time thinking about their problems – not solutions. 

3.  What are your patients really buying when they 
invest in your treatments and services? One thing for 
sure – they are not buying what you are doing. They 
are buying the results your treatment or service is 
producing. What Are You Really Selling? When your 
patients have completed their course of treatments, 
or finished using your products: ask yourself how are 
they better off than they were before? What tangible 
and measurable results have they got? Then make a 
list of the top 10 tangible results you can think of.

4.  Ask ‘You Focused’ questions to capture their interest 
and ensure your ideal patient doesn’t feel talked at. 
Use the word “you” or “your” rather than we or us. For 
example: Are you fed up of your sagging jowls? Are 
acne scars getting you down? Are you concerned 
about facial lines and wrinkles?

5.  Remember that people are run by their emotions. 
To make your message more “emotionally charged” 
describe how your patients and clients typically 
benefit from your treatments and services – in a way 
that matters to them. Another way to tap into an 
emotional reason why patients should do business 
with you is to explore and share your own reasons why 
you got into this business and how you got started. 

6.  Understand but don’t get obsessed with your 
competition. Use your MMM to explain how you do 
things differently or better than your competition 
(but without bad mouthing them). It is the strength 
of the selling message, combined with a great 
understanding of marketing and a robust approach 
to sales that will enable one business to outperform 
the other.

7.  Understand and address the barriers that can 
prevent a patient buying from you.

8.  Always write as though you are having a one to one 
conversation with the reader (your ideal patient). Use 
words that inspire warmth, personality and enthusiasm

9.  You need to design your messaging and your whole 
patient experience around what you want to be 
known for and how you want your patients to FEEL. 

10.  Make sure that you do everything you can to grab and 
keep your prospects attention, then ensure they take 
action by using the A.I.D.A Principle: Attract their 
Attention, stimulate Interest, create Desire and end 
with a call to Action.

Your Magnetic Marketing 
Message is what grabs your 

prospects’ attention, tells them 
how you can solve their problem, 
why they should trust you and 
why they should choose to do 
business with you over any of 

your competitors

You may be the best aesthetic professional in your area – 
however the fact is, if you can’t describe what you do in a way 
that prospective patients feel compelled to do business 
with you, then you will continue to find it difficult to attract 
and retain enough of your ideal patients. This is exactly why 
you need to develop a “Magnetic Marketing Message”. 

So what is an “MMM”? The term “message” in itself 
implies a communication that is received and understood. 
Your MMM is what grabs your prospects’ attention, tells 
them how you can solve their problem, why they should 
trust you and why they should choose to do business with 
you over any of your competitors. You will use your MMM  
in every aspect of your online and offline marketing. The 
right MMM can move a patient from not knowing you – to 
being interested in what you have to offer and wanting  
to find out more. 

Crafting a message that resonates with your target 
market and stays true to your business is essential to getting 
the most value out of your marketing efforts. With the right 
combination of words, images and videos, you’ll create a 
message that’s relevant to your patients and draws the right 
attention to your business and its treatments and services.

For FREE access to Pam’s online Business Mastery resources 
- please contact info@aesthetic-bt.com  AM


