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After tAlking to many medical 
aesthetic practitioners, i’ve 
learned that nearly all of them 
wish they never had to do any 
marketing – let alone any selling.  

let’s be honest; you are trained 
to be a doctor, nurse or dentist 
and not a sales and marketing 
expert.  

So if you feel completely out of 
your comfort zone when trying to 
promote yourself, you are not 
alone. 

But if your goal is to serve as 
many of your ideal patients as 
possible, then sales and market-
ing are two of the main skills that 
will take you there. 

So, what are the differences 
between the two skills?
	Marketing – increasing the 
number of people who know 
about you and your service;
	Sales – actively helping some-
one to decide if they want to work 
with you and how they can.

the goal of effective marketing 
is to attract your preferred 
patients to you, then educate 
them so they understand if and 
how you can help them.  

Getting your message across
An important part of your role is 
to position you and your clinic by 
communicating the key unique 
benefits of working with you in a 
way that matters to the patient.  

You need to be able to describe 
your value and why you are differ-
ent from the competition, then 
make sure that the patient feels 
comfortable they are making a 
good choice and will not regret 
their decision.  

it is difficult for prospective 
patients – on their own – to deter-
mine the objective professional 
skill and quality of a given aes-
thetic professional. 

instead, they typically deter-
mine who is right for them based 
on their perception of your pro-
fessional brand, personal recom-
mendations and pricing. 

One of the quickest ways to get 
really clear on this is to identify 
what you would like to be known 
for. 

getting clear on your message is 
the foundation of any business. 
today, we only get very small 
windows of opportunity to reach 
out and connect with our target 
market simply because, as con-

‘Fear’ of sales and 
marketing could be 
holding back your 
business. But Pam 
Underdown believes 
you could really learn 
to overcome your 
concerns – forever
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sumers, we are all inundated with 
media messages.  

So it’s important to make sure 
that all of your messaging sounds 
compelling by building potential 
customers’ trust and liking at the 
same time as stimulating their 
interest, simply because you are 
talking their language.  

One of the key foundational 
principles is to remember what it 
is your patient is actually buying 
from you: confidence, safety, 
quality, hope and results. 

Make sure you use ‘patient- 
focused language’ that is talking 
directly to the pains, problems 
and concerns that they wish to 
resolve. Use the word ‘you’ on 
your marketing and website – 
even on your ‘About Us’ page. 

Before creating your copy – 
think about the following:
	What are the top three biggest 
problems they face?
	What three things do they want 
more than anything?
	What is the number-one result 
you can help your patient 
achieve?  
	What other benefits will they 
get as a result of working with 
you?
	What will the higher emotional 
benefits be?

if you are like the majority of 
practitioners, you likely cringe 
hearing the word ‘sales’, as it con-
jures up images of aggressive and 
pushy promotional tactics that 
are totally misaligned with your 
values and personality. 

selling = helping
However, the word ‘sell’ is derived 
from the icelandic word ‘Selja’ 
and the Anglo-Saxon word 
‘Syllan’; both mean ‘to serve’ or 
‘to give’.   

Ultimately, selling is about 
helping people who already want 
and need your services to make 
their decision more easily. 

People don’t always understand 
that you can help them – particu-
larly if they have a skin condition 
they have struggled with for 
many years and they don’t know 
that there is help available for 
them. 

therefore, to not serve them 
when you know you can help 
them is doing both the patient 
and you a disservice. 

We all have images in our mind 
about sales and selling that have 

been built up over the years. 
there are often bad images in our 
mind of the pushy car sales per-
son with the greasy hair or the 
aggressive double-glazing sales 
person that interrupted our even-
ing meal. 

Whatever the image is for you,  
it’s very hard to shake this idea 
that ‘sales’ is an icky word. So if 
you do have a problem with it – 
then the key is to think about it 
differently and use different 
words.   

Popular misconceptions
there is still a misconception that 
you have to have the ‘gift of the 
gab’ or to be really smooth or 
charming to get the sale, but 
that’s not the case. 

think about your own experi-
ences – have you ever won over by 
someone who was a ‘gift of the 
gab’ smoothie’? i expect not. 
However, if you did, there is a 
high chance you regretted it 
quickly afterwards. 

Another serious misconception 
is that you must have a patter or a 
sales spiel or script. But if we hear 
a sales spiel in parrot-fashion, we 
all know we are being sold to, 
don’t we? 

Just like the people who cold-
call us during an evening to sell us 
insurance or get us to change 
energy suppliers, or the charity 
workers in a busy shopping centre 
– they all have their spiel. And 
nine times out of ten, we know we 
are being sold to and we don’t like 
it.  

So why is that? it’s because the 
majority of people actually like 
buying – but they don’t like being 
sold to.

the goal of effective selling is to 
determine whether you have the 
right product or service to actu-
ally solve your patients’ problems. 

instead of selling, the key is edu-
cate your patients about what you 
do and how it can help them, 

The goal of 
effective 
selling is to 
determine 
whether you 
have the right 
product or 
service to 
actually solve 
your patients’ 
problems

while keeping patient safety at the 
forefront of everything you do.  

Build trust by listening and ask-
ing questions to discover and 
understand your patient’s feelings, 
concerns and motives. You must 
show genuine interest with inten-
tion to serve and educate your 
patients and not just sell to them.  

engage with your patients in a 
way that shows your priority is to 
take care of them. taking the time 
to really understand your patient 
before you educate them will 
ensure they only go ahead with a 
treatment if it is right for them 
and right for you.   

➲	Don’t forget that sales is all 
about asking questions in order 
for the patient to be able to iden-
tify whether what you can offer is 
right for them or not.   

➲	it’s not about you telling 
them; it’s about you really listen-
ing, asking lots of questions, pro-
viding education and advice and 
then allowing them time to make 
an informed decision.   

➲	it is a matching process: are 
you right for them? Are they right 
for you? Will this be a win-win for 
both parties?

if someone decides that they 
aren’t going to go ahead, you can 
still help them to come to that 
decision and ultimately leave 
your clinic in a better place than 
they were before they found you. 

Do this by offering them some 
free skincare advice, knowledge or 
tips that will help them along 
their way.  

Two types of people
What is interesting is that there 
are two different types of people 
out there: there are the people 
who worry too much that they 
may come across as pushy, but 
they don’t at all.  

then there are those who say 
they are very comfortable with 
sales and selling, but they are 
often over-confident, which 
means that they often come 
across as pushy and aggressive.  
the key is to find a balance.

When we worry about being 
pushy, there are certain types of 
people we are all thinking about. 
they are the ones that push 
things on you: they talk at you 
and don’t listen. 

they are really only interested 
in pushing their agenda on you, 
they don’t respect your time, they 

aren’t sensitive to your body lan-
guage, they don’t leave you alone.
But when you try as politely as 
you can to get rid of them, they 
don’t see or hear you. these are 
the people we worry about when 
we have a fear of being too pushy.

At the other end of the scale are 
the under-confident people, who 
are always backing away from the 
patient. if you fear being pushy, 
there is a reasonable likelihood 
that you are naturally coming 
across as under-confident.  

You could be doing and saying 
everything right, but subcon-
sciously this means that some-
thing just doesn’t feel quite right 
for the patient. they won’t be 
able to articulate why, but there is 
a feeling that is giving them a lack 
of safety, reassurance and confi-
dence in you.  

if you are worried about being 
pushy, i can almost guarantee 
that you aren’t, simply because 
pushy people aren’t very sensitive 

to other people and they are not 
very good at picking up signals or 
reading people.  

if you are subconsciously back-
ing away, your prospective patient 
doesn’t feel safe, because you 
haven’t led them to a decision – 
yes or no. even though they may 
have felt that you had understood 
their needs, they may have 
noticed that something just 
didn’t feel right.  

show conviction
if you didn’t ask them if they 
wanted to go ahead (or not), then 
not only would they have felt 
rejected but they would have 
sensed that there was an element 
of safety missing from the conver-
sation.  

it’s very important to show con-
viction during the whole conver-
sation, not only when you are 
talking about your treatments and 
the results you can provide, but 
also when you ask whether they 

are happy to proceed after being 
fully informed and educated. 

the end result of not educating 
(selling) is that the patient is 
going to lose out in other ways: 
they didn’t get the results they 
were looking for and they didn’t 
get the help they needed.  

Or perhaps they did get it a week 
later when they went to your com-
petitors – but perhaps your com-
petitors didn’t do a very good job 
and the patient’s safety and well-
being was compromised? then 
who lost out? Both of you.
 Next month: I will explain 
why the team you surround 
yourself with can make or break 
your business, how you can find 
the right team players and how 
to ensure they produce a con-
sistent experience for your 
patients every time they visit.

Pam Underdown (pictured left) is 
chief executive at Aesthetic Business 
Trans formations
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One of the key 
foundational 
principles is to 
remember 
what it is your 
patient is 
actually 
buying from 
you: 
confidence, 
safety, quality, 
hope and 
results


