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Emulate a theme 
park experience. . .
. . . but don’t be a Mickey Mouse outfit. In the seventh of her essential series 
for doctors in the aesthetics world, Pam Underdown reveals how to create a 
compelling patient experience – and watch your profits grow overnight

DiD you know: The No.1 reason 
patients will leave your clinic is 
not because of a bad result? 

it will be because of ‘perceived 
indifference’; meaning they 
didn’t feel valued, so they don’t 
feel compelled to return.  

So the key is to make sure your 
patients feel special, valued and 
appreciated by creating a compel-
ling patient experience. The more 
special they feel being around 
you, your staff and your clinic, 
the more likely they are to pay, 
stay and refer.    

So, how do you create a com  -
pelling patient experience? We 
already know that today’s aesthetic 
patient is a fickle consumer. The 
patient who wants cosmetic proce-
dures is engulfed in emotions. 

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

Have you ever been in a restau-
rant where you could feel the 
cohesiveness? it felt like a well-
oiled machine. Almost like a play 
where everyone was on their 
mark and every step was running 
smoothly. 

Theme park effect
What about the most famous 
theme parks in the world? isn’t it 
amazing that nearly everyone 
who attends a Disney theme park 
comes away with a good feeling 
about the visit? Many will wait in 
a queue for an hour in the heat 
and humidity yet feel that they 
have had a good experience or 
certainly got their money’s worth. 

There is, indeed, magic in the 
Magic Kingdom. That magic can 
be transferred to the clinic of 
medicine and the delivery of 
medical aesthetic services and 
procedures. 

Wouldn’t it be a nice goal or 
objective that everyone that left 
your clinic would have the same 
feeling of a positive experience as 
when they leave a Disney theme 
park?  

Many of the Disney methods of 
motivating employees and satis-
fying the guests are not Mickey 
Mouse. They are great for the 
good for the guests, the employ-

ees, their families and the entire 
community.

Why not do the same for your 
own clinic? Let’s look at some of 
the similarities between the aes-
thetics marketplace and a Disney 
theme park. 

The common denominator is 
that both organisations have pay-
ing ‘guests’. These guests expect 
to pay large entrance fees and 
therefore have high expectations 
of the service and the outcome of 
their experience.  

How any business can live up to 
the expectations of their ‘guests’ 
will determine their satisfaction, 
their image in the marketplace 
and, ultimately, their overall busi-
ness success.

Magic moments
Disney has recognised that there 
are critical ‘magic moments’ or 
‘moments of truth’ where the 
guests have contact with the 
employees and the ‘Disney mys-
tique’. Disney has made an effort 
to clearly identify these magic 
moments. 

The Disney organisation esti-
mates that there are an average of 
74 contacts per day between a sin-
gle guest and the employees on 
the front line. These are contacts 
where Disney has an opportunity 
to create a positive impression on 
the guest and to make sure his 
experience is a favourable one. 
Disney definitely understands 
that you seldom get a second 
chance to make a good first 
impression.

in the aesthetics marketplace a 
similar attitude as Disney’s should 
be adopted towards patients 
(guests). 

When the ‘magic moments of 
truth’ are identified, you can 
anticipate that the patients will 
leave with their expectations hav-
ing been met. When you place a 
priority of managing the ‘magic 
moments’, you can expect to 
exceed the patient’s expectations. 
it is then that the patients will 
have a positive feeling about the 
delivery of their procedure and 
the aesthetics market in general.

 S tudy  the  mag ic 
moments where the ‘guest’ has 
contact and passes judgement on 
your business. Do this regularly, 
with a fresh perspective each 
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time. Make sure you ‘mystery 
shop’ your own clinic regularly.

you are in the business of pro-
viding cosmetic treatments. But 
you are also in the first impression 
business and you have to create 
positive impressions. Start with 
your reception area, treatment 
rooms and bathrooms as well 
your desk and office.  

Make sure every area reflects your 
attention to detail and your ability 
to be organised and efficient.   

show appreciation
What do you do to show your 
patients that you appreciate 
them? After all, there are probably 
several other medical aesthetic 
businesses in your town or city 
who do what you do. 

Do you show the patients who 
choose to have their procedures 
with you that you value and 
appreciate their business? Feeling 
appreciated is an experience that 
is universally meaningful.

you could invite special patients 
to experience a Special offer Day 
earlier than the general public or 
you could have an invitation-only 
event one evening and give ViPs 
an additional X per cent discount.  

or you could gift-wrap their 
retail purchases or periodically 
give them for free that favourite 
face cream they often buy. Always 
make sure that you let them know 
that you are extending this exclu-
sive offer to them because they 
are a valued patient and you want 
to show them that you appreciate 
them.  

Focus on attentiveness to ensure 
you and your team become ‘mas-
ters of detail’. your team are your 
eyes and ears, so train them to 
notice and when it is appropriate 
to act on even the smallest pieces 
of information they observe or 
discover about a patient. 

if you know it’s their birthday, 
make sure you send a personalised 
birthday card – and voucher, if 

possible – but also extend birth-
day wishes in person when you 
see them.   

And if a staff member overhears 
a conversation in which one of 
your patients mentions they 
either like or dislike something, 
remember that within minutes, 
anyone who might come into 
contact with that patient knows 
about it. So make sure they only 
say good things about your busi-
ness and the service they received.

Recognition is essential
Greeting your patient by name is 
a very meaningful and treasured 
detail that adds greatly to the way 
they experience doing business 
with you.  

your receptionist should make 
sure she knows just who will be 
walking in the door next, and 
immediately greet them with eye 
contact and their name. There is 
nothing more flattering and there 
is nothing that makes someone 

feel more special than receiving a 
warm, friendly greeting by name 
when walking into a place of busi-
ness.

Whenever i speak to aesthetic 
professionals, they inevitably tell 
me ‘i just want to make my 
patients happy’. Then i ask them 
what they are doing to make 
them happy.  

i’m told they give them a good 
result, their staff phone them to 
follow up to find out how their 
results are and they send out 
email newsletters and special 
offers periodically. And that’s 
about it.

But let me ask you this: Would 
you ask a member of your team to 
phone your partner/spouse to ask 
them how they are today? you 
wouldn’t? Why not? Because it’s 
impersonal.  

you have a relationship with 
your spouse and you need to keep 
in touch personally. The same 
thing is true for your high-spend 

patients. if you want them to 
return and refer, they have to feel 
cared for and cared about.  

if you go the extra mile, that 
alone builds mountains of patient 
loyalty because they’ll remember 
and tell their friends how caring 
you are. 

Little things
Anyone can do the big things right; 
it’s the little things that differenti-
ate one business from another and 
that influence patients to choose 
one over the other. 

often, small-business owners 
cut out the little details when 
times get tough, and this is a big 
mistake. 

Attentiveness and recognition 
cost nothing, nor do personalisa-
tion and consideration. it is often 
the little details that patients 
recall even more than the product 
they purchased or the service they 
received. 

Little details that patients 

notice and that makes them feel 
good about not only making the 
purchase, but making the pur-
chase from you, is a significant 
part of the overall patient experi-
ence. Remember your own per-
sonal experiences and how they 
made you feel – good or bad.  

your aesthetic patients need 
more compelling reasons to invest 
in aesthetics, so, now more than 
ever, give them those reasons.  

Educate them on little things 
they can do right now to look fan-
tastic. Motivate them to act now 
with a special offer and a tight 
expiration date. 

Encourage them to refer their 
friends so they too, can look fabu-
lous. A compelling patient experi-
ence means more engaged 
patients, spending more money 
more frequently and bringing 
their friends.  

Pam Underdown (left) is chief executive 
at Aesthetic Business Transformations

You are in the 
business of 
providing 
cosmetic 
treatments.  
But you are 
also in the  
first impression 
business and 
you have to 
create positive 
impressions

You have a 
relationship 
with your 
spouse and 
you need to 
keep in touch 
personally. The 
same thing is 
true for your 
high-spend 
patients

Would you like to remove the administrative 
stress of medical billing and collections?    

Have you an amount of bad debt owed? 

Would you like to raise the profi le of your 
practice and attract more patients?

Medical Billing Direct is a dynamic, progressive company 
with a dedicated team that o� ers over 25 years’ 
experience in successfully providing streamlined billing, 
collection and marketing services

Look no further for the right help to 
drive your practice forward. Please 
feel free to get in touch.

Medical Billing

Collections

Bad Debt

Medical Marketing
medicalbillingdirect.co.uk

0207 206 2760
info@medicalbillingdirect.co.uk

We off er aFREE MedicalBilling Healthcheck
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For more information please contact us by:

Wilmslow

Phone: 01625 527351

Fax: 01625 539315

Harley Street

Phone: 020 7307 8759

Fax: 01625 539315

Email: info@sandisoneasson.co.uk

Website: www.sandisoneasson.co.uk

An independent firm offering one to one meetings anywhere in the UK giving advice and help with:

Specialist Medical Accountants

• how to start in private practice

• how to maximise private practice income

• ways to reduce tax payments

• setting up in Chambers/Groups

• limited companies and LLP’s

• financial planning

• record keeping

• computer software

• tax and financial advice re: car purchases

• pensions: NHS, personal and employee 
schemes

• purchase of consulting rooms and surgeries

• inheritance tax and capital gains tax planning

• VAT

Our prescription for healthy financial advice
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 next issue: 
how to 
convert your 
website 
visitors into 
paying 
patients


