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New technologies and social networks have dramatically changed the way we communicate. But
with this sweeping change, some things remain the same. First and foremost, treat your
customers right. In BEAUTY and the BUSINESS, authors Gregory Buford, MD and Steven
House present a framework for the highly successful profitable business. They incorporate long
standing essentials to customer satisfaction and connect them through the technologies and
culture of today’s buyers who use the internet and social networking to make their purchasing
decisions. Their solid recommendations provide insights on how to guide a potential customer
through this process while developing trust along the way. And they do so at a pace that makes
sense for the critical decisions being made by this aesthetic client. You may only have a
nanosecond to prevent someone from clicking through your website or hanging up the phone
and so you must have something that interests them. Finding and keeping customers has
become a critical element to survival but authors Buford and House present the good news that
the beauty industry is actually positioned for strong growth based on predictable generational
spending habits of the baby boomers. They make a strong case for the need to be competitive
and aware of technology’s ability to shift markets away if you are not executing on client retention
strategies, high quality referrals, and state of the art marketing. BEAUTY and The BUSINESS
teaches you to analyze the market, engage it, draw feedback from it, and adapt at a rate of
change at least as fast as the market itself is evolving. As a clinician, practitioner, or owner this
book should become part of your strategic plan. The business of beauty is by its’ very nature a
business of choice. The choice to make changes and evolve your look for a variety of reasons
drives customers toward those whom they can trust. BEAUTY and the BUSINESS will show you
how to keep business growing in a continuously sustainable profitable manner, how to beat your
competition, and how to actually have fun along the way.



beauty and theBUSINESSPraise for BEAUTY and the BUSINESS“Whether starting a practice,
modifying the focus of a practice, or running a mature aesthetic surgical practice, Beauty and the
Business will make you re-evaluate your approach to the business of medicine: attracting new
patients, providing service, and maintaining patient loyalty. It is a practical and outstanding text
for the rapidly changing landscape of cosmetic medicine. Anyone reading it will modify some
aspects of his or her approach to running an aesthetic practice.”Robert Singer, MD, FACSBoard
Certified Plastic SurgeonSinger Surgery Centre (La Jolla, CA)Former President: American
Society for Aesthetic Plastic SurgeryFormer Chairman Board of Trustees: American Society of
Plastic SurgeonsFormer President: California Society of Plastic SurgeonsEditorial Advisory
Board Chairman: New Beauty MagazineAuthor of over 150 scientific publications in addition to
major presentations at national & international Plastic Surgery meetings“With great interest, I
was given a copy of Beauty and the Business by Gregory Buford, M.D. and Steven House to
preview. I am familiar with Dr. Buford’s work in practice management and enjoy his perspective
on how to succeed (he calls it “thrival”) in the practice of aesthetic plastic surgery and cosmetic
medicine. I find that the book contains excellent concepts of business development and
management strategies that are applicable to all plastic surgeons. Beauty and the Business is
an excellent playbook of concise chapters that cleverly address salient topics of strategy and
tactics.The business side of plastic surgery has always been of great personal interest, even
more intensified when I married the banker’s daughter, who shared my dream of working for
myself and being able to reap the benefits of a well-run medical corporation. Like the authors of
Beauty and the Business, we believed that the rewards of having a “best in class” performing
practice create immeasurable value for patients, enhance a professional reputation, and provide
sustainability in challenging economic times.Our practice has always been in an evolutionary
growth mode with regards to having a patient-centric focus, attention to business, and strategic
endpoints. I think that we understood from the beginning that patients were seeking more than
just episodic surgical procedures and that the nurturing of long-term relationships would reap
measurable benefits. The discipline of running a successful business, humility, and avoidance of
greed have been great life lessons.Both my wife, Mary Jewell, who teaches and publishes on
practice management and I believe that the concepts contained within Beauty and the Business
should be classified as a “must read” by all plastic surgeons who want to do better. This includes
young plastic surgeons that are finishing their training, devoid of business skills, heavily in debt,
and with uncertain expectations of just “wanting a job”.Beauty and the Business should be read
with great care, as it contains many pearls. Much of this is fairly classic material, distilled from
the writing by individuals who have had landmark articles in Harvard Business Review: Peter
Drucker, Michael Porter, Clayton Christensen, and Kim & Mauborgne of the world. There is a
watershed of business strategy and insight, especially from Harvard Business Review’s
inexpensive offprint library.We believe that much has changed over the last year with regards to



the economic marketplace and the politics of healthcare reform. Aesthetic plastic surgery and
cosmetic medicine are leading economic indicators of discretionary spending. In good times,
they compete against other luxury expenditures. During recessionary times, we have found that
for many patients, the inexpensive procedures that we innovated within cosmetic medicine have
proven to be an area of growth. We have found that there are opportunities in the area of cost
innovation, lean processes that eliminate waste and mistakes, and by offering niche procedures
that differentiate our practice such as lipoabdominoplasty. By adapting to change, we have been
able to meet the needs of the post-recession consumer and have a “brand” that delivers value
and satisfaction in plastic surgery and cosmetic medicine.In the post-apocalyptic era of
healthcare reform, the survival of independent practices will largely depend on their ability to run
a great business and have strategies to beat the tax man. Beauty and the Business will prove to
be a great resource.”Mark L. Jewell, M.D.Board Certified Plastic SurgeonPrivate Practice
(Eugene, OR)Former President: American Society for Aesthetic Plastic Surgery
2005-2006Assistant Clinical Professor: Department of Plastic Surgery at Oregon Health Science
UniversityInstructor for numerous scientific courses and author of multiple scientific journal
articles and book chapters including the ASPS Patient Consultation Resource Guide for
Informed Consent“Plastic Surgery offices finally have a business advisor they can count on with
Beauty and the Business by Dr. Gregory Buford and Steven House. Beauty and the Business is
a new, state of the art book that defines the three dimensions of art, science, and business for
the creation of quality service through branding and fine attention to detail. Through a series of
carefully constructed chapters, the book takes the plastic surgeon and support staff by the hand
and walks them down the path of defining, creating, and maintaining a “Five Star” practice based
on patient and customer service. To address the fact that many old school doctors have long
neglected the business of medicine, Dr. Buford has redefined the essentials of balancing the
ethical practice of medicine with the management of a successful practice. How to achieve this
winning combination is clearly described in Beauty and the Business which should be read, and
re-read in order to obtain the most benefit from the multitude of useful tips provided.”Mark A.
Codner, MDBoard Certified Plastic SurgeonPACES Plastic Surgery (Atlanta, GA)Author of over
150 national and international presentations in addition to 100 journal articles, 25 textbook
chapters, and author/editor of seven books on Plastic Surgery“Beauty and the Business shows
us that the old adage, think before you act, has a place in aesthetic medicine. This book
converts classic business models into relevant, cost-effective strategies to deliver cosmetic care
that matches your audience while keeping a personal perspective. Brand recognition is
emphasized throughout the book not as a gimmick but as a fundamental essential reality that
has to exist in order to achieve your ultimate potential-a fact that I hold central to my practice
philosophy. Regardless of your feelings about marketing, Beauty and the Business offers
something for everyone wanting to enhance their approach to the art of aesthetic care
delivery.”Julius W. Few Jr. MDBoard Certified Plastic SurgeonThe Few Institute for Aesthetic
Plastic Surgery (Chicago, IL)Developer and Director, Northwestern University Feinberg School



of MedicineAesthetic and Breast Fellowship“Medical Training is so complex that there is too little
time devoted to training new doctors on how to be “new businessman”. And if running a medical
practice isn’t hard enough, running a totally elective consumer driven practice is twice as hard.
Dr. Gregory Buford is a special individual from the “Internet generation” that has chosen a
different path than the majority of plastic surgeons – a purely aesthetic surgeon with a very
focused practice. His wealth of knowledge on branding, marketing, social interfacing, customer
service are outstanding and have helped him build a very successful practice. His insights and
personal experiences expressed through his writing will be very useful to not only the cosmetic
plastic surgeon, a business man in the area of body and facial beauty, but to all doctors trying to
improve their customer service, patient satisfaction, and perform cost-effective
marketing.”Richard J. Greco, MD FACSBoard Certified Plastic SurgeonThe Georgia Institute for
Plastic Surgery (Savannah, GA)Member: American Society for Aesthetic SurgeryAdvisory
Board Member: The Consumer Guide to Plastic SurgeryEditor; Emergency Plastic
SurgeryAuthor of over 30 scientific papers and six textbook chapters“A pointed, thoughtful
approach to the aesthetic marketplace, Dr. Gregory Buford and Steven House have given us a
guide I would have dreamed of having when I started my practice. A must read for every Plastic
Surgeon, both new in practice and the well established practitioner. Shape your practice, don’t
expect it to happen on it’s own...Read on.”Michael Schwartz, MDBoard Certified Facial Plastic
SurgeonPrivate Practice: Westlake, CAFacial Plastic Surgery Instructor: University of Southern
Californiabeauty and theBUSINESSGregory A. Buford, MD FACS&Steven E. HouseBeauty and
the BusinessPractice, Profits and ProductivityPerformance and ProfitabilityCopyright © 2010
Gregory A Buford, MD FACS & Steven E. House.All rights reserved.No part of this publication
may be reproduced or transmitted in any form or by any means, mechanical or electronic,
including photocopying and recording, or by any information storage and retrieval system,
without permission in writing from the author or publisher (except by a reviewer, who may quote
brief passages and/or short brief video clips in a review.)Disclaimer: The Publisher and the
Author make no representations or warranties with respect to the accuracy or completeness of
the contents of this work and specifically disclaim all warranties, including without limitation
warranties of fitness for a particular purpose. No warranty may be created or extended by sales
or promotional materials. The advice and strategies contained herein may not be suitable for
every situation. This work is sold with the understanding that the Publisher is not engaged in
rendering legal, accounting, or other professional services. If professional assistance is required,
the services of a competent professional person should be sought. Neither the Publisher nor the
Author shall be liable for damages arising herefrom. The fact that an organization or website is
referred to in this work as a citation and/or a potential source of further information does not
mean that the Author or the Publisher endorses the information the organization or website may
provide or recommendations it may make. Further, readers should be aware that internet
websites listed in this work may have changed or disappeared between when this work was
written and when it is read.Library of Congress Control Number: 2009936847Morgan James



Publishing1225 Franklin Ave., STE 325Garden City, NY 11530-1693Toll Free
800-485-4943www.MorganJamesPublishing.comIn an effort to support local communities, raise
awareness and funds, Morgan James Publishing donates one percent of all book sales for the
life of each book to Habitat for Humanity. Get involved today, visit
www.HelpHabitatForHumanity.org.“Toto, I’ve a feeling that we’re not in Kansas anymore”Dorothy
(The Wizard of Oz)FOREWORDI opened a prepublication draft of BEAUTY and the BUSINESS
with great anticipation. Having heard Greg Buford speak on practice branding and positioning
several times, I was very impressed with his incisive comments, and looked forward to a more
complete exposition of his views. I was not disappointed and roared through the book he
authored with Steven House over two evenings. With Buford’s firsthand experience shaping his
own practice, and House’s savvy analysis and business skills, they make a great team.While the
emphasis of the book is transforming a focused aesthetic practice from an aspiration into a
thriving business enterprise, the larger goal is to create personal happiness and fulfillment: for
both patient/client and practitioner. With the current luxury goods down market mentality of
“survival”, their concept of “thrival” is refreshing and inspiring—being able to select what you do,
and which clients you will serve, and making a well compensated and fulfilling success out of it.
Clearly practitioner success and happiness (or their antithesis) is genetically linked to that of the
client, and the analysis of enhancing and solidifying this connection is the essence of the
book.Just as this book is an excellent collaboration, successful practice is a team effort. The
physician “coach” has to become clear on the strengths of the practice to ensure that there are
skilled players on the bench. The physician manager must take a much broader approach to
defining the “game plan” for the practice, and be even more aware of the strengths and
weaknesses of the competition than in the past. As Buford points out, most plastic surgeons
focus only on the medical aspects of their practice that occupied so much of their training. But
this is like a team that can only play defense. To really be in the “game” the modern physician
must have a well conceived and executed offense, in the form of a branding and positioning
plan, in order to achieve its goals.As a practicing plastic surgeon over the last thirty years, I have
certainly watched a seismic shift in how practices conceive and manage their public face. Given
the large number of truly ineffective or offensive marketing efforts I have seen—many of them
displayed not only on individual but also on collective, corporate sponsored web sites—there is
a very large potential market for the tight analysis and practical suggestions in BEAUTY and the
BUSINESS. Business success is much more than smiling models, pastel colors, and over-
bloated claims and testimonials. It takes real work, not chaotic energy chasing a vague shifting
shadow of the consumer.Buford and House provide the methods and tools in short well written
chapters, with almost web-page like impact, that are concise but filled with personal experience
and practical examples. They elucidate lessons not only from the cosmetic surgery space, but
also by incorporating experience relative to parallel industries and products. The rich references
are up to date, using real practice data from Plastic Surgery organizations and other current
publications. The graphic aids are solid and weave the compelling story of success from the



analysis of practice and target client base, the conception of practice philosophy and branding,
to the execution of a marketing and patient happiness and retention program.I found the tone of
the book to be philosophical and high minded which was much more interesting and compelling
than a technical “how to” marketing manual. The advice is as sound for a mature surgeon
reassessing their mid career practice strategy as it is mandatory for a young surgeon just
entering practice and overwhelmed with trying to master the practice and the business
simultaneously. In fact, BEAUTY and the BUSINESS would make a great addition to the
curriculum of most training programs.Happiness and success in any endeavor is never a matter
of chance, but the result of careful analysis in addition to planning and execution of a winning
strategy. This book helps a surgeon determine just what makes them happiest, and which clients
they have the best chance of satisfying. In BEAUTY and the BUSINESS, the notion of
“thrival” (happy patients and fulfilled practitioners) is a great goal. And with this book in hand, its
achievement is within view.Bruce L. Cunningham, MDPresident, American Society of Plastic
Surgeons (ASPS) – 2006 Chair, American Board of Plastic Surgery - 2004PREFACE“Better to
pass boldly into that other world, in the full glory of some passion, than fade and wither dismally
with age.”James JoyceSince the beginning, the healthcare industry has practiced a self-
imposed moratorium on doing business and physicians have been encouraged to not address
the business side of the delivery of their Oath. And yet if today’s physicians aren’t attentive to the
business aspect of their practice, it’s a sure thing they won’t be practicing for long. And then who
loses?The concept for this book began several years ago during my residency training. In no
uncertain terms, I was specifically instructed to not think of medicine as a business. As a surgical
resident, I was surrounded by mentors whose appointment was to teach surgical technique. And
while they stressed the importance of proper credentialing, the subject of money was avoided at
all cost, not unlike the uncomfortable feeling in a restaurant when the waitress announces that
the lobster served that evening is “market price.” If you had to ask, then maybe you were in the
wrong restaurant; so you just didn’t ask. You just sweated the amount (particularly on an intern’s
pay) until the check was presented. The message implied to us was that someone else would
manage the money—a practice manager, for example. And so when patients asked what a
treatment would cost, we were instructed to defer that detail to someone in accounting.So after
years of hard work, long hours and endless studying, I was unceremoniously dropped into
private practice where I found out that even though I had to assume risk for the business, my
staff all had to be paid first leaving me to be the last one to get any money. The fact remained
that there were no guarantees I’d even paid for my services, or anything, for that matter. To even
open the doors of a practice you have to commit to paying full-time reception help, nursing, and
space costs before you know when your first paying patient will arrive. Even then, there are no
guarantees that payment due from those first patients will be on time for you to pay your staff,
your office space lease, and or your basic living expenses.Like many young associates, I began
by casting a wide net seeking to fill my appointment book. I didn’t turn away patients whether
treating them would be a profitable use of my time or not. In observing my peers, it did not take



very long for me to recognize that some aimed to make the most of their training and career;
others were just filling time in between graduation and retirement. Those who were enthusiastic
and excited about the work they were able to do were rewarded well financially for it. Sadly, the
majority of physicians embraced the “Field of Dreams” mentality— hanging a shingle and waiting
and hoping clients would come. As you can imagine, results were highly inconsistent and in
most cases very poor. The defining characteristic of the successful practice seemed to be a
combination of strategic planning, marketing execution and recognition that no doctor has an
infinite earning capacity because no matter what we do, there are only 24 hours in a day.Doctors
who make the most of their time choose first to do things for clients that make the best medical
sense. But they also consider what make the best financial sense for both the patient and
themselves. In training, we were always taught to do what is right for the client and never taught
to concern ourselves with profitability. But one of the most difficult early steps in your practice is
knowing when to say no and when to say yes based on the profitability of your answer. This
insight is cultivated as you gain experience and unfortunately can cause many early missteps
that may result in the loss of both time and revenue.I did not start my practice with a business
manual like this in hand. I suffered along with the rest of my peers until I learned that the
successful practitioner did not cast fate to the wind but instead proactively charted a carefully
designed course engineered for success. Operating without a strategic endpoint in mind is like
trying to drive somewhere without actually knowing where you want to go having never been
there and expecting to arrive on time, without frustration. Typical business environments would
have you assigned to a mentor but in the world of cosmetic medicine all the mentors who could
potentially help you are probably your competition.Over the last decade, I have consumed every
marketing and practice building resource available. I spent nights in the library researching
business strategies and essentially creating my own mission statement. I learned everything I
could about how to build a business that would survive any market condition and then how to
sustain and grow that business. I also learned how to manage my time so that I can add capacity
to my business, and fill that capacity the way I want to keep client satisfaction and my financial
results both in mind. Most of my colleagues laughed at my new ideas until, years later, when my
practice had grown from a fledging entry level endeavor into a highly successful cash-only
elective enterprise. In eight short years, I’ve built a career that now allows me to do exactly what I
want: not accept insurance and actually enjoy what I do. I have patients who are thrilled with
what they get when they come to my practice. On a daily basis, I literally change people’s lives
by the work I do. For some, the results restore lost confidence while for others it simply grants
them confidence they never had. In many cases they come into my office with their heads down
not wanting to be seen. But when they leave, they smile, hold their head high, and proceed to
talk to everyone with a new dose of confidence.We all have the choice between thriving and
surviving. I choose to thrive. If that is your goal, it will require a paradigm shift to reach a state of
what I call “thrival”. Simply stated, a state of thrival is a position where your practice is not only
surviving, it is thriving. I don’t want to peak once and fall back or have peaks and valleys. The



best case scenario for me is a practice that never stops growing in the areas of client satisfaction
and profitability. But to achieve this will require you as a practitioner to adopt new methodologies
and embrace an entirely new way of thinking.Unfortunately, the problem begins early. Most
medical students don’t instinctively understand how to run a business. Add to this the fact
medical schools and residencies focus predominantly on the clinical side of medicine—how to
make a diagnosis and how to cure disease. In reality, the physician as businessman has always
existed; he just hasn’t been effective. The spirit of this book was born out of a desire to eliminate
the frustration that comes from working within a broken system and hopefully to propose ways in
which to more effectively structure, grow, and build a successful business.If you are simply
looking for a busy practice, this book is not for you. If you want to create a top performing
aesthetic practice clinically and financially, read on. If you dare to enter the highly competitive
marketplace, capture market share in the specific areas of practice you prefer, and celebrate the
financial rewards that come with education, labor and applied new thinking, then this is your
book. At times this book may seem rudimentary, but these basic principles are intended to
support your core competency while reducing your risk of failure and enhancing your chances of
success. If you use this book as a roadmap to enable you to develop goals, strategy and
execution, you’re bound to reap the same or even better benefits then I have. Remember that
while your goals are critical my hope is that you will experience joy and pride in the journey.After
a decade of learning on the job with successes and failures I have come to the point where I feel
a unified sense of who I am and where I am going. Satisfaction has been achieved in great part
by choosing to do what I like to do and eliminating what I do not. In the early years of my
practice, while I enjoyed the reconstructive insurance-based medical component, I was
continually frustrated by the many hoops I had to jump through to get reimbursed for the work I
did and the long hours wasted arguing with insurance companies. This same frustration is being
felt on a national level as the medical system progressively becomes more challenging from the
standpoint of inadequate reimbursement and increasing medico-legal exposure. As a result, the
best and the brightest are no longer targeting medicine as a profession but instead rallying
towards other fields. The payoff is seemingly no longer there. I would disagree. I have truly
enjoyed what I do and am continuously grateful for the lives that I have touched and the clients
with whom I have worked. No other profession allows us to see so deeply into the human spirit
and affect such a dramatic change. For this, I am eternally grateful. My goal is that this book will
help you rekindle the flame and see medicine in an entirely different light. Now let’s begin your
journey to build a more rewarding practice and the life you dreamed about when you made that
important choice to serve patients as a doctor.—GregMy 25 years in healthcare have included
time with major imaging vendors such as Philips Medical Systems and GE Healthcare. During
this, I spent ten years working in healthcare IT including physician office billing systems,
electronic medical records in offices and hospitals, computerized physician order entry systems,
patient safety initiatives, and interoperability. I have also spent the past three years engaged in
web and referral-based marketing inside physician practices. From those experiences, I learned



that there is a right time and a right way to market your business and that often varies depending
on many factors. Building a business from a set of unique skills is really not that difficult. But
marketing that business and making it profitable are another thing entirely. Marketing is an art
when you have an entire team of highly educated marketing people to do it. When it is only you it
is like trying to make a stick figure look like a masterpiece.I joined with Dr. Buford in writing this
book because I believe that all specialties, cosmetic plastic surgery included, need to
understand how to improve the business side of their practice and demonstrate the value they
bring to their consumers. We live in an important time in history where it is critical to market your
practice to self-paying patients regardless of whether or not you also take insurance.
Reimbursements are being cut yearly and will continue to do so based on the rising cost of
healthcare, an aging population and the explosive growth of the obesity epidemic and its
associated costs. So to live your own personal dream as a physician, you can either find ways to
expand your profitable revenue or choose to down-size your dream.It has taken me 25 years in
the business of healthcare to fully realize that healthcare is not usually run as a business. At
least it is certainly not run that way in most cases. To begin with, the notion of healthcare as a
business is not taught in many medical schools. You can get an MHA, which appears to be an
MBA for healthcare, but keep in mind that those initials stand for Masters in Health
Administration not Masters in Healthcare Business. On the other hand, I do know many very well
qualified hospital administrators who are sound business people so I don’t want you to think that
I am completely negative on the subject. But the time has come to emphasize healthcare as a
business for a number of good reasons.According to some estimates, healthcare now
represents nearly 14% of the gross US domestic product (GDP). As part of that cost it adds
more then $2000 to the price of a car. This doesn’t even take into account the coming genetic
revolution that will, by some estimates, drive healthcare costs to account for up to 50% of the
GDP by mid-century. Add to this an increasing obese population and their attendant costs and
the healthcare situation becomes more and more strained. The United States and World
Economies alike cannot sustain an environment where the cost of healthcare continues to climb
at 14% per year for very long because it takes funding away from other important objectives
such as alternative energy. The net result will be continuous cuts in the cost of healthcare and
physician practices are a big part of that cost.We are writing this book to help you overcome this
environment using two primary objectives. Both objectives are based on the simple equation
that:Profitability = Revenue – CostTo maintain profitability (your net income) in the face of
declining reimbursements, you must either increase revenue or cut costs or both. If you have
been in practice for awhile you have probably cut your costs as far as you can already so that
leaves you with a strategy that must grow revenue. The two objectives we pursue are therefore
to grow profitable revenue while increasing practice capacity so that your costs can remain
static. In this book we will emphasize the importance of identifying find profitable service lines for
your patients and will discuss the need for you realize that your profitability is in part based upon
your ability to service these patients even if it doesn’t seem like you have the time to do so.A



major issue facing healthcare in the United States is some of our potential clients are choosing
competitors outside our country. Outsourcing of healthcare to countries such as India and Brazil
is becoming more common every day. And the reason? Cost. Cost is the measuring stick in
healthcare whether you are deciding on an insurance plan or provider or if you are pursuing
elective surgery. Cost has become the basis in today’s economy because physicians are not
taught how to demonstrate value in what they do and they are certainly never instructed on how
to elevate the argument above just cost.Capitalism is based on value and in healthcare we have
ignored it due to a lack of training in the business of healthcare. With that, we are also seeing a
movement toward consumerism in healthcare which will mean that clients will have more of their
own money at stake in whom they choose to get their healthcare from. These consumers are
used to buying based upon perceived value and if your practice isn’t strongly promoting its’
value, then you will ultimately lose market share.My hope is that this book will confirm what you
already know and compel you to more profitably grow your business. It is also my hope that you
will take the lessons that Dr. Buford and I have learned apart and together to expand in new
areas of value creation and strategy and accomplish the objective of profitably growing your
healthcare business.The one thing we do know is that action leads to results. Absence of action
leads you nowhere and in most cases actually sets you back. Do not read this book if you are
not planning to take action because it is written with actionable data. If you are not sure about
how to proceed, contact us. Our information is provided at the back of this book and we would
love to speak with you. Touch base with either one of us and our team will be happy to help you
move forward. I believe in true value and I do not want anyone to read this book without getting
value from its contents. Action, based upon relevant knowledge, is the best game plan in every
case and that is why you should read on. Now let’s get started......—
SteveACKNOWLEDGEMENTSAs a child, I spent a great deal of time in libraries reading,
exploring, and gaining knowledge about the world. And during this time, my teachers were my
inspiration and the driving force behind the passion that I had and always will have for the written
word. I learned early on that the human experience is universal and that definition of self is an on-
going but exciting process during which passion and hunger for self-awareness serve as integral
catalysts along this great adventure. As a literature major at the University of California, San
Diego my intellectual curiosity literally exploded as I dove headfirst into the Humanities and
learned from both the antiquities and the contemporary movements and ultimately began to
shape myself as a person.Although it would be impossible to name every artist who impacted
me, I specifically owe a great debt of gratitude to F. Scott Fitzgerald, Jorge Luis Borges, and
Gabriel Garcia Marquez. Their works drove me to question the position of the individual being
within the world and taught me that with faith, passion, and purpose, I could accomplish
anything I set my mind to. And it was during these years that I begin an assimilation of both
science and art into the drive towards self awareness.As a result of recent changes in my life,
this passion has been reawakened. And as a result, I have never been more fulfilled as a person
and a human being while realizing that there is significantly more greatness to come. And the



greatest outcome from these changes has been the inspiration for me to move forward with the
writing of this book.But none of this would have been possible without the steadfast and loving
support of my parents, Gary and Betty. I can never thank them enough for everything they did to
help get me to this point. This book and the blood, sweat, and tears it took to get me this far is
dedicated to them. I would also like to acknowledge my physician mentors and my wonderful
staff who have put up with me over these years. You all have been a great source of inspiration
and support and I am a better person for having met you all.—Gregory A. Buford, MD FACSThe
teachings of Jack Canfield, Andy Andrews, and Tony Robbins have played a significant role in
my personal development process. I have read their books and want to especially acknowledge
Success Principles by Jack, The Traveler’s Gift by Andy, and Unlimited Power by Tony. Their
teachings and coaching, along with the encouragement of my father have lead me to seek
wisdom through reading and experience and those experiences have allowed me to gain insight
in to how to run a business, use marketing to be successful, and driven me to compete at the
highest level of everything I do. This book represents a combination of my own thoughts and
ideas, along with the inspiration of Jack, Andy, and Tony, that have been tried and successfully
produced results. My commitment to being the best in all that I do come from my father who is
my hero and I dedicate this to him.—Steven E. House, BSBATABLE OF CONTENTSSECTION
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1WHAT DOES GREATNESS LOOK LIKE?″Be not afraid of greatness; some are born great,
some achieve greatness, and others have greatness thrust upon them.″William ShakespeareIn
setting out to write this book, my goal was to explore the new Cosmetic Marketplace, the new
Cosmetic Patient, and to better define strategies for achieving success given an entirely new
paradigm. In so doing, I wanted to incorporate practice innovations that had worked successfully



for me while spending equal time on those that did not. And I also wanted to include a sampling
of successful Plastic Surgery practices from various socioeconomic zones across the country
and identify pearls and tips they found helpful.My goal was not to offer a single approach but,
instead, an amalgam of different approaches and tactics used successfully across different
practices. Because although I have enjoyed success, my way is certainly not the only way and I
wanted to see what strategies others had found useful. And that is where I hit a wall.I hand-
selected a dozen thriving Plastic Surgery practices across the country and asked them for their
thoughts. And almost without exception, my responses were either left unanswered or I was
given some reason why they would not be a good “role model”. In other cases, I was told that
they were simply too busy. And that is when the light bulb went on.For most people in the
aesthetic marketplace, competition is difficult if not downright stifling. And most will try anything
to achieve some modicum of success. And once that strategy has been formed, we are not
willing to let the proverbial “cat out of the bag” as to what actually led to our success. And that is
understandable. One practitioner in a large metropolitan area actually recounted his concerns
with sharing his tips. He had had enough of his competition copying his ads, stealing his
promotions, and even going so far as to videotape his own office. He at least had the courage to
explain why he didn’t wish to participate instead of just saying no.I can understand the hesitancy
to relinquish your secrets... to effectively open the door to the vault of the truths of what has
worked for you and what has not worked. And I can understand the initial impulse to avoid
sharing that with what may effectively be your competition. But that is where I politely
disagree.Aesthetic procedures are taught on a daily basis around the world and will continue to
be shared. And residency programs will continue to offer the bare nuts and bolts of practicing
medicine but they have never discussed the true practice of medicine... and that is bad business.
A well thought out approach to Branding, Marketing, and Advertising your practice will
strategically highlight your strengths and your differences from the rest of the competition. And at
its core, its emphasis will be you. And that can never be stolen or reproduced. If your branding is
strong, it should stand the test of time and the onslaught of your competition. If not, it will not.
And so while I may offer a few templates here and there, the true focus of this book is not to
create carbon copy practices—no matter how successful---but instead to help position you to
create your own look, your own feel, and to guide you down a path that will eventually lead to
financial and personal success.And so from this first rejection, what I lost in participation of my
peers, I gained in clarity and focus of mission....both of which over the ensuing chapters I hope
to pass along to you.CHAPTER SUMMARY POINTS:• Never be afraid to teach others. You are
where you are today because of the wisdom of your mentors. Pass this knowledge along and the
rewards you will reap will be endless.• Branding, marketing, and advertising are the lost keys to
practice growth we were never given during training. Credibly executed, they are the foundation
for success.Chapter 2PATHS TO GREATNESS BEGIN WITH A STRONG FOUNDATION“Great
things are not done by impulse, but by a series of small things brought together.”Vincent Van
GoghFor many years, the American medical profession was a source of respect, growth, and



reverence. Physicians were respected for their work ethic, their dedication, and their ability for
delayed gratification. Unfortunately, these same traits are now proving to be their undoing. The
new American physician has changed. Once populated by highly motivated overachievers,
residency programs are now seeing a dramatic change in their applicants. Applicants are
seeking careers with more control over work hours and working conditions and are no longer
willing to accept an all-encompassing career that dictates their every move. This growing
movement within the medical profession is becoming stronger with the end result that applicants
are seeking a more proactive role in the creation of their identity, workplace condition and overall
lifestyle. The new American physician was borne out of years of delayed gratification and from
the ashes of crippled marriages and absentee existence. Trainees entering the marketplace see
their peers in other industries not only entering careers earlier but also making substantially
more money in the long run often with considerably more control of their career path and their
lives in general. An offshoot of this movement was the creation of the aesthetic marketplace.
This elective-based procedural marketplace was cultivated and grown from decades of
frustration within the medical industry as a whole in response to both a need previously unmet
as well as a lifestyle previously unattainable.Most current political debates begin with a scathing
assessment of the breakdown of the American healthcare system. To politicians, the system is
broken and must be fixed. The common theme suggested is of a system that is costing more
and more money and budgets which need to be slashed and trimmed. Unfortunately, the
popular target for reform has consistently been physician reimbursement. At the same time that
reimbursement continues to get cut to manage budget shortfalls, physician’s cost of living has
not correspondingly gone down. And so physician salaries continue to decline as long as this
short-sighted mentality remains popular. Add to this a climate of increasing medico-legal
exposure and a professional environment less supportive of the individual physician, and the
end result is increased stress and progressively decreasing job satisfaction.With the emergence
of this elective marketplace comes a new set of rules governing creation, maintenance, and
growth of a medical practice. It is no longer acceptable to merely hang your shingle and wait for
clients to come. As a practitioner in this new environment, you must rise to challenges which
have always existed, but which in recent years have become far more complicated as less pay
has become the standard for the same amount of work. We will continue to lose our flexibility to
offer loss leading procedures and technologies that may in fact really help our patients. Without
reasonable reimbursement, we simply cannot take the risk. The solution is to aggressively
market your business and identify profitable service lines. Twenty years ago, it was considered
taboo to market your skills; now for most practices, it is the cost of doing business. If we are
going to head in this direction and utilize these new practice building tools, we need to
understand what they can and cannot do to most effectively harness their creative powers and
effectively compete in this aesthetic marketplace.The first step in building your business is the
clear and simple recognition that your practice is a business. The first question you should ask
is, “What specific structure should I use for my business?” Whether or not you decide to join a



partnership or go it on your own is really a question of your individual practice style and your
financial situation starting out. There are advantages and disadvantages to both sides but in the
end it really depends upon the practice atmosphere that you seek and ultimately how much
control you wish to exercise over its direction. Solo practice can be enthralling and will ultimately
give you complete control (both good and bad) over the direction of your practice along with total
financial responsibility. It can also be isolated and lonely as you move from the camaraderie of
residency training to the world of solo practice. I have personally enjoyed working in a group
setting since it has given me the ability to bounce ideas off of my partners and consult with them
on challenging cases. But it has also been difficult when my marketing ideas have clashed with
theirs. To address these differences, I developed a practice within a practice where my individual
entity effectively exists as a free-standing business under the umbrella of a master group entity.
This has allowed me the opportunity to create a look and feel representative of my goals and
designs and to chart a course entirely designed around these goals while still enjoying the
benefits of participating with the framework of a group.Once you have chosen your practice
structure, you must begin developing your client base. You may notice that I use the term “client”
and not “patient”. This seemingly basic choice of a word is actually a powerfully reflective
change in the mindset of the aesthetic practitioner. The simple decision to address customers as
clients reflects a shift away from traditional practice dynamics. And this critical difference
solidifies a mindset within your practice where experience is recognized as an attribute equal to
results. To better understand this, we can thank the folks at Starbucks.Years ago, for many
Americans, coffee was considered to be a simple delivery instrument for caffeine. That idea was
inexorably altered with the explosive growth of Starbucks. This Seattle-based company took a
common drink and built an entire culture of experience around it. Clients do not simply purchase
coffee from Starbucks; they buy into the distinctive look of the surroundings, the cheeriness of
the barista behind the counter, and the variety of the menu... in essence, the experience. In
much the same way, successful medical practices are quickly realizing that they have a lot to
learn from the Starbuck’s experience. If you think that aesthetic clients are looking only for the
best results, you are sadly mistaken. While clients seek certain outcomes, they are also seeking
an experience. Clients know coming into your practice means they are going to spend a
significant amount of money but they are willing to do so for the positive changes you will help
them achieve as well as the environment they will find within your office. It is different than going
to a traditional medical office setting to be treated for to an upper respiratory infection because
in our case the client is paying the entire bill with no assistance from insurance. In many cases
they will pay you more as a practitioner than they will pay for everything else they buy with the
exception of their home and their car. Rewarding them with a sterile medical experience will
certainly not win you the business you seek. Top practices have a nurse welcome each patient
as soon as they enter the waiting room to let that person know they are glad to see them. At the
same time, the nurse asks them if they need a bottle of water, reading material, or anything else
that will make them comfortable. They will also ask how the client is and if they are on a



particular time crunch. Although this may sound trivial, accepting that clients are drawn to
experiential medical treatment as much as they are to the experience of a cup of java in the
morning is the first step in identifying and optimally addressing your client base.The topic of
strategic marketing can easily be confused with the idea that big nets catch more fish. We will
help you understand that more fish does not necessarily translate to desired fish. In this case,
marketing doesn’t end at the moment when a potential client first enters your office and
becomes a paying client. This is the point where the most important marketing begins. We will
spend time in later chapters showing you the value of one-on-one marketing that can expand the
number of services lines that a client is able to access within your practice as well as the depth
they go into each line. The right marketing directed at the right client improves return on
investment but allows you to build your practice in a carefully focused and coordinated
direction.So now that we recognize the potential for focused experiential marketing, what
strategies should be undertaken to actually attain clients? The basis for client acquisition begins
with focused branding, marketing and advertising. Once you’ve established the brand you want
to be—the look and feel of your marketing pieces that tell the world of potential clients who you
are and what you do best—it’s time to embrace the two most effective sources of client
acquisition: website presence and word-of-mouth referrals. The most expensive lessons that I
learned in building my practice were which strategies proved to be most effective in achieving
acceptable return on investment. Very early on, I did what everyone else does and I bought into
the idea that I needed to purchase a large Yellow Pages advertisement. I quickly learned that the
type of client I was looking for did not use a three-pound book with tiny type as a resource.
Instead, my Yellow Pages presence was attracting the proverbial “shopper”. While these difficult-
to-please clients may contribute to practice growth early on, they can also be extremely
frustrating to work with. You goal should be to create a practice that allows you to pick the type of
client you want to work with versus taking any client that walks through the door in order to keep
busy. Don’t forget that your goal is a continuously growing profitable business with the highest
level of client satisfaction. Shoppers are interested in getting the best deal possible and are not
afraid to use hardball negotiation tactics in the quest to save a few dollars by eating into or
eliminating your profit. They also tend to be among your least satisfied clients in the long run, as
well as the most demanding. In short, I recommend avoiding this particular client type as they
are only a short term solution. Overall, they are wholly ineffective for true practice building as
they’ll usually migrate to the next practice for the latest discounted deal and they virtually never
become a quality referral source.Once you’ve identified the type of client you are marketing to,
what medium can you actually use to reach them? It depends on your market. In most cases
today, the internet has become a first stop for shoppers looking for any type of service. This fact
alone creates the need for every aesthetic practice to build and maintain a good website. An
effective website serves multiple functions. It is the cornerstone of experiential marketing and
educates your potential client on the look, feel, and personality of your practice. As such, every
detail in the design of your website is critical in conveying your true practice philosophy. The



basic colors of your site suggest a specific personality and educate your consumer to the
experience that they can expect from your individual practice. The same applies to the choice of
language used as website copy. In appealing to a select client persona, specific copy must be
targeted to a specific audience. To accomplish this, you need to identify the age, gender, race,
education and socioeconomic makeup of your target client. While I don’t advocate speaking
down to your clients, direct language to their specific needs. If your target consumer is a 25-35
year-old female with a high school education, speak to them in a way they can understand. The
same applies if you are targeting a more mature, educated audience. This philosophy also
applies to the overall look and feel of your site. In general terms, know your audience and
develop your site accordingly.One simple strategy that you must do is to review competitive
websites that rank at or near the top of search engines. There is a reason they are there and you
need to know that reason. Keep in mind that the primary purpose for the website is to drive
targeted traffic to your practice but if done right your website will also cause some potential
customers to consider a service they didn’t go to your website to specifically find. An example of
this would be if they were concerned about fine lines and wrinkles and were looking for a
botulinum toxin type A product but while on your site realized that they may also want to use a
filler to replace lost facial volume. Your website should lead them to the conclusion that you care
about their particular problem or need and that you are very good at addressing it.Another
important source of new patients should be your existing client base. Who better to promote your
services than someone who has already seen what you can do. Keep strict records of referral
sources and be quick to reward them. For every new client in my office, we identify their source
of referral and routinely track who refers what and how often. We’ve found that rewarding
referring clients with beautiful floral arrangements works very well. Who doesn’t appreciate an
unexpected delivery of flowers? Before each new patient leaves my office, we make sure the
referring source is identified, recorded, and a floral arrangement sent to them the following
morning. This seemingly basic approach has proven quite effective among our clients and has
received overwhelmingly positive feedback. If you consider that $50 to $75 spent on something
so basic may cultivate the production of additional clients (who often spend anywhere from
hundreds to thousands of dollars), the return on investment for this simple gesture is
tremendously positive. This basic approach has been so effective that I have actually eliminated
most print advertising in favor of spending marketing dollars on directly rewarding referring
clients. I have found that this is beneficial not only from a standpoint of ROI but, more
importantly, it has allowed me to cultivate a very positive relationship with clients on a much
deeper level than any print advertisement could ever achieve.Database marketing is another
highly effective source of marketing and can be taken to new levels when you consider the latest
email marketing technologies available. I personally do not like receiving standard mail and will
throw away bulk mailings before giving them a single glance. In talking to other people, their
reactions are often very similar. As such, I have eliminated any mailings in lieu of online
communication. Regular updates are sent to my client-base via email informing them of current



incentives, upcoming events, or simply as a way to remind them of the services that I offer.
Advantages to this marketing approach greatly outweigh those of conventional bulk mailings.
Just as with bulk mail however, you must manage the number of times you contact a client with
promotional offers and information so that you don’t upset them and cause them to ignore you all
together. Getting direct feedback from your clients on the emails you do send them is a good
way to track this. And using an individualized call to action for each specific marketing campaign
allows you to identify truly how effective each effort really is.The only cost to using email
marketing is a small subscription fee to a bulk emailer (often less than $200/year). By sending
information to a client in email format, you are providing a medium that is much easier to pass on
to their friends and family than a conventional mailing. And encouraging them to forward
incentives on to their friends (and of course rewarding them for doing so), you are effectively
creating and promoting a viral marketing campaign.The exciting thing about electronic marketing
is that for many of these strategies you are only limited by your own creativity. One way to grow
your client base is to identify strategic partners and create joint marketing campaigns that
provide higher combined value to your clients then with either partner implementing a stand-
alone campaign. The same person interested in addressing facial aging may also be interested
in teeth whitening or Lasik surgery as a way to provide them with a more comprehensive and
more natural look. By working with strategic partners, you are opening up your database to
additional incentives while at the same time expanding your own database by cross-promoting
to an entirely different list of clientele. The end result is expanded reach for minimal capital
expenditure.Now that you’ve decided to enter the world of elective medicine, what are the
barriers to entry? Competition is always a barrier and in this case you will see that a good
percentage of your colleagues, previously involved in insurance-based medicine, have now
become your direct competition. But while competition for discretionary spending will continue to
increase, the aging population is driving the demand for aesthetic services to an even broader
audience. This increases your overall client base with available money to spend on your
services. So while the pie may be sliced into more pieces, the calories per piece will ultimately
be richer.As the field of aesthetic medicine has grown, it has drawn more and more attention
away from the “core” fields of Plastic Surgery, Facial Plastic Surgery and Aesthetic Dermatology
and attracted competition from OB-Gyn’s, Family Practitioner’s and even Emergency Room
Physicians who have introduced aesthetic options to their service menus. And this introduction
of aesthetic services into non-typical medical office environments is not going to slow down. On
the contrary, it will pick up momentum as time goes on. In the next twenty years, due to
increasing pressure from the insurance companies, declining reimbursement, movement toward
consumerism in healthcare and increasing medico legal exposure, growth in competition will be
the norm. Inherent in this growth is the expansion of groups such as the American Academy of
Cosmetic Medicine (AACM) , American Academy of Aesthetic Medicine (AAAM), and American
Society of Laser Medicine and Surgery (ASLMS) both in number of members and in political
power, much to the chagrin of first-to-market institutions such as American Society of Plastic



Surgeons (ASPS) and American Society for Aesthetic Plastic Surgery (ASAPS). There is gold in
this market and all of these groups want a piece of it.A profitably growing practice is not the
competition, but, more importantly, value based outcomes and patient safety. Every market has
a buyer and seller. In deciding how to create real value that out performs competition, you must
understand the client’s perspective on value. Of course they want you to do great work and make
them look and feel fantastic, but there is more to it than that. As we stated earlier, it is about the
entire experience from the first contact to your website to the day they show up for a consult to
the depth of the relationship you and your staff develop with them that will get you the amount of
business you want. Don’t ever lose sight of the fact that the client determines the value of the
outcome... not you.On the patient safety side, you as a physician provider of services impart a
great deal of impact. But whether or not, as a Plastic Surgeon, I accept that a non-core
physician, in terms of Aesthetic Medicine (or physician extender), may be performing elective
aesthetic procedures, the bottom line is that the current medical atmosphere and growing
competition has and will continue to create a supply of practitioners who will perform these types
of procedures and patient safety will be at potentially greater risk. Competing on the issue of
patient safety, given an environment of varying degrees of competency and training, will force
the industry to create standards that deal with the realization that complications within the
elective arena overall will occur with both non-core and core-trained aesthetic practitioners. And
so the need for effective, comprehensive, and standardized training in elective procedures is
now not a question of if, but when. It is vital to patients and to the growth of the entire industry
that those who are entering this arena must be trained in the safe and effective performance of
these procedures. Major complications and patient safety incidents will hurt not only those who
perform poorly but can potentially affect the image of the entire industry in all potential patients’
eyes. When tainted Tylenol killed 3 people in the 80’s, the entire over the counter industry
suffered jointly because people perceived those products to be unsafe. The same type of
reaction will happen if there were too many negative incidents in the aesthetic industry caused
by untrained or poorly trained individuals.Anyone entering the aesthetic elective arena must also
be realistic as to what procedure and services they should and should not be performing. While
suggestions of a turf war abound, there are certainly arguments to be made for training,
experience, and the transparency of published outcomes as a means to insure patient safety.
And so for both the aesthetically as well as the non-aesthetically trained practitioner, adequate
exposure to current methods is requisite for minimizing complications and maintaining patient
safety associated with cosmetic procedures and assuring positive patient outcomes.Another hot
topic involves the increasing need for medical supervision of physician extenders as well as
stopgaps for avoiding or at least minimizing medical complications. To this end, transparency on
medical training, background, and experience, is now being evaluated.The state of Florida
recently enacted legislation requiring those practitioners who advertise Board Certification to
identify in what particular field they are actually board certified. Although this may be taken as a
swipe against the non-core physician, in reality it is a very important step forward in protecting



the patient. Transparency is simply a means with which to advertise training credentials and
experience and better educate our client base. As a Plastic Surgeon, I have to accept that there
may be non-core physicians achieving equal or better results than myself. If that is the case, then
the issue of continued training falls squarely on my shoulders as well as the responsibility for me
to sharpen my skills through hands-on mentored training. In addition, as the field of Aesthetic
Medicine continues to expand, the importance of open lines of communication and
dissemination of training techniques and standardization will continue to increase. The end
result will be a more effective and, most importantly, a safer operative environment for the
aesthetic client.CHAPTER SUMMARY POINTS:• You run a business. You also treat patients.
But keep in mind, you run a business.• Hanging a shingle only gives you a shingle. You must
deliberately seek out patients specific to your type of aesthetic practice to effectively build your
practice.• When executed in a credible and ethical manner, strategic marketing is a powerful
tool for spreading the word about you and your practice.• Patients are looking not only for
results, they are seeking an experience. Provide it and they will come.• Your existing clients are
an important resource for the cultivation of new clients.• Be transparent. Your training
background and results are important in differentiating your from the competition. Let your clients
know this.Chapter 3CURRENT TRENDS“In any moment of decision the best thing you can do is
the right thing, the next best thing is the wrong thing, and the worst thing you can do is
nothing.”Theodore RooseveltBaby Boomers are reaching the age where the battle to look good
has become an all out war... a war they won’t except defeat in easily because they simply want to
look good. In fact, they want to be active and look good all the way to their graves. The increased
popularity of cosmetic procedures stems from a number of several factors but the pure and
simple fact is that looking good is no longer a relative term. Telling someone that “she looks
good for her age” is likely to get you a slap instead of a thank you. She looks good without
qualification to her age is now the only acceptable answer. In examining why consumer trends
have shifted, we must look to both ends of the age spectrum. On one end, the population is
living longer and living better. The prospect of wearing heavy makeup and only going out when
lighting levels are in your best interest is being traded in for BOTOX Cosmetic, the newest filler,
and a nip and tuck here and there. Wanting to be seen at any hour of the day instead of being
forced into a sedentary lifestyle has become the norm. And with this more active lifestyle comes
the need to not only do more but also look good while you’re doing it.On the other end of the
spectrum are the younger clients who have realized much earlier than we, that prophylactic
measures to address the aging process are essential in helping stave off more aggressive
procedures down the road--an ounce of prevention if you will. With all due respect to George
Hamilton and Coco Chanel, dark tans and the wrinkles they helped create are no longer sexy.
Since incorporating injectables into my practice, I have seen a distinctive trend on either side of
this age spectrum for adoption of facial injectables in combination with medical skincare and
laser rejuvenation. For those who still want the tan they also expect that a couple of times a year
they can get a laser treatment and have the age spots removed so they can do it all over



again.Another explanation for this increasing adoption is not only more effective consumer
education among all age ranges but also more financial availability and the growing acceptance
that it is okay to spend money to look better. Add to this the fact that the American pocketbook is
now being assisted by readily available financing and the aesthetic marketplace is now open to
a whole new audience. And even as the economy tightens, mortgages foreclose, and consumer
confidence wanes, financing continues for this aesthetic consumer and with it growth of the
aesthetic marketplace. The new face of cosmetic surgery now encompasses a much wider
audience with respect to age, gender, ethnicity, and socioeconomic means than ever before.
Whether we like it or not, we compete everyday for the right jobs, the right deals, and the right
social connections. Looking young and fresh at every age gives us an advantage in life’s natural
competition.As the divorce rate continues to affect more than half of our population, and men
and women re-enter single life, we find ourselves competing in an arena which favors the
youthful, relaxed appearance. As such, more and more people are increasingly turning to less
invasive means to turn back the clock. On the other hand those individuals lucky enough to
survive as a couple, are finding themselves looking to the aesthetic industry with the aim of not
only growing old together but also looking good doing it.So in this growing marketplace what are
people actually looking for? One of the more popular trends is a rapidly increasing emphasis on
non-surgical procedures. According to ASAPS, the top non-invasive procedures in 2007 were, in
decreasing order, Botulinum Toxin type A, Hyaluronic Acid Fillers, and Laser Hair Removal.
Many experts predict that as combination therapy becomes more popular and facial injectables
more mainstream, these numbers will continue to grow and the elective pie will continue to
expand. Add to this a growing recognition among aesthetic practitioners of the value of
injectables as a continually replenishable profit center as well as the increasing accessibility of
injectable training programs and the cosmetic boom drives on.One of the biggest assumptions
you can make as a practitioner is that you will always know what your client wants. If they come
in asking for BOTOX Cosmetic to smooth fine lines and wrinkles, dig deeper into their reasoning
for wanting this. There is so much information available today that we simply assume that
everyone who knows the word BOTOX Cosmetic understands what it does for them. But that
assumption is often wrong. When patients walk in your door looking for a way to look younger
they often assume from the commercial they saw that everyone will look like the BOTOX
Cosmetic model simply by having BOTOX Cosmetic injections. Begin with open ended
questions. “I saw on the appointment schedule that you came in today for BOTOX Cosmetic,
what specific outcome are you looking for?” If your patient tells you they want to take ten years
off their appearance because they want to change careers and think they need a more youthful
look, emphasize to them that this may not be accomplished with BOTOX Cosmetic alone.
Instead, they may be a more ideal candidate for combination therapy personalized to meet their
individual needs. An option may include recommending a medical skin care program, light laser
resurfacing, and volumization. BOTOX Cosmetic would fit in perfectly with this regimen to help
smooth fine lines and wrinkles and shape the face while the other modalities would provide



rejuvenation on other levels. And although your client may ultimately be overwhelmed by the
total package cost and associated downtime of your recommended plan, it is far better to have
them walk out the door without undergoing any service than to have the expectation that BOTOX
Cosmetic alone will provide them an outcome that is totally unrealistic.As aesthetic medicine
continues to change, so also does the consultation process associated with it. Although we are
highly educated and highly trained physicians who may know 99% of the time what is best for
the 51 year old divorcee standing in front of us, we also must keep in mind that we are
competing with many other core and non-core practitioners who may ultimately offer the same
services. As previously discussed, our clients determine what value is... not us. Today’s
consultation should involve putting a prospective client in front of a mirror and asking them if
they could choose to have any part of their face or body be different what would it be and how
would it change. Let them tell you what they see but guide them carefully through this process.
When they are done remarking that they want smaller facial pores, softening of wrinkles around
their eyes, tighter skin to their neck, less droopy eyelids, and improvement of their hands to
match the age of their face and neck, your job is to layout the process of how all that will get
done and how great they will look when it is finished. The commercial that will run in their heads
will be; total aesthetic makeover $25,000, meeting and dating that new man of your dreams who
is 10 years younger; priceless. In the long run, the cost will be easier for them to accept because
you didn’t talk them into these procedures... they did. With all of the training we have for
procedures, never overlook the need for continued improvement on the actual consultation
process itself. By staying current on effective communication skills, you will insure that you are
meeting the needs of your clients and maximizing the profitable growth of your business.beauty
and theBUSINESSbeauty and theBUSINESSPraise for BEAUTY and the BUSINESS“Whether
starting a practice, modifying the focus of a practice, or running a mature aesthetic surgical
practice, Beauty and the Business will make you re-evaluate your approach to the business of
medicine: attracting new patients, providing service, and maintaining patient loyalty. It is a
practical and outstanding text for the rapidly changing landscape of cosmetic medicine. Anyone
reading it will modify some aspects of his or her approach to running an aesthetic
practice.”Robert Singer, MD, FACSBoard Certified Plastic SurgeonSinger Surgery Centre (La
Jolla, CA)Former President: American Society for Aesthetic Plastic SurgeryFormer Chairman
Board of Trustees: American Society of Plastic SurgeonsFormer President: California Society of
Plastic SurgeonsEditorial Advisory Board Chairman: New Beauty MagazineAuthor of over 150
scientific publications in addition to major presentations at national & international Plastic
Surgery meetings“With great interest, I was given a copy of Beauty and the Business by Gregory
Buford, M.D. and Steven House to preview. I am familiar with Dr. Buford’s work in practice
management and enjoy his perspective on how to succeed (he calls it “thrival”) in the practice of
aesthetic plastic surgery and cosmetic medicine. I find that the book contains excellent concepts
of business development and management strategies that are applicable to all plastic surgeons.
Beauty and the Business is an excellent playbook of concise chapters that cleverly address



salient topics of strategy and tactics.The business side of plastic surgery has always been of
great personal interest, even more intensified when I married the banker’s daughter, who shared
my dream of working for myself and being able to reap the benefits of a well-run medical
corporation. Like the authors of Beauty and the Business, we believed that the rewards of having
a “best in class” performing practice create immeasurable value for patients, enhance a
professional reputation, and provide sustainability in challenging economic times.Our practice
has always been in an evolutionary growth mode with regards to having a patient-centric focus,
attention to business, and strategic endpoints. I think that we understood from the beginning that
patients were seeking more than just episodic surgical procedures and that the nurturing of long-
term relationships would reap measurable benefits. The discipline of running a successful
business, humility, and avoidance of greed have been great life lessons.Both my wife, Mary
Jewell, who teaches and publishes on practice management and I believe that the concepts
contained within Beauty and the Business should be classified as a “must read” by all plastic
surgeons who want to do better. This includes young plastic surgeons that are finishing their
training, devoid of business skills, heavily in debt, and with uncertain expectations of just
“wanting a job”.Beauty and the Business should be read with great care, as it contains many
pearls. Much of this is fairly classic material, distilled from the writing by individuals who have
had landmark articles in Harvard Business Review: Peter Drucker, Michael Porter, Clayton
Christensen, and Kim & Mauborgne of the world. There is a watershed of business strategy and
insight, especially from Harvard Business Review’s inexpensive offprint library.We believe that
much has changed over the last year with regards to the economic marketplace and the politics
of healthcare reform. Aesthetic plastic surgery and cosmetic medicine are leading economic
indicators of discretionary spending. In good times, they compete against other luxury
expenditures. During recessionary times, we have found that for many patients, the inexpensive
procedures that we innovated within cosmetic medicine have proven to be an area of growth. We
have found that there are opportunities in the area of cost innovation, lean processes that
eliminate waste and mistakes, and by offering niche procedures that differentiate our practice
such as lipoabdominoplasty. By adapting to change, we have been able to meet the needs of the
post-recession consumer and have a “brand” that delivers value and satisfaction in plastic
surgery and cosmetic medicine.In the post-apocalyptic era of healthcare reform, the survival of
independent practices will largely depend on their ability to run a great business and have
strategies to beat the tax man. Beauty and the Business will prove to be a great resource.”Mark
L. Jewell, M.D.Board Certified Plastic SurgeonPrivate Practice (Eugene, OR)Former President:
American Society for Aesthetic Plastic Surgery 2005-2006Assistant Clinical Professor:
Department of Plastic Surgery at Oregon Health Science UniversityInstructor for numerous
scientific courses and author of multiple scientific journal articles and book chapters including
the ASPS Patient Consultation Resource Guide for Informed Consent“Plastic Surgery offices
finally have a business advisor they can count on with Beauty and the Business by Dr. Gregory
Buford and Steven House. Beauty and the Business is a new, state of the art book that defines



the three dimensions of art, science, and business for the creation of quality service through
branding and fine attention to detail. Through a series of carefully constructed chapters, the
book takes the plastic surgeon and support staff by the hand and walks them down the path of
defining, creating, and maintaining a “Five Star” practice based on patient and customer service.
To address the fact that many old school doctors have long neglected the business of medicine,
Dr. Buford has redefined the essentials of balancing the ethical practice of medicine with the
management of a successful practice. How to achieve this winning combination is clearly
described in Beauty and the Business which should be read, and re-read in order to obtain the
most benefit from the multitude of useful tips provided.”Mark A. Codner, MDBoard Certified
Plastic SurgeonPACES Plastic Surgery (Atlanta, GA)Author of over 150 national and
international presentations in addition to 100 journal articles, 25 textbook chapters, and author/
editor of seven books on Plastic Surgery“Beauty and the Business shows us that the old adage,
think before you act, has a place in aesthetic medicine. This book converts classic business
models into relevant, cost-effective strategies to deliver cosmetic care that matches your
audience while keeping a personal perspective. Brand recognition is emphasized throughout the
book not as a gimmick but as a fundamental essential reality that has to exist in order to achieve
your ultimate potential-a fact that I hold central to my practice philosophy. Regardless of your
feelings about marketing, Beauty and the Business offers something for everyone wanting to
enhance their approach to the art of aesthetic care delivery.”Julius W. Few Jr. MDBoard Certified
Plastic SurgeonThe Few Institute for Aesthetic Plastic Surgery (Chicago, IL)Developer and
Director, Northwestern University Feinberg School of MedicineAesthetic and Breast
Fellowship“Medical Training is so complex that there is too little time devoted to training new
doctors on how to be “new businessman”. And if running a medical practice isn’t hard enough,
running a totally elective consumer driven practice is twice as hard. Dr. Gregory Buford is a
special individual from the “Internet generation” that has chosen a different path than the
majority of plastic surgeons – a purely aesthetic surgeon with a very focused practice. His wealth
of knowledge on branding, marketing, social interfacing, customer service are outstanding and
have helped him build a very successful practice. His insights and personal experiences
expressed through his writing will be very useful to not only the cosmetic plastic surgeon, a
business man in the area of body and facial beauty, but to all doctors trying to improve their
customer service, patient satisfaction, and perform cost-effective marketing.”Richard J. Greco,
MD FACSBoard Certified Plastic SurgeonThe Georgia Institute for Plastic Surgery (Savannah,
GA)Member: American Society for Aesthetic SurgeryAdvisory Board Member: The Consumer
Guide to Plastic SurgeryEditor; Emergency Plastic SurgeryAuthor of over 30 scientific papers
and six textbook chapters“A pointed, thoughtful approach to the aesthetic marketplace, Dr.
Gregory Buford and Steven House have given us a guide I would have dreamed of having when
I started my practice. A must read for every Plastic Surgeon, both new in practice and the well
established practitioner. Shape your practice, don’t expect it to happen on it’s own...Read
on.”Michael Schwartz, MDBoard Certified Facial Plastic SurgeonPrivate Practice: Westlake,



CAFacial Plastic Surgery Instructor: University of Southern CaliforniaPraise for BEAUTY and the
BUSINESS“Whether starting a practice, modifying the focus of a practice, or running a mature
aesthetic surgical practice, Beauty and the Business will make you re-evaluate your approach to
the business of medicine: attracting new patients, providing service, and maintaining patient
loyalty. It is a practical and outstanding text for the rapidly changing landscape of cosmetic
medicine. Anyone reading it will modify some aspects of his or her approach to running an
aesthetic practice.”Robert Singer, MD, FACSBoard Certified Plastic SurgeonSinger Surgery
Centre (La Jolla, CA)Former President: American Society for Aesthetic Plastic SurgeryFormer
Chairman Board of Trustees: American Society of Plastic SurgeonsFormer President: California
Society of Plastic SurgeonsEditorial Advisory Board Chairman: New Beauty MagazineAuthor of
over 150 scientific publications in addition to major presentations at national & international
Plastic Surgery meetings“With great interest, I was given a copy of Beauty and the Business by
Gregory Buford, M.D. and Steven House to preview. I am familiar with Dr. Buford’s work in
practice management and enjoy his perspective on how to succeed (he calls it “thrival”) in the
practice of aesthetic plastic surgery and cosmetic medicine. I find that the book contains
excellent concepts of business development and management strategies that are applicable to
all plastic surgeons. Beauty and the Business is an excellent playbook of concise chapters that
cleverly address salient topics of strategy and tactics.The business side of plastic surgery has
always been of great personal interest, even more intensified when I married the banker’s
daughter, who shared my dream of working for myself and being able to reap the benefits of a
well-run medical corporation. Like the authors of Beauty and the Business, we believed that the
rewards of having a “best in class” performing practice create immeasurable value for patients,
enhance a professional reputation, and provide sustainability in challenging economic times.Our
practice has always been in an evolutionary growth mode with regards to having a patient-
centric focus, attention to business, and strategic endpoints. I think that we understood from the
beginning that patients were seeking more than just episodic surgical procedures and that the
nurturing of long-term relationships would reap measurable benefits. The discipline of running a
successful business, humility, and avoidance of greed have been great life lessons.Both my
wife, Mary Jewell, who teaches and publishes on practice management and I believe that the
concepts contained within Beauty and the Business should be classified as a “must read” by all
plastic surgeons who want to do better. This includes young plastic surgeons that are finishing
their training, devoid of business skills, heavily in debt, and with uncertain expectations of just
“wanting a job”.Beauty and the Business should be read with great care, as it contains many
pearls. Much of this is fairly classic material, distilled from the writing by individuals who have
had landmark articles in Harvard Business Review: Peter Drucker, Michael Porter, Clayton
Christensen, and Kim & Mauborgne of the world. There is a watershed of business strategy and
insight, especially from Harvard Business Review’s inexpensive offprint library.We believe that
much has changed over the last year with regards to the economic marketplace and the politics
of healthcare reform. Aesthetic plastic surgery and cosmetic medicine are leading economic



indicators of discretionary spending. In good times, they compete against other luxury
expenditures. During recessionary times, we have found that for many patients, the inexpensive
procedures that we innovated within cosmetic medicine have proven to be an area of growth. We
have found that there are opportunities in the area of cost innovation, lean processes that
eliminate waste and mistakes, and by offering niche procedures that differentiate our practice
such as lipoabdominoplasty. By adapting to change, we have been able to meet the needs of the
post-recession consumer and have a “brand” that delivers value and satisfaction in plastic
surgery and cosmetic medicine.In the post-apocalyptic era of healthcare reform, the survival of
independent practices will largely depend on their ability to run a great business and have
strategies to beat the tax man. Beauty and the Business will prove to be a great resource.”Mark
L. Jewell, M.D.Board Certified Plastic SurgeonPrivate Practice (Eugene, OR)Former President:
American Society for Aesthetic Plastic Surgery 2005-2006Assistant Clinical Professor:
Department of Plastic Surgery at Oregon Health Science UniversityInstructor for numerous
scientific courses and author of multiple scientific journal articles and book chapters including
the ASPS Patient Consultation Resource Guide for Informed Consent“Plastic Surgery offices
finally have a business advisor they can count on with Beauty and the Business by Dr. Gregory
Buford and Steven House. Beauty and the Business is a new, state of the art book that defines
the three dimensions of art, science, and business for the creation of quality service through
branding and fine attention to detail. Through a series of carefully constructed chapters, the
book takes the plastic surgeon and support staff by the hand and walks them down the path of
defining, creating, and maintaining a “Five Star” practice based on patient and customer service.
To address the fact that many old school doctors have long neglected the business of medicine,
Dr. Buford has redefined the essentials of balancing the ethical practice of medicine with the
management of a successful practice. How to achieve this winning combination is clearly
described in Beauty and the Business which should be read, and re-read in order to obtain the
most benefit from the multitude of useful tips provided.”Mark A. Codner, MDBoard Certified
Plastic SurgeonPACES Plastic Surgery (Atlanta, GA)Author of over 150 national and
international presentations in addition to 100 journal articles, 25 textbook chapters, and author/
editor of seven books on Plastic Surgery“Beauty and the Business shows us that the old adage,
think before you act, has a place in aesthetic medicine. This book converts classic business
models into relevant, cost-effective strategies to deliver cosmetic care that matches your
audience while keeping a personal perspective. Brand recognition is emphasized throughout the
book not as a gimmick but as a fundamental essential reality that has to exist in order to achieve
your ultimate potential-a fact that I hold central to my practice philosophy. Regardless of your
feelings about marketing, Beauty and the Business offers something for everyone wanting to
enhance their approach to the art of aesthetic care delivery.”Julius W. Few Jr. MDBoard Certified
Plastic SurgeonThe Few Institute for Aesthetic Plastic Surgery (Chicago, IL)Developer and
Director, Northwestern University Feinberg School of MedicineAesthetic and Breast
Fellowship“Medical Training is so complex that there is too little time devoted to training new



doctors on how to be “new businessman”. And if running a medical practice isn’t hard enough,
running a totally elective consumer driven practice is twice as hard. Dr. Gregory Buford is a
special individual from the “Internet generation” that has chosen a different path than the
majority of plastic surgeons – a purely aesthetic surgeon with a very focused practice. His wealth
of knowledge on branding, marketing, social interfacing, customer service are outstanding and
have helped him build a very successful practice. His insights and personal experiences
expressed through his writing will be very useful to not only the cosmetic plastic surgeon, a
business man in the area of body and facial beauty, but to all doctors trying to improve their
customer service, patient satisfaction, and perform cost-effective marketing.”Richard J. Greco,
MD FACSBoard Certified Plastic SurgeonThe Georgia Institute for Plastic Surgery (Savannah,
GA)Member: American Society for Aesthetic SurgeryAdvisory Board Member: The Consumer
Guide to Plastic SurgeryEditor; Emergency Plastic SurgeryAuthor of over 30 scientific papers
and six textbook chapters“A pointed, thoughtful approach to the aesthetic marketplace, Dr.
Gregory Buford and Steven House have given us a guide I would have dreamed of having when
I started my practice. A must read for every Plastic Surgeon, both new in practice and the well
established practitioner. Shape your practice, don’t expect it to happen on it’s own...Read
on.”Michael Schwartz, MDBoard Certified Facial Plastic SurgeonPrivate Practice: Westlake,
CAFacial Plastic Surgery Instructor: University of Southern Californiabeauty and
theBUSINESSGregory A. Buford, MD FACS&Steven E. Housebeauty and
theBUSINESSGregory A. Buford, MD FACS&Steven E. HouseBeauty and the BusinessPractice,
Profits and ProductivityPerformance and ProfitabilityCopyright © 2010 Gregory A Buford, MD
FACS & Steven E. House.All rights reserved.No part of this publication may be reproduced or
transmitted in any form or by any means, mechanical or electronic, including photocopying and
recording, or by any information storage and retrieval system, without permission in writing from
the author or publisher (except by a reviewer, who may quote brief passages and/or short brief
video clips in a review.)Disclaimer: The Publisher and the Author make no representations or
warranties with respect to the accuracy or completeness of the contents of this work and
specifically disclaim all warranties, including without limitation warranties of fitness for a
particular purpose. No warranty may be created or extended by sales or promotional materials.
The advice and strategies contained herein may not be suitable for every situation. This work is
sold with the understanding that the Publisher is not engaged in rendering legal, accounting, or
other professional services. If professional assistance is required, the services of a competent
professional person should be sought. Neither the Publisher nor the Author shall be liable for
damages arising herefrom. The fact that an organization or website is referred to in this work as
a citation and/or a potential source of further information does not mean that the Author or the
Publisher endorses the information the organization or website may provide or
recommendations it may make. Further, readers should be aware that internet websites listed in
this work may have changed or disappeared between when this work was written and when it is
read.Library of Congress Control Number: 2009936847Morgan James Publishing1225 Franklin



Ave., STE 325Garden City, NY 11530-1693Toll Free
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professional services. If professional assistance is required, the services of a competent
professional person should be sought. Neither the Publisher nor the Author shall be liable for
damages arising herefrom. The fact that an organization or website is referred to in this work as
a citation and/or a potential source of further information does not mean that the Author or the
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recommendations it may make. Further, readers should be aware that internet websites listed in
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donates one percent of all book sales for the life of each book to Habitat for Humanity. Get
involved today, visit www.HelpHabitatForHumanity.org.In an effort to support local communities,
raise awareness and funds, Morgan James Publishing donates one percent of all book sales for
the life of each book to Habitat for Humanity. Get involved today, visit
www.HelpHabitatForHumanity.org.In an effort to support local communities, raise awareness
and funds, Morgan James Publishing donates one percent of all book sales for the life of each
book to Habitat for Humanity. Get involved today, visit www.HelpHabitatForHumanity.org.In an
effort to support local communities, raise awareness and funds, Morgan James Publishing
donates one percent of all book sales for the life of each book to Habitat for Humanity. Get
involved today, visit www.HelpHabitatForHumanity.org.“Toto, I’ve a feeling that we’re not in
Kansas anymore”Dorothy (The Wizard of Oz)“Toto, I’ve a feeling that we’re not in Kansas
anymore”Dorothy (The Wizard of Oz)FOREWORDI opened a prepublication draft of BEAUTY



and the BUSINESS with great anticipation. Having heard Greg Buford speak on practice
branding and positioning several times, I was very impressed with his incisive comments, and
looked forward to a more complete exposition of his views. I was not disappointed and roared
through the book he authored with Steven House over two evenings. With Buford’s firsthand
experience shaping his own practice, and House’s savvy analysis and business skills, they
make a great team.While the emphasis of the book is transforming a focused aesthetic practice
from an aspiration into a thriving business enterprise, the larger goal is to create personal
happiness and fulfillment: for both patient/client and practitioner. With the current luxury goods
down market mentality of “survival”, their concept of “thrival” is refreshing and inspiring—being
able to select what you do, and which clients you will serve, and making a well compensated
and fulfilling success out of it. Clearly practitioner success and happiness (or their antithesis) is
genetically linked to that of the client, and the analysis of enhancing and solidifying this
connection is the essence of the book.Just as this book is an excellent collaboration, successful
practice is a team effort. The physician “coach” has to become clear on the strengths of the
practice to ensure that there are skilled players on the bench. The physician manager must take
a much broader approach to defining the “game plan” for the practice, and be even more aware
of the strengths and weaknesses of the competition than in the past. As Buford points out, most
plastic surgeons focus only on the medical aspects of their practice that occupied so much of
their training. But this is like a team that can only play defense. To really be in the “game” the
modern physician must have a well conceived and executed offense, in the form of a branding
and positioning plan, in order to achieve its goals.As a practicing plastic surgeon over the last
thirty years, I have certainly watched a seismic shift in how practices conceive and manage their
public face. Given the large number of truly ineffective or offensive marketing efforts I have seen
—many of them displayed not only on individual but also on collective, corporate sponsored web
sites—there is a very large potential market for the tight analysis and practical suggestions in
BEAUTY and the BUSINESS. Business success is much more than smiling models, pastel
colors, and over-bloated claims and testimonials. It takes real work, not chaotic energy chasing a
vague shifting shadow of the consumer.Buford and House provide the methods and tools in
short well written chapters, with almost web-page like impact, that are concise but filled with
personal experience and practical examples. They elucidate lessons not only from the cosmetic
surgery space, but also by incorporating experience relative to parallel industries and products.
The rich references are up to date, using real practice data from Plastic Surgery organizations
and other current publications. The graphic aids are solid and weave the compelling story of
success from the analysis of practice and target client base, the conception of practice
philosophy and branding, to the execution of a marketing and patient happiness and retention
program.I found the tone of the book to be philosophical and high minded which was much more
interesting and compelling than a technical “how to” marketing manual. The advice is as sound
for a mature surgeon reassessing their mid career practice strategy as it is mandatory for a
young surgeon just entering practice and overwhelmed with trying to master the practice and the



business simultaneously. In fact, BEAUTY and the BUSINESS would make a great addition to
the curriculum of most training programs.Happiness and success in any endeavor is never a
matter of chance, but the result of careful analysis in addition to planning and execution of a
winning strategy. This book helps a surgeon determine just what makes them happiest, and
which clients they have the best chance of satisfying. In BEAUTY and the BUSINESS, the notion
of “thrival” (happy patients and fulfilled practitioners) is a great goal. And with this book in hand,
its achievement is within view.Bruce L. Cunningham, MDPresident, American Society of Plastic
Surgeons (ASPS) – 2006 Chair, American Board of Plastic Surgery - 2004FOREWORDI opened
a prepublication draft of BEAUTY and the BUSINESS with great anticipation. Having heard Greg
Buford speak on practice branding and positioning several times, I was very impressed with his
incisive comments, and looked forward to a more complete exposition of his views. I was not
disappointed and roared through the book he authored with Steven House over two evenings.
With Buford’s firsthand experience shaping his own practice, and House’s savvy analysis and
business skills, they make a great team.While the emphasis of the book is transforming a
focused aesthetic practice from an aspiration into a thriving business enterprise, the larger goal
is to create personal happiness and fulfillment: for both patient/client and practitioner. With the
current luxury goods down market mentality of “survival”, their concept of “thrival” is refreshing
and inspiring—being able to select what you do, and which clients you will serve, and making a
well compensated and fulfilling success out of it. Clearly practitioner success and happiness (or
their antithesis) is genetically linked to that of the client, and the analysis of enhancing and
solidifying this connection is the essence of the book.Just as this book is an excellent
collaboration, successful practice is a team effort. The physician “coach” has to become clear on
the strengths of the practice to ensure that there are skilled players on the bench. The physician
manager must take a much broader approach to defining the “game plan” for the practice, and
be even more aware of the strengths and weaknesses of the competition than in the past. As
Buford points out, most plastic surgeons focus only on the medical aspects of their practice that
occupied so much of their training. But this is like a team that can only play defense. To really be
in the “game” the modern physician must have a well conceived and executed offense, in the
form of a branding and positioning plan, in order to achieve its goals.As a practicing plastic
surgeon over the last thirty years, I have certainly watched a seismic shift in how practices
conceive and manage their public face. Given the large number of truly ineffective or offensive
marketing efforts I have seen—many of them displayed not only on individual but also on
collective, corporate sponsored web sites—there is a very large potential market for the tight
analysis and practical suggestions in BEAUTY and the BUSINESS. Business success is much
more than smiling models, pastel colors, and over-bloated claims and testimonials. It takes real
work, not chaotic energy chasing a vague shifting shadow of the consumer.Buford and House
provide the methods and tools in short well written chapters, with almost web-page like impact,
that are concise but filled with personal experience and practical examples. They elucidate
lessons not only from the cosmetic surgery space, but also by incorporating experience relative



to parallel industries and products. The rich references are up to date, using real practice data
from Plastic Surgery organizations and other current publications. The graphic aids are solid and
weave the compelling story of success from the analysis of practice and target client base, the
conception of practice philosophy and branding, to the execution of a marketing and patient
happiness and retention program.I found the tone of the book to be philosophical and high
minded which was much more interesting and compelling than a technical “how to” marketing
manual. The advice is as sound for a mature surgeon reassessing their mid career practice
strategy as it is mandatory for a young surgeon just entering practice and overwhelmed with
trying to master the practice and the business simultaneously. In fact, BEAUTY and the
BUSINESS would make a great addition to the curriculum of most training programs.Happiness
and success in any endeavor is never a matter of chance, but the result of careful analysis in
addition to planning and execution of a winning strategy. This book helps a surgeon determine
just what makes them happiest, and which clients they have the best chance of satisfying. In
BEAUTY and the BUSINESS, the notion of “thrival” (happy patients and fulfilled practitioners) is
a great goal. And with this book in hand, its achievement is within view.Bruce L. Cunningham,
MDPresident, American Society of Plastic Surgeons (ASPS) – 2006 Chair, American Board of
Plastic Surgery - 2004PREFACE“Better to pass boldly into that other world, in the full glory of
some passion, than fade and wither dismally with age.”James JoyceSince the beginning, the
healthcare industry has practiced a self-imposed moratorium on doing business and physicians
have been encouraged to not address the business side of the delivery of their Oath. And yet if
today’s physicians aren’t attentive to the business aspect of their practice, it’s a sure thing they
won’t be practicing for long. And then who loses?The concept for this book began several years
ago during my residency training. In no uncertain terms, I was specifically instructed to not think
of medicine as a business. As a surgical resident, I was surrounded by mentors whose
appointment was to teach surgical technique. And while they stressed the importance of proper
credentialing, the subject of money was avoided at all cost, not unlike the uncomfortable feeling
in a restaurant when the waitress announces that the lobster served that evening is “market
price.” If you had to ask, then maybe you were in the wrong restaurant; so you just didn’t ask. You
just sweated the amount (particularly on an intern’s pay) until the check was presented. The
message implied to us was that someone else would manage the money—a practice manager,
for example. And so when patients asked what a treatment would cost, we were instructed to
defer that detail to someone in accounting.So after years of hard work, long hours and endless
studying, I was unceremoniously dropped into private practice where I found out that even
though I had to assume risk for the business, my staff all had to be paid first leaving me to be the
last one to get any money. The fact remained that there were no guarantees I’d even paid for my
services, or anything, for that matter. To even open the doors of a practice you have to commit to
paying full-time reception help, nursing, and space costs before you know when your first paying
patient will arrive. Even then, there are no guarantees that payment due from those first patients
will be on time for you to pay your staff, your office space lease, and or your basic living



expenses.Like many young associates, I began by casting a wide net seeking to fill my
appointment book. I didn’t turn away patients whether treating them would be a profitable use of
my time or not. In observing my peers, it did not take very long for me to recognize that some
aimed to make the most of their training and career; others were just filling time in between
graduation and retirement. Those who were enthusiastic and excited about the work they were
able to do were rewarded well financially for it. Sadly, the majority of physicians embraced the
“Field of Dreams” mentality— hanging a shingle and waiting and hoping clients would come. As
you can imagine, results were highly inconsistent and in most cases very poor. The defining
characteristic of the successful practice seemed to be a combination of strategic planning,
marketing execution and recognition that no doctor has an infinite earning capacity because no
matter what we do, there are only 24 hours in a day.Doctors who make the most of their time
choose first to do things for clients that make the best medical sense. But they also consider
what make the best financial sense for both the patient and themselves. In training, we were
always taught to do what is right for the client and never taught to concern ourselves with
profitability. But one of the most difficult early steps in your practice is knowing when to say no
and when to say yes based on the profitability of your answer. This insight is cultivated as you
gain experience and unfortunately can cause many early missteps that may result in the loss of
both time and revenue.I did not start my practice with a business manual like this in hand. I
suffered along with the rest of my peers until I learned that the successful practitioner did not
cast fate to the wind but instead proactively charted a carefully designed course engineered for
success. Operating without a strategic endpoint in mind is like trying to drive somewhere without
actually knowing where you want to go having never been there and expecting to arrive on time,
without frustration. Typical business environments would have you assigned to a mentor but in
the world of cosmetic medicine all the mentors who could potentially help you are probably your
competition.Over the last decade, I have consumed every marketing and practice building
resource available. I spent nights in the library researching business strategies and essentially
creating my own mission statement. I learned everything I could about how to build a business
that would survive any market condition and then how to sustain and grow that business. I also
learned how to manage my time so that I can add capacity to my business, and fill that capacity
the way I want to keep client satisfaction and my financial results both in mind. Most of my
colleagues laughed at my new ideas until, years later, when my practice had grown from a
fledging entry level endeavor into a highly successful cash-only elective enterprise. In eight short
years, I’ve built a career that now allows me to do exactly what I want: not accept insurance and
actually enjoy what I do. I have patients who are thrilled with what they get when they come to
my practice. On a daily basis, I literally change people’s lives by the work I do. For some, the
results restore lost confidence while for others it simply grants them confidence they never had.
In many cases they come into my office with their heads down not wanting to be seen. But when
they leave, they smile, hold their head high, and proceed to talk to everyone with a new dose of
confidence.We all have the choice between thriving and surviving. I choose to thrive. If that is



your goal, it will require a paradigm shift to reach a state of what I call “thrival”. Simply stated, a
state of thrival is a position where your practice is not only surviving, it is thriving. I don’t want to
peak once and fall back or have peaks and valleys. The best case scenario for me is a practice
that never stops growing in the areas of client satisfaction and profitability. But to achieve this will
require you as a practitioner to adopt new methodologies and embrace an entirely new way of
thinking.Unfortunately, the problem begins early. Most medical students don’t instinctively
understand how to run a business. Add to this the fact medical schools and residencies focus
predominantly on the clinical side of medicine—how to make a diagnosis and how to cure
disease. In reality, the physician as businessman has always existed; he just hasn’t been
effective. The spirit of this book was born out of a desire to eliminate the frustration that comes
from working within a broken system and hopefully to propose ways in which to more effectively
structure, grow, and build a successful business.If you are simply looking for a busy practice, this
book is not for you. If you want to create a top performing aesthetic practice clinically and
financially, read on. If you dare to enter the highly competitive marketplace, capture market share
in the specific areas of practice you prefer, and celebrate the financial rewards that come with
education, labor and applied new thinking, then this is your book. At times this book may seem
rudimentary, but these basic principles are intended to support your core competency while
reducing your risk of failure and enhancing your chances of success. If you use this book as a
roadmap to enable you to develop goals, strategy and execution, you’re bound to reap the same
or even better benefits then I have. Remember that while your goals are critical my hope is that
you will experience joy and pride in the journey.After a decade of learning on the job with
successes and failures I have come to the point where I feel a unified sense of who I am and
where I am going. Satisfaction has been achieved in great part by choosing to do what I like to
do and eliminating what I do not. In the early years of my practice, while I enjoyed the
reconstructive insurance-based medical component, I was continually frustrated by the many
hoops I had to jump through to get reimbursed for the work I did and the long hours wasted
arguing with insurance companies. This same frustration is being felt on a national level as the
medical system progressively becomes more challenging from the standpoint of inadequate
reimbursement and increasing medico-legal exposure. As a result, the best and the brightest are
no longer targeting medicine as a profession but instead rallying towards other fields. The payoff
is seemingly no longer there. I would disagree. I have truly enjoyed what I do and am
continuously grateful for the lives that I have touched and the clients with whom I have worked.
No other profession allows us to see so deeply into the human spirit and affect such a dramatic
change. For this, I am eternally grateful. My goal is that this book will help you rekindle the flame
and see medicine in an entirely different light. Now let’s begin your journey to build a more
rewarding practice and the life you dreamed about when you made that important choice to
serve patients as a doctor.—GregPREFACE“Better to pass boldly into that other world, in the full
glory of some passion, than fade and wither dismally with age.”James JoyceSince the
beginning, the healthcare industry has practiced a self-imposed moratorium on doing business



and physicians have been encouraged to not address the business side of the delivery of their
Oath. And yet if today’s physicians aren’t attentive to the business aspect of their practice, it’s a
sure thing they won’t be practicing for long. And then who loses?The concept for this book
began several years ago during my residency training. In no uncertain terms, I was specifically
instructed to not think of medicine as a business. As a surgical resident, I was surrounded by
mentors whose appointment was to teach surgical technique. And while they stressed the
importance of proper credentialing, the subject of money was avoided at all cost, not unlike the
uncomfortable feeling in a restaurant when the waitress announces that the lobster served that
evening is “market price.” If you had to ask, then maybe you were in the wrong restaurant; so you
just didn’t ask. You just sweated the amount (particularly on an intern’s pay) until the check was
presented. The message implied to us was that someone else would manage the money—a
practice manager, for example. And so when patients asked what a treatment would cost, we
were instructed to defer that detail to someone in accounting.So after years of hard work, long
hours and endless studying, I was unceremoniously dropped into private practice where I found
out that even though I had to assume risk for the business, my staff all had to be paid first
leaving me to be the last one to get any money. The fact remained that there were no guarantees
I’d even paid for my services, or anything, for that matter. To even open the doors of a practice
you have to commit to paying full-time reception help, nursing, and space costs before you know
when your first paying patient will arrive. Even then, there are no guarantees that payment due
from those first patients will be on time for you to pay your staff, your office space lease, and or
your basic living expenses.Like many young associates, I began by casting a wide net seeking
to fill my appointment book. I didn’t turn away patients whether treating them would be a
profitable use of my time or not. In observing my peers, it did not take very long for me to
recognize that some aimed to make the most of their training and career; others were just filling
time in between graduation and retirement. Those who were enthusiastic and excited about the
work they were able to do were rewarded well financially for it. Sadly, the majority of physicians
embraced the “Field of Dreams” mentality— hanging a shingle and waiting and hoping clients
would come. As you can imagine, results were highly inconsistent and in most cases very poor.
The defining characteristic of the successful practice seemed to be a combination of strategic
planning, marketing execution and recognition that no doctor has an infinite earning capacity
because no matter what we do, there are only 24 hours in a day.Doctors who make the most of
their time choose first to do things for clients that make the best medical sense. But they also
consider what make the best financial sense for both the patient and themselves. In training, we
were always taught to do what is right for the client and never taught to concern ourselves with
profitability. But one of the most difficult early steps in your practice is knowing when to say no
and when to say yes based on the profitability of your answer. This insight is cultivated as you
gain experience and unfortunately can cause many early missteps that may result in the loss of
both time and revenue.I did not start my practice with a business manual like this in hand. I
suffered along with the rest of my peers until I learned that the successful practitioner did not



cast fate to the wind but instead proactively charted a carefully designed course engineered for
success. Operating without a strategic endpoint in mind is like trying to drive somewhere without
actually knowing where you want to go having never been there and expecting to arrive on time,
without frustration. Typical business environments would have you assigned to a mentor but in
the world of cosmetic medicine all the mentors who could potentially help you are probably your
competition.Over the last decade, I have consumed every marketing and practice building
resource available. I spent nights in the library researching business strategies and essentially
creating my own mission statement. I learned everything I could about how to build a business
that would survive any market condition and then how to sustain and grow that business. I also
learned how to manage my time so that I can add capacity to my business, and fill that capacity
the way I want to keep client satisfaction and my financial results both in mind. Most of my
colleagues laughed at my new ideas until, years later, when my practice had grown from a
fledging entry level endeavor into a highly successful cash-only elective enterprise. In eight short
years, I’ve built a career that now allows me to do exactly what I want: not accept insurance and
actually enjoy what I do. I have patients who are thrilled with what they get when they come to
my practice. On a daily basis, I literally change people’s lives by the work I do. For some, the
results restore lost confidence while for others it simply grants them confidence they never had.
In many cases they come into my office with their heads down not wanting to be seen. But when
they leave, they smile, hold their head high, and proceed to talk to everyone with a new dose of
confidence.We all have the choice between thriving and surviving. I choose to thrive. If that is
your goal, it will require a paradigm shift to reach a state of what I call “thrival”. Simply stated, a
state of thrival is a position where your practice is not only surviving, it is thriving. I don’t want to
peak once and fall back or have peaks and valleys. The best case scenario for me is a practice
that never stops growing in the areas of client satisfaction and profitability. But to achieve this will
require you as a practitioner to adopt new methodologies and embrace an entirely new way of
thinking.Unfortunately, the problem begins early. Most medical students don’t instinctively
understand how to run a business. Add to this the fact medical schools and residencies focus
predominantly on the clinical side of medicine—how to make a diagnosis and how to cure
disease. In reality, the physician as businessman has always existed; he just hasn’t been
effective. The spirit of this book was born out of a desire to eliminate the frustration that comes
from working within a broken system and hopefully to propose ways in which to more effectively
structure, grow, and build a successful business.If you are simply looking for a busy practice, this
book is not for you. If you want to create a top performing aesthetic practice clinically and
financially, read on. If you dare to enter the highly competitive marketplace, capture market share
in the specific areas of practice you prefer, and celebrate the financial rewards that come with
education, labor and applied new thinking, then this is your book. At times this book may seem
rudimentary, but these basic principles are intended to support your core competency while
reducing your risk of failure and enhancing your chances of success. If you use this book as a
roadmap to enable you to develop goals, strategy and execution, you’re bound to reap the same



or even better benefits then I have. Remember that while your goals are critical my hope is that
you will experience joy and pride in the journey.After a decade of learning on the job with
successes and failures I have come to the point where I feel a unified sense of who I am and
where I am going. Satisfaction has been achieved in great part by choosing to do what I like to
do and eliminating what I do not. In the early years of my practice, while I enjoyed the
reconstructive insurance-based medical component, I was continually frustrated by the many
hoops I had to jump through to get reimbursed for the work I did and the long hours wasted
arguing with insurance companies. This same frustration is being felt on a national level as the
medical system progressively becomes more challenging from the standpoint of inadequate
reimbursement and increasing medico-legal exposure. As a result, the best and the brightest are
no longer targeting medicine as a profession but instead rallying towards other fields. The payoff
is seemingly no longer there. I would disagree. I have truly enjoyed what I do and am
continuously grateful for the lives that I have touched and the clients with whom I have worked.
No other profession allows us to see so deeply into the human spirit and affect such a dramatic
change. For this, I am eternally grateful. My goal is that this book will help you rekindle the flame
and see medicine in an entirely different light. Now let’s begin your journey to build a more
rewarding practice and the life you dreamed about when you made that important choice to
serve patients as a doctor.—GregMy 25 years in healthcare have included time with major
imaging vendors such as Philips Medical Systems and GE Healthcare. During this, I spent ten
years working in healthcare IT including physician office billing systems, electronic medical
records in offices and hospitals, computerized physician order entry systems, patient safety
initiatives, and interoperability. I have also spent the past three years engaged in web and
referral-based marketing inside physician practices. From those experiences, I learned that there
is a right time and a right way to market your business and that often varies depending on many
factors. Building a business from a set of unique skills is really not that difficult. But marketing
that business and making it profitable are another thing entirely. Marketing is an art when you
have an entire team of highly educated marketing people to do it. When it is only you it is like
trying to make a stick figure look like a masterpiece.I joined with Dr. Buford in writing this book
because I believe that all specialties, cosmetic plastic surgery included, need to understand how
to improve the business side of their practice and demonstrate the value they bring to their
consumers. We live in an important time in history where it is critical to market your practice to
self-paying patients regardless of whether or not you also take insurance. Reimbursements are
being cut yearly and will continue to do so based on the rising cost of healthcare, an aging
population and the explosive growth of the obesity epidemic and its associated costs. So to live
your own personal dream as a physician, you can either find ways to expand your profitable
revenue or choose to down-size your dream.It has taken me 25 years in the business of
healthcare to fully realize that healthcare is not usually run as a business. At least it is certainly
not run that way in most cases. To begin with, the notion of healthcare as a business is not
taught in many medical schools. You can get an MHA, which appears to be an MBA for



healthcare, but keep in mind that those initials stand for Masters in Health Administration not
Masters in Healthcare Business. On the other hand, I do know many very well qualified hospital
administrators who are sound business people so I don’t want you to think that I am completely
negative on the subject. But the time has come to emphasize healthcare as a business for a
number of good reasons.According to some estimates, healthcare now represents nearly 14%
of the gross US domestic product (GDP). As part of that cost it adds more then $2000 to the
price of a car. This doesn’t even take into account the coming genetic revolution that will, by
some estimates, drive healthcare costs to account for up to 50% of the GDP by mid-century. Add
to this an increasing obese population and their attendant costs and the healthcare situation
becomes more and more strained. The United States and World Economies alike cannot sustain
an environment where the cost of healthcare continues to climb at 14% per year for very long
because it takes funding away from other important objectives such as alternative energy. The
net result will be continuous cuts in the cost of healthcare and physician practices are a big part
of that cost.We are writing this book to help you overcome this environment using two primary
objectives. Both objectives are based on the simple equation that:Profitability = Revenue –
CostTo maintain profitability (your net income) in the face of declining reimbursements, you must
either increase revenue or cut costs or both. If you have been in practice for awhile you have
probably cut your costs as far as you can already so that leaves you with a strategy that must
grow revenue. The two objectives we pursue are therefore to grow profitable revenue while
increasing practice capacity so that your costs can remain static. In this book we will emphasize
the importance of identifying find profitable service lines for your patients and will discuss the
need for you realize that your profitability is in part based upon your ability to service these
patients even if it doesn’t seem like you have the time to do so.A major issue facing healthcare in
the United States is some of our potential clients are choosing competitors outside our country.
Outsourcing of healthcare to countries such as India and Brazil is becoming more common
every day. And the reason? Cost. Cost is the measuring stick in healthcare whether you are
deciding on an insurance plan or provider or if you are pursuing elective surgery. Cost has
become the basis in today’s economy because physicians are not taught how to demonstrate
value in what they do and they are certainly never instructed on how to elevate the argument
above just cost.Capitalism is based on value and in healthcare we have ignored it due to a lack
of training in the business of healthcare. With that, we are also seeing a movement toward
consumerism in healthcare which will mean that clients will have more of their own money at
stake in whom they choose to get their healthcare from. These consumers are used to buying
based upon perceived value and if your practice isn’t strongly promoting its’ value, then you will
ultimately lose market share.My hope is that this book will confirm what you already know and
compel you to more profitably grow your business. It is also my hope that you will take the
lessons that Dr. Buford and I have learned apart and together to expand in new areas of value
creation and strategy and accomplish the objective of profitably growing your healthcare
business.The one thing we do know is that action leads to results. Absence of action leads you



nowhere and in most cases actually sets you back. Do not read this book if you are not planning
to take action because it is written with actionable data. If you are not sure about how to
proceed, contact us. Our information is provided at the back of this book and we would love to
speak with you. Touch base with either one of us and our team will be happy to help you move
forward. I believe in true value and I do not want anyone to read this book without getting value
from its contents. Action, based upon relevant knowledge, is the best game plan in every case
and that is why you should read on. Now let’s get started......—SteveMy 25 years in healthcare
have included time with major imaging vendors such as Philips Medical Systems and GE
Healthcare. During this, I spent ten years working in healthcare IT including physician office
billing systems, electronic medical records in offices and hospitals, computerized physician
order entry systems, patient safety initiatives, and interoperability. I have also spent the past
three years engaged in web and referral-based marketing inside physician practices. From those
experiences, I learned that there is a right time and a right way to market your business and that
often varies depending on many factors. Building a business from a set of unique skills is really
not that difficult. But marketing that business and making it profitable are another thing entirely.
Marketing is an art when you have an entire team of highly educated marketing people to do it.
When it is only you it is like trying to make a stick figure look like a masterpiece.I joined with Dr.
Buford in writing this book because I believe that all specialties, cosmetic plastic surgery
included, need to understand how to improve the business side of their practice and
demonstrate the value they bring to their consumers. We live in an important time in history
where it is critical to market your practice to self-paying patients regardless of whether or not you
also take insurance. Reimbursements are being cut yearly and will continue to do so based on
the rising cost of healthcare, an aging population and the explosive growth of the obesity
epidemic and its associated costs. So to live your own personal dream as a physician, you can
either find ways to expand your profitable revenue or choose to down-size your dream.It has
taken me 25 years in the business of healthcare to fully realize that healthcare is not usually run
as a business. At least it is certainly not run that way in most cases. To begin with, the notion of
healthcare as a business is not taught in many medical schools. You can get an MHA, which
appears to be an MBA for healthcare, but keep in mind that those initials stand for Masters in
Health Administration not Masters in Healthcare Business. On the other hand, I do know many
very well qualified hospital administrators who are sound business people so I don’t want you to
think that I am completely negative on the subject. But the time has come to emphasize
healthcare as a business for a number of good reasons.According to some estimates,
healthcare now represents nearly 14% of the gross US domestic product (GDP). As part of that
cost it adds more then $2000 to the price of a car. This doesn’t even take into account the
coming genetic revolution that will, by some estimates, drive healthcare costs to account for up
to 50% of the GDP by mid-century. Add to this an increasing obese population and their
attendant costs and the healthcare situation becomes more and more strained. The United
States and World Economies alike cannot sustain an environment where the cost of healthcare



continues to climb at 14% per year for very long because it takes funding away from other
important objectives such as alternative energy. The net result will be continuous cuts in the cost
of healthcare and physician practices are a big part of that cost.We are writing this book to help
you overcome this environment using two primary objectives. Both objectives are based on the
simple equation that:Profitability = Revenue – CostTo maintain profitability (your net income) in
the face of declining reimbursements, you must either increase revenue or cut costs or both. If
you have been in practice for awhile you have probably cut your costs as far as you can already
so that leaves you with a strategy that must grow revenue. The two objectives we pursue are
therefore to grow profitable revenue while increasing practice capacity so that your costs can
remain static. In this book we will emphasize the importance of identifying find profitable service
lines for your patients and will discuss the need for you realize that your profitability is in part
based upon your ability to service these patients even if it doesn’t seem like you have the time to
do so.A major issue facing healthcare in the United States is some of our potential clients are
choosing competitors outside our country. Outsourcing of healthcare to countries such as India
and Brazil is becoming more common every day. And the reason? Cost. Cost is the measuring
stick in healthcare whether you are deciding on an insurance plan or provider or if you are
pursuing elective surgery. Cost has become the basis in today’s economy because physicians
are not taught how to demonstrate value in what they do and they are certainly never instructed
on how to elevate the argument above just cost.Capitalism is based on value and in healthcare
we have ignored it due to a lack of training in the business of healthcare. With that, we are also
seeing a movement toward consumerism in healthcare which will mean that clients will have
more of their own money at stake in whom they choose to get their healthcare from. These
consumers are used to buying based upon perceived value and if your practice isn’t strongly
promoting its’ value, then you will ultimately lose market share.My hope is that this book will
confirm what you already know and compel you to more profitably grow your business. It is also
my hope that you will take the lessons that Dr. Buford and I have learned apart and together to
expand in new areas of value creation and strategy and accomplish the objective of profitably
growing your healthcare business.The one thing we do know is that action leads to results.
Absence of action leads you nowhere and in most cases actually sets you back. Do not read this
book if you are not planning to take action because it is written with actionable data. If you are
not sure about how to proceed, contact us. Our information is provided at the back of this book
and we would love to speak with you. Touch base with either one of us and our team will be
happy to help you move forward. I believe in true value and I do not want anyone to read this
book without getting value from its contents. Action, based upon relevant knowledge, is the best
game plan in every case and that is why you should read on. Now let’s get started......—
SteveACKNOWLEDGEMENTSAs a child, I spent a great deal of time in libraries reading,
exploring, and gaining knowledge about the world. And during this time, my teachers were my
inspiration and the driving force behind the passion that I had and always will have for the written
word. I learned early on that the human experience is universal and that definition of self is an on-



going but exciting process during which passion and hunger for self-awareness serve as integral
catalysts along this great adventure. As a literature major at the University of California, San
Diego my intellectual curiosity literally exploded as I dove headfirst into the Humanities and
learned from both the antiquities and the contemporary movements and ultimately began to
shape myself as a person.Although it would be impossible to name every artist who impacted
me, I specifically owe a great debt of gratitude to F. Scott Fitzgerald, Jorge Luis Borges, and
Gabriel Garcia Marquez. Their works drove me to question the position of the individual being
within the world and taught me that with faith, passion, and purpose, I could accomplish
anything I set my mind to. And it was during these years that I begin an assimilation of both
science and art into the drive towards self awareness.As a result of recent changes in my life,
this passion has been reawakened. And as a result, I have never been more fulfilled as a person
and a human being while realizing that there is significantly more greatness to come. And the
greatest outcome from these changes has been the inspiration for me to move forward with the
writing of this book.But none of this would have been possible without the steadfast and loving
support of my parents, Gary and Betty. I can never thank them enough for everything they did to
help get me to this point. This book and the blood, sweat, and tears it took to get me this far is
dedicated to them. I would also like to acknowledge my physician mentors and my wonderful
staff who have put up with me over these years. You all have been a great source of inspiration
and support and I am a better person for having met you all.—Gregory A. Buford, MD FACSThe
teachings of Jack Canfield, Andy Andrews, and Tony Robbins have played a significant role in
my personal development process. I have read their books and want to especially acknowledge
Success Principles by Jack, The Traveler’s Gift by Andy, and Unlimited Power by Tony. Their
teachings and coaching, along with the encouragement of my father have lead me to seek
wisdom through reading and experience and those experiences have allowed me to gain insight
in to how to run a business, use marketing to be successful, and driven me to compete at the
highest level of everything I do. This book represents a combination of my own thoughts and
ideas, along with the inspiration of Jack, Andy, and Tony, that have been tried and successfully
produced results. My commitment to being the best in all that I do come from my father who is
my hero and I dedicate this to him.—Steven E. House, BSBAACKNOWLEDGEMENTSAs a
child, I spent a great deal of time in libraries reading, exploring, and gaining knowledge about
the world. And during this time, my teachers were my inspiration and the driving force behind the
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experience is universal and that definition of self is an on-going but exciting process during
which passion and hunger for self-awareness serve as integral catalysts along this great
adventure. As a literature major at the University of California, San Diego my intellectual curiosity
literally exploded as I dove headfirst into the Humanities and learned from both the antiquities
and the contemporary movements and ultimately began to shape myself as a person.Although it
would be impossible to name every artist who impacted me, I specifically owe a great debt of
gratitude to F. Scott Fitzgerald, Jorge Luis Borges, and Gabriel Garcia Marquez. Their works



drove me to question the position of the individual being within the world and taught me that with
faith, passion, and purpose, I could accomplish anything I set my mind to. And it was during
these years that I begin an assimilation of both science and art into the drive towards self
awareness.As a result of recent changes in my life, this passion has been reawakened. And as a
result, I have never been more fulfilled as a person and a human being while realizing that there
is significantly more greatness to come. And the greatest outcome from these changes has
been the inspiration for me to move forward with the writing of this book.But none of this would
have been possible without the steadfast and loving support of my parents, Gary and Betty. I can
never thank them enough for everything they did to help get me to this point. This book and the
blood, sweat, and tears it took to get me this far is dedicated to them. I would also like to
acknowledge my physician mentors and my wonderful staff who have put up with me over these
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the encouragement of my father have lead me to seek wisdom through reading and experience
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marketing to be successful, and driven me to compete at the highest level of everything I do.
This book represents a combination of my own thoughts and ideas, along with the inspiration of
Jack, Andy, and Tony, that have been tried and successfully produced results. My commitment
to being the best in all that I do come from my father who is my hero and I dedicate this to him.—
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1DEFINING GREATNESSCHAPTER 1WHAT DOES GREATNESS LOOK LIKE?″Be not afraid
of greatness; some are born great, some achieve greatness, and others have greatness thrust
upon them.″William ShakespeareIn setting out to write this book, my goal was to explore the
new Cosmetic Marketplace, the new Cosmetic Patient, and to better define strategies for
achieving success given an entirely new paradigm. In so doing, I wanted to incorporate practice
innovations that had worked successfully for me while spending equal time on those that did not.
And I also wanted to include a sampling of successful Plastic Surgery practices from various
socioeconomic zones across the country and identify pearls and tips they found helpful.My goal
was not to offer a single approach but, instead, an amalgam of different approaches and tactics
used successfully across different practices. Because although I have enjoyed success, my way
is certainly not the only way and I wanted to see what strategies others had found useful. And
that is where I hit a wall.I hand-selected a dozen thriving Plastic Surgery practices across the
country and asked them for their thoughts. And almost without exception, my responses were
either left unanswered or I was given some reason why they would not be a good “role model”. In
other cases, I was told that they were simply too busy. And that is when the light bulb went
on.For most people in the aesthetic marketplace, competition is difficult if not downright stifling.
And most will try anything to achieve some modicum of success. And once that strategy has
been formed, we are not willing to let the proverbial “cat out of the bag” as to what actually led to
our success. And that is understandable. One practitioner in a large metropolitan area actually
recounted his concerns with sharing his tips. He had had enough of his competition copying his
ads, stealing his promotions, and even going so far as to videotape his own office. He at least
had the courage to explain why he didn’t wish to participate instead of just saying no.I can



understand the hesitancy to relinquish your secrets... to effectively open the door to the vault of
the truths of what has worked for you and what has not worked. And I can understand the initial
impulse to avoid sharing that with what may effectively be your competition. But that is where I
politely disagree.Aesthetic procedures are taught on a daily basis around the world and will
continue to be shared. And residency programs will continue to offer the bare nuts and bolts of
practicing medicine but they have never discussed the true practice of medicine... and that is
bad business. A well thought out approach to Branding, Marketing, and Advertising your practice
will strategically highlight your strengths and your differences from the rest of the competition.
And at its core, its emphasis will be you. And that can never be stolen or reproduced. If your
branding is strong, it should stand the test of time and the onslaught of your competition. If not, it
will not. And so while I may offer a few templates here and there, the true focus of this book is not
to create carbon copy practices—no matter how successful---but instead to help position you to
create your own look, your own feel, and to guide you down a path that will eventually lead to
financial and personal success.And so from this first rejection, what I lost in participation of my
peers, I gained in clarity and focus of mission....both of which over the ensuing chapters I hope
to pass along to you.CHAPTER SUMMARY POINTS:• Never be afraid to teach others. You are
where you are today because of the wisdom of your mentors. Pass this knowledge along and the
rewards you will reap will be endless.• Branding, marketing, and advertising are the lost keys to
practice growth we were never given during training. Credibly executed, they are the foundation
for success.CHAPTER 1WHAT DOES GREATNESS LOOK LIKE?″Be not afraid of greatness;
some are born great, some achieve greatness, and others have greatness thrust upon them.
″William ShakespeareIn setting out to write this book, my goal was to explore the new Cosmetic
Marketplace, the new Cosmetic Patient, and to better define strategies for achieving success
given an entirely new paradigm. In so doing, I wanted to incorporate practice innovations that
had worked successfully for me while spending equal time on those that did not. And I also
wanted to include a sampling of successful Plastic Surgery practices from various
socioeconomic zones across the country and identify pearls and tips they found helpful.My goal
was not to offer a single approach but, instead, an amalgam of different approaches and tactics
used successfully across different practices. Because although I have enjoyed success, my way
is certainly not the only way and I wanted to see what strategies others had found useful. And
that is where I hit a wall.I hand-selected a dozen thriving Plastic Surgery practices across the
country and asked them for their thoughts. And almost without exception, my responses were
either left unanswered or I was given some reason why they would not be a good “role model”. In
other cases, I was told that they were simply too busy. And that is when the light bulb went
on.For most people in the aesthetic marketplace, competition is difficult if not downright stifling.
And most will try anything to achieve some modicum of success. And once that strategy has
been formed, we are not willing to let the proverbial “cat out of the bag” as to what actually led to
our success. And that is understandable. One practitioner in a large metropolitan area actually
recounted his concerns with sharing his tips. He had had enough of his competition copying his



ads, stealing his promotions, and even going so far as to videotape his own office. He at least
had the courage to explain why he didn’t wish to participate instead of just saying no.I can
understand the hesitancy to relinquish your secrets... to effectively open the door to the vault of
the truths of what has worked for you and what has not worked. And I can understand the initial
impulse to avoid sharing that with what may effectively be your competition. But that is where I
politely disagree.Aesthetic procedures are taught on a daily basis around the world and will
continue to be shared. And residency programs will continue to offer the bare nuts and bolts of
practicing medicine but they have never discussed the true practice of medicine... and that is
bad business. A well thought out approach to Branding, Marketing, and Advertising your practice
will strategically highlight your strengths and your differences from the rest of the competition.
And at its core, its emphasis will be you. And that can never be stolen or reproduced. If your
branding is strong, it should stand the test of time and the onslaught of your competition. If not, it
will not. And so while I may offer a few templates here and there, the true focus of this book is not
to create carbon copy practices—no matter how successful---but instead to help position you to
create your own look, your own feel, and to guide you down a path that will eventually lead to
financial and personal success.And so from this first rejection, what I lost in participation of my
peers, I gained in clarity and focus of mission....both of which over the ensuing chapters I hope
to pass along to you.CHAPTER SUMMARY POINTS:• Never be afraid to teach others. You are
where you are today because of the wisdom of your mentors. Pass this knowledge along and the
rewards you will reap will be endless.• Branding, marketing, and advertising are the lost keys to
practice growth we were never given during training. Credibly executed, they are the foundation
for success.Chapter 2PATHS TO GREATNESS BEGIN WITH A STRONG FOUNDATION“Great
things are not done by impulse, but by a series of small things brought together.”Vincent Van
GoghFor many years, the American medical profession was a source of respect, growth, and
reverence. Physicians were respected for their work ethic, their dedication, and their ability for
delayed gratification. Unfortunately, these same traits are now proving to be their undoing. The
new American physician has changed. Once populated by highly motivated overachievers,
residency programs are now seeing a dramatic change in their applicants. Applicants are
seeking careers with more control over work hours and working conditions and are no longer
willing to accept an all-encompassing career that dictates their every move. This growing
movement within the medical profession is becoming stronger with the end result that applicants
are seeking a more proactive role in the creation of their identity, workplace condition and overall
lifestyle. The new American physician was borne out of years of delayed gratification and from
the ashes of crippled marriages and absentee existence. Trainees entering the marketplace see
their peers in other industries not only entering careers earlier but also making substantially
more money in the long run often with considerably more control of their career path and their
lives in general. An offshoot of this movement was the creation of the aesthetic marketplace.
This elective-based procedural marketplace was cultivated and grown from decades of
frustration within the medical industry as a whole in response to both a need previously unmet



as well as a lifestyle previously unattainable.Most current political debates begin with a scathing
assessment of the breakdown of the American healthcare system. To politicians, the system is
broken and must be fixed. The common theme suggested is of a system that is costing more
and more money and budgets which need to be slashed and trimmed. Unfortunately, the
popular target for reform has consistently been physician reimbursement. At the same time that
reimbursement continues to get cut to manage budget shortfalls, physician’s cost of living has
not correspondingly gone down. And so physician salaries continue to decline as long as this
short-sighted mentality remains popular. Add to this a climate of increasing medico-legal
exposure and a professional environment less supportive of the individual physician, and the
end result is increased stress and progressively decreasing job satisfaction.With the emergence
of this elective marketplace comes a new set of rules governing creation, maintenance, and
growth of a medical practice. It is no longer acceptable to merely hang your shingle and wait for
clients to come. As a practitioner in this new environment, you must rise to challenges which
have always existed, but which in recent years have become far more complicated as less pay
has become the standard for the same amount of work. We will continue to lose our flexibility to
offer loss leading procedures and technologies that may in fact really help our patients. Without
reasonable reimbursement, we simply cannot take the risk. The solution is to aggressively
market your business and identify profitable service lines. Twenty years ago, it was considered
taboo to market your skills; now for most practices, it is the cost of doing business. If we are
going to head in this direction and utilize these new practice building tools, we need to
understand what they can and cannot do to most effectively harness their creative powers and
effectively compete in this aesthetic marketplace.The first step in building your business is the
clear and simple recognition that your practice is a business. The first question you should ask
is, “What specific structure should I use for my business?” Whether or not you decide to join a
partnership or go it on your own is really a question of your individual practice style and your
financial situation starting out. There are advantages and disadvantages to both sides but in the
end it really depends upon the practice atmosphere that you seek and ultimately how much
control you wish to exercise over its direction. Solo practice can be enthralling and will ultimately
give you complete control (both good and bad) over the direction of your practice along with total
financial responsibility. It can also be isolated and lonely as you move from the camaraderie of
residency training to the world of solo practice. I have personally enjoyed working in a group
setting since it has given me the ability to bounce ideas off of my partners and consult with them
on challenging cases. But it has also been difficult when my marketing ideas have clashed with
theirs. To address these differences, I developed a practice within a practice where my individual
entity effectively exists as a free-standing business under the umbrella of a master group entity.
This has allowed me the opportunity to create a look and feel representative of my goals and
designs and to chart a course entirely designed around these goals while still enjoying the
benefits of participating with the framework of a group.Once you have chosen your practice
structure, you must begin developing your client base. You may notice that I use the term “client”



and not “patient”. This seemingly basic choice of a word is actually a powerfully reflective
change in the mindset of the aesthetic practitioner. The simple decision to address customers as
clients reflects a shift away from traditional practice dynamics. And this critical difference
solidifies a mindset within your practice where experience is recognized as an attribute equal to
results. To better understand this, we can thank the folks at Starbucks.Years ago, for many
Americans, coffee was considered to be a simple delivery instrument for caffeine. That idea was
inexorably altered with the explosive growth of Starbucks. This Seattle-based company took a
common drink and built an entire culture of experience around it. Clients do not simply purchase
coffee from Starbucks; they buy into the distinctive look of the surroundings, the cheeriness of
the barista behind the counter, and the variety of the menu... in essence, the experience. In
much the same way, successful medical practices are quickly realizing that they have a lot to
learn from the Starbuck’s experience. If you think that aesthetic clients are looking only for the
best results, you are sadly mistaken. While clients seek certain outcomes, they are also seeking
an experience. Clients know coming into your practice means they are going to spend a
significant amount of money but they are willing to do so for the positive changes you will help
them achieve as well as the environment they will find within your office. It is different than going
to a traditional medical office setting to be treated for to an upper respiratory infection because
in our case the client is paying the entire bill with no assistance from insurance. In many cases
they will pay you more as a practitioner than they will pay for everything else they buy with the
exception of their home and their car. Rewarding them with a sterile medical experience will
certainly not win you the business you seek. Top practices have a nurse welcome each patient
as soon as they enter the waiting room to let that person know they are glad to see them. At the
same time, the nurse asks them if they need a bottle of water, reading material, or anything else
that will make them comfortable. They will also ask how the client is and if they are on a
particular time crunch. Although this may sound trivial, accepting that clients are drawn to
experiential medical treatment as much as they are to the experience of a cup of java in the
morning is the first step in identifying and optimally addressing your client base.The topic of
strategic marketing can easily be confused with the idea that big nets catch more fish. We will
help you understand that more fish does not necessarily translate to desired fish. In this case,
marketing doesn’t end at the moment when a potential client first enters your office and
becomes a paying client. This is the point where the most important marketing begins. We will
spend time in later chapters showing you the value of one-on-one marketing that can expand the
number of services lines that a client is able to access within your practice as well as the depth
they go into each line. The right marketing directed at the right client improves return on
investment but allows you to build your practice in a carefully focused and coordinated
direction.So now that we recognize the potential for focused experiential marketing, what
strategies should be undertaken to actually attain clients? The basis for client acquisition begins
with focused branding, marketing and advertising. Once you’ve established the brand you want
to be—the look and feel of your marketing pieces that tell the world of potential clients who you



are and what you do best—it’s time to embrace the two most effective sources of client
acquisition: website presence and word-of-mouth referrals. The most expensive lessons that I
learned in building my practice were which strategies proved to be most effective in achieving
acceptable return on investment. Very early on, I did what everyone else does and I bought into
the idea that I needed to purchase a large Yellow Pages advertisement. I quickly learned that the
type of client I was looking for did not use a three-pound book with tiny type as a resource.
Instead, my Yellow Pages presence was attracting the proverbial “shopper”. While these difficult-
to-please clients may contribute to practice growth early on, they can also be extremely
frustrating to work with. You goal should be to create a practice that allows you to pick the type of
client you want to work with versus taking any client that walks through the door in order to keep
busy. Don’t forget that your goal is a continuously growing profitable business with the highest
level of client satisfaction. Shoppers are interested in getting the best deal possible and are not
afraid to use hardball negotiation tactics in the quest to save a few dollars by eating into or
eliminating your profit. They also tend to be among your least satisfied clients in the long run, as
well as the most demanding. In short, I recommend avoiding this particular client type as they
are only a short term solution. Overall, they are wholly ineffective for true practice building as
they’ll usually migrate to the next practice for the latest discounted deal and they virtually never
become a quality referral source.Once you’ve identified the type of client you are marketing to,
what medium can you actually use to reach them? It depends on your market. In most cases
today, the internet has become a first stop for shoppers looking for any type of service. This fact
alone creates the need for every aesthetic practice to build and maintain a good website. An
effective website serves multiple functions. It is the cornerstone of experiential marketing and
educates your potential client on the look, feel, and personality of your practice. As such, every
detail in the design of your website is critical in conveying your true practice philosophy. The
basic colors of your site suggest a specific personality and educate your consumer to the
experience that they can expect from your individual practice. The same applies to the choice of
language used as website copy. In appealing to a select client persona, specific copy must be
targeted to a specific audience. To accomplish this, you need to identify the age, gender, race,
education and socioeconomic makeup of your target client. While I don’t advocate speaking
down to your clients, direct language to their specific needs. If your target consumer is a 25-35
year-old female with a high school education, speak to them in a way they can understand. The
same applies if you are targeting a more mature, educated audience. This philosophy also
applies to the overall look and feel of your site. In general terms, know your audience and
develop your site accordingly.One simple strategy that you must do is to review competitive
websites that rank at or near the top of search engines. There is a reason they are there and you
need to know that reason. Keep in mind that the primary purpose for the website is to drive
targeted traffic to your practice but if done right your website will also cause some potential
customers to consider a service they didn’t go to your website to specifically find. An example of
this would be if they were concerned about fine lines and wrinkles and were looking for a



botulinum toxin type A product but while on your site realized that they may also want to use a
filler to replace lost facial volume. Your website should lead them to the conclusion that you care
about their particular problem or need and that you are very good at addressing it.Another
important source of new patients should be your existing client base. Who better to promote your
services than someone who has already seen what you can do. Keep strict records of referral
sources and be quick to reward them. For every new client in my office, we identify their source
of referral and routinely track who refers what and how often. We’ve found that rewarding
referring clients with beautiful floral arrangements works very well. Who doesn’t appreciate an
unexpected delivery of flowers? Before each new patient leaves my office, we make sure the
referring source is identified, recorded, and a floral arrangement sent to them the following
morning. This seemingly basic approach has proven quite effective among our clients and has
received overwhelmingly positive feedback. If you consider that $50 to $75 spent on something
so basic may cultivate the production of additional clients (who often spend anywhere from
hundreds to thousands of dollars), the return on investment for this simple gesture is
tremendously positive. This basic approach has been so effective that I have actually eliminated
most print advertising in favor of spending marketing dollars on directly rewarding referring
clients. I have found that this is beneficial not only from a standpoint of ROI but, more
importantly, it has allowed me to cultivate a very positive relationship with clients on a much
deeper level than any print advertisement could ever achieve.Database marketing is another
highly effective source of marketing and can be taken to new levels when you consider the latest
email marketing technologies available. I personally do not like receiving standard mail and will
throw away bulk mailings before giving them a single glance. In talking to other people, their
reactions are often very similar. As such, I have eliminated any mailings in lieu of online
communication. Regular updates are sent to my client-base via email informing them of current
incentives, upcoming events, or simply as a way to remind them of the services that I offer.
Advantages to this marketing approach greatly outweigh those of conventional bulk mailings.
Just as with bulk mail however, you must manage the number of times you contact a client with
promotional offers and information so that you don’t upset them and cause them to ignore you all
together. Getting direct feedback from your clients on the emails you do send them is a good
way to track this. And using an individualized call to action for each specific marketing campaign
allows you to identify truly how effective each effort really is.The only cost to using email
marketing is a small subscription fee to a bulk emailer (often less than $200/year). By sending
information to a client in email format, you are providing a medium that is much easier to pass on
to their friends and family than a conventional mailing. And encouraging them to forward
incentives on to their friends (and of course rewarding them for doing so), you are effectively
creating and promoting a viral marketing campaign.The exciting thing about electronic marketing
is that for many of these strategies you are only limited by your own creativity. One way to grow
your client base is to identify strategic partners and create joint marketing campaigns that
provide higher combined value to your clients then with either partner implementing a stand-



alone campaign. The same person interested in addressing facial aging may also be interested
in teeth whitening or Lasik surgery as a way to provide them with a more comprehensive and
more natural look. By working with strategic partners, you are opening up your database to
additional incentives while at the same time expanding your own database by cross-promoting
to an entirely different list of clientele. The end result is expanded reach for minimal capital
expenditure.Now that you’ve decided to enter the world of elective medicine, what are the
barriers to entry? Competition is always a barrier and in this case you will see that a good
percentage of your colleagues, previously involved in insurance-based medicine, have now
become your direct competition. But while competition for discretionary spending will continue to
increase, the aging population is driving the demand for aesthetic services to an even broader
audience. This increases your overall client base with available money to spend on your
services. So while the pie may be sliced into more pieces, the calories per piece will ultimately
be richer.As the field of aesthetic medicine has grown, it has drawn more and more attention
away from the “core” fields of Plastic Surgery, Facial Plastic Surgery and Aesthetic Dermatology
and attracted competition from OB-Gyn’s, Family Practitioner’s and even Emergency Room
Physicians who have introduced aesthetic options to their service menus. And this introduction
of aesthetic services into non-typical medical office environments is not going to slow down. On
the contrary, it will pick up momentum as time goes on. In the next twenty years, due to
increasing pressure from the insurance companies, declining reimbursement, movement toward
consumerism in healthcare and increasing medico legal exposure, growth in competition will be
the norm. Inherent in this growth is the expansion of groups such as the American Academy of
Cosmetic Medicine (AACM) , American Academy of Aesthetic Medicine (AAAM), and American
Society of Laser Medicine and Surgery (ASLMS) both in number of members and in political
power, much to the chagrin of first-to-market institutions such as American Society of Plastic
Surgeons (ASPS) and American Society for Aesthetic Plastic Surgery (ASAPS). There is gold in
this market and all of these groups want a piece of it.A profitably growing practice is not the
competition, but, more importantly, value based outcomes and patient safety. Every market has
a buyer and seller. In deciding how to create real value that out performs competition, you must
understand the client’s perspective on value. Of course they want you to do great work and make
them look and feel fantastic, but there is more to it than that. As we stated earlier, it is about the
entire experience from the first contact to your website to the day they show up for a consult to
the depth of the relationship you and your staff develop with them that will get you the amount of
business you want. Don’t ever lose sight of the fact that the client determines the value of the
outcome... not you.On the patient safety side, you as a physician provider of services impart a
great deal of impact. But whether or not, as a Plastic Surgeon, I accept that a non-core
physician, in terms of Aesthetic Medicine (or physician extender), may be performing elective
aesthetic procedures, the bottom line is that the current medical atmosphere and growing
competition has and will continue to create a supply of practitioners who will perform these types
of procedures and patient safety will be at potentially greater risk. Competing on the issue of



patient safety, given an environment of varying degrees of competency and training, will force
the industry to create standards that deal with the realization that complications within the
elective arena overall will occur with both non-core and core-trained aesthetic practitioners. And
so the need for effective, comprehensive, and standardized training in elective procedures is
now not a question of if, but when. It is vital to patients and to the growth of the entire industry
that those who are entering this arena must be trained in the safe and effective performance of
these procedures. Major complications and patient safety incidents will hurt not only those who
perform poorly but can potentially affect the image of the entire industry in all potential patients’
eyes. When tainted Tylenol killed 3 people in the 80’s, the entire over the counter industry
suffered jointly because people perceived those products to be unsafe. The same type of
reaction will happen if there were too many negative incidents in the aesthetic industry caused
by untrained or poorly trained individuals.Anyone entering the aesthetic elective arena must also
be realistic as to what procedure and services they should and should not be performing. While
suggestions of a turf war abound, there are certainly arguments to be made for training,
experience, and the transparency of published outcomes as a means to insure patient safety.
And so for both the aesthetically as well as the non-aesthetically trained practitioner, adequate
exposure to current methods is requisite for minimizing complications and maintaining patient
safety associated with cosmetic procedures and assuring positive patient outcomes.Another hot
topic involves the increasing need for medical supervision of physician extenders as well as
stopgaps for avoiding or at least minimizing medical complications. To this end, transparency on
medical training, background, and experience, is now being evaluated.The state of Florida
recently enacted legislation requiring those practitioners who advertise Board Certification to
identify in what particular field they are actually board certified. Although this may be taken as a
swipe against the non-core physician, in reality it is a very important step forward in protecting
the patient. Transparency is simply a means with which to advertise training credentials and
experience and better educate our client base. As a Plastic Surgeon, I have to accept that there
may be non-core physicians achieving equal or better results than myself. If that is the case, then
the issue of continued training falls squarely on my shoulders as well as the responsibility for me
to sharpen my skills through hands-on mentored training. In addition, as the field of Aesthetic
Medicine continues to expand, the importance of open lines of communication and
dissemination of training techniques and standardization will continue to increase. The end
result will be a more effective and, most importantly, a safer operative environment for the
aesthetic client.CHAPTER SUMMARY POINTS:• You run a business. You also treat patients.
But keep in mind, you run a business.• Hanging a shingle only gives you a shingle. You must
deliberately seek out patients specific to your type of aesthetic practice to effectively build your
practice.• When executed in a credible and ethical manner, strategic marketing is a powerful
tool for spreading the word about you and your practice.• Patients are looking not only for
results, they are seeking an experience. Provide it and they will come.• Your existing clients are
an important resource for the cultivation of new clients.• Be transparent. Your training



background and results are important in differentiating your from the competition. Let your clients
know this.Chapter 2PATHS TO GREATNESS BEGIN WITH A STRONG FOUNDATION“Great
things are not done by impulse, but by a series of small things brought together.”Vincent Van
GoghFor many years, the American medical profession was a source of respect, growth, and
reverence. Physicians were respected for their work ethic, their dedication, and their ability for
delayed gratification. Unfortunately, these same traits are now proving to be their undoing. The
new American physician has changed. Once populated by highly motivated overachievers,
residency programs are now seeing a dramatic change in their applicants. Applicants are
seeking careers with more control over work hours and working conditions and are no longer
willing to accept an all-encompassing career that dictates their every move. This growing
movement within the medical profession is becoming stronger with the end result that applicants
are seeking a more proactive role in the creation of their identity, workplace condition and overall
lifestyle. The new American physician was borne out of years of delayed gratification and from
the ashes of crippled marriages and absentee existence. Trainees entering the marketplace see
their peers in other industries not only entering careers earlier but also making substantially
more money in the long run often with considerably more control of their career path and their
lives in general. An offshoot of this movement was the creation of the aesthetic marketplace.
This elective-based procedural marketplace was cultivated and grown from decades of
frustration within the medical industry as a whole in response to both a need previously unmet
as well as a lifestyle previously unattainable.Most current political debates begin with a scathing
assessment of the breakdown of the American healthcare system. To politicians, the system is
broken and must be fixed. The common theme suggested is of a system that is costing more
and more money and budgets which need to be slashed and trimmed. Unfortunately, the
popular target for reform has consistently been physician reimbursement. At the same time that
reimbursement continues to get cut to manage budget shortfalls, physician’s cost of living has
not correspondingly gone down. And so physician salaries continue to decline as long as this
short-sighted mentality remains popular. Add to this a climate of increasing medico-legal
exposure and a professional environment less supportive of the individual physician, and the
end result is increased stress and progressively decreasing job satisfaction.With the emergence
of this elective marketplace comes a new set of rules governing creation, maintenance, and
growth of a medical practice. It is no longer acceptable to merely hang your shingle and wait for
clients to come. As a practitioner in this new environment, you must rise to challenges which
have always existed, but which in recent years have become far more complicated as less pay
has become the standard for the same amount of work. We will continue to lose our flexibility to
offer loss leading procedures and technologies that may in fact really help our patients. Without
reasonable reimbursement, we simply cannot take the risk. The solution is to aggressively
market your business and identify profitable service lines. Twenty years ago, it was considered
taboo to market your skills; now for most practices, it is the cost of doing business. If we are
going to head in this direction and utilize these new practice building tools, we need to



understand what they can and cannot do to most effectively harness their creative powers and
effectively compete in this aesthetic marketplace.The first step in building your business is the
clear and simple recognition that your practice is a business. The first question you should ask
is, “What specific structure should I use for my business?” Whether or not you decide to join a
partnership or go it on your own is really a question of your individual practice style and your
financial situation starting out. There are advantages and disadvantages to both sides but in the
end it really depends upon the practice atmosphere that you seek and ultimately how much
control you wish to exercise over its direction. Solo practice can be enthralling and will ultimately
give you complete control (both good and bad) over the direction of your practice along with total
financial responsibility. It can also be isolated and lonely as you move from the camaraderie of
residency training to the world of solo practice. I have personally enjoyed working in a group
setting since it has given me the ability to bounce ideas off of my partners and consult with them
on challenging cases. But it has also been difficult when my marketing ideas have clashed with
theirs. To address these differences, I developed a practice within a practice where my individual
entity effectively exists as a free-standing business under the umbrella of a master group entity.
This has allowed me the opportunity to create a look and feel representative of my goals and
designs and to chart a course entirely designed around these goals while still enjoying the
benefits of participating with the framework of a group.Once you have chosen your practice
structure, you must begin developing your client base. You may notice that I use the term “client”
and not “patient”. This seemingly basic choice of a word is actually a powerfully reflective
change in the mindset of the aesthetic practitioner. The simple decision to address customers as
clients reflects a shift away from traditional practice dynamics. And this critical difference
solidifies a mindset within your practice where experience is recognized as an attribute equal to
results. To better understand this, we can thank the folks at Starbucks.Years ago, for many
Americans, coffee was considered to be a simple delivery instrument for caffeine. That idea was
inexorably altered with the explosive growth of Starbucks. This Seattle-based company took a
common drink and built an entire culture of experience around it. Clients do not simply purchase
coffee from Starbucks; they buy into the distinctive look of the surroundings, the cheeriness of
the barista behind the counter, and the variety of the menu... in essence, the experience. In
much the same way, successful medical practices are quickly realizing that they have a lot to
learn from the Starbuck’s experience. If you think that aesthetic clients are looking only for the
best results, you are sadly mistaken. While clients seek certain outcomes, they are also seeking
an experience. Clients know coming into your practice means they are going to spend a
significant amount of money but they are willing to do so for the positive changes you will help
them achieve as well as the environment they will find within your office. It is different than going
to a traditional medical office setting to be treated for to an upper respiratory infection because
in our case the client is paying the entire bill with no assistance from insurance. In many cases
they will pay you more as a practitioner than they will pay for everything else they buy with the
exception of their home and their car. Rewarding them with a sterile medical experience will



certainly not win you the business you seek. Top practices have a nurse welcome each patient
as soon as they enter the waiting room to let that person know they are glad to see them. At the
same time, the nurse asks them if they need a bottle of water, reading material, or anything else
that will make them comfortable. They will also ask how the client is and if they are on a
particular time crunch. Although this may sound trivial, accepting that clients are drawn to
experiential medical treatment as much as they are to the experience of a cup of java in the
morning is the first step in identifying and optimally addressing your client base.The topic of
strategic marketing can easily be confused with the idea that big nets catch more fish. We will
help you understand that more fish does not necessarily translate to desired fish. In this case,
marketing doesn’t end at the moment when a potential client first enters your office and
becomes a paying client. This is the point where the most important marketing begins. We will
spend time in later chapters showing you the value of one-on-one marketing that can expand the
number of services lines that a client is able to access within your practice as well as the depth
they go into each line. The right marketing directed at the right client improves return on
investment but allows you to build your practice in a carefully focused and coordinated
direction.So now that we recognize the potential for focused experiential marketing, what
strategies should be undertaken to actually attain clients? The basis for client acquisition begins
with focused branding, marketing and advertising. Once you’ve established the brand you want
to be—the look and feel of your marketing pieces that tell the world of potential clients who you
are and what you do best—it’s time to embrace the two most effective sources of client
acquisition: website presence and word-of-mouth referrals. The most expensive lessons that I
learned in building my practice were which strategies proved to be most effective in achieving
acceptable return on investment. Very early on, I did what everyone else does and I bought into
the idea that I needed to purchase a large Yellow Pages advertisement. I quickly learned that the
type of client I was looking for did not use a three-pound book with tiny type as a resource.
Instead, my Yellow Pages presence was attracting the proverbial “shopper”. While these difficult-
to-please clients may contribute to practice growth early on, they can also be extremely
frustrating to work with. You goal should be to create a practice that allows you to pick the type of
client you want to work with versus taking any client that walks through the door in order to keep
busy. Don’t forget that your goal is a continuously growing profitable business with the highest
level of client satisfaction. Shoppers are interested in getting the best deal possible and are not
afraid to use hardball negotiation tactics in the quest to save a few dollars by eating into or
eliminating your profit. They also tend to be among your least satisfied clients in the long run, as
well as the most demanding. In short, I recommend avoiding this particular client type as they
are only a short term solution. Overall, they are wholly ineffective for true practice building as
they’ll usually migrate to the next practice for the latest discounted deal and they virtually never
become a quality referral source.Once you’ve identified the type of client you are marketing to,
what medium can you actually use to reach them? It depends on your market. In most cases
today, the internet has become a first stop for shoppers looking for any type of service. This fact



alone creates the need for every aesthetic practice to build and maintain a good website. An
effective website serves multiple functions. It is the cornerstone of experiential marketing and
educates your potential client on the look, feel, and personality of your practice. As such, every
detail in the design of your website is critical in conveying your true practice philosophy. The
basic colors of your site suggest a specific personality and educate your consumer to the
experience that they can expect from your individual practice. The same applies to the choice of
language used as website copy. In appealing to a select client persona, specific copy must be
targeted to a specific audience. To accomplish this, you need to identify the age, gender, race,
education and socioeconomic makeup of your target client. While I don’t advocate speaking
down to your clients, direct language to their specific needs. If your target consumer is a 25-35
year-old female with a high school education, speak to them in a way they can understand. The
same applies if you are targeting a more mature, educated audience. This philosophy also
applies to the overall look and feel of your site. In general terms, know your audience and
develop your site accordingly.One simple strategy that you must do is to review competitive
websites that rank at or near the top of search engines. There is a reason they are there and you
need to know that reason. Keep in mind that the primary purpose for the website is to drive
targeted traffic to your practice but if done right your website will also cause some potential
customers to consider a service they didn’t go to your website to specifically find. An example of
this would be if they were concerned about fine lines and wrinkles and were looking for a
botulinum toxin type A product but while on your site realized that they may also want to use a
filler to replace lost facial volume. Your website should lead them to the conclusion that you care
about their particular problem or need and that you are very good at addressing it.Another
important source of new patients should be your existing client base. Who better to promote your
services than someone who has already seen what you can do. Keep strict records of referral
sources and be quick to reward them. For every new client in my office, we identify their source
of referral and routinely track who refers what and how often. We’ve found that rewarding
referring clients with beautiful floral arrangements works very well. Who doesn’t appreciate an
unexpected delivery of flowers? Before each new patient leaves my office, we make sure the
referring source is identified, recorded, and a floral arrangement sent to them the following
morning. This seemingly basic approach has proven quite effective among our clients and has
received overwhelmingly positive feedback. If you consider that $50 to $75 spent on something
so basic may cultivate the production of additional clients (who often spend anywhere from
hundreds to thousands of dollars), the return on investment for this simple gesture is
tremendously positive. This basic approach has been so effective that I have actually eliminated
most print advertising in favor of spending marketing dollars on directly rewarding referring
clients. I have found that this is beneficial not only from a standpoint of ROI but, more
importantly, it has allowed me to cultivate a very positive relationship with clients on a much
deeper level than any print advertisement could ever achieve.Database marketing is another
highly effective source of marketing and can be taken to new levels when you consider the latest



email marketing technologies available. I personally do not like receiving standard mail and will
throw away bulk mailings before giving them a single glance. In talking to other people, their
reactions are often very similar. As such, I have eliminated any mailings in lieu of online
communication. Regular updates are sent to my client-base via email informing them of current
incentives, upcoming events, or simply as a way to remind them of the services that I offer.
Advantages to this marketing approach greatly outweigh those of conventional bulk mailings.
Just as with bulk mail however, you must manage the number of times you contact a client with
promotional offers and information so that you don’t upset them and cause them to ignore you all
together. Getting direct feedback from your clients on the emails you do send them is a good
way to track this. And using an individualized call to action for each specific marketing campaign
allows you to identify truly how effective each effort really is.The only cost to using email
marketing is a small subscription fee to a bulk emailer (often less than $200/year). By sending
information to a client in email format, you are providing a medium that is much easier to pass on
to their friends and family than a conventional mailing. And encouraging them to forward
incentives on to their friends (and of course rewarding them for doing so), you are effectively
creating and promoting a viral marketing campaign.The exciting thing about electronic marketing
is that for many of these strategies you are only limited by your own creativity. One way to grow
your client base is to identify strategic partners and create joint marketing campaigns that
provide higher combined value to your clients then with either partner implementing a stand-
alone campaign. The same person interested in addressing facial aging may also be interested
in teeth whitening or Lasik surgery as a way to provide them with a more comprehensive and
more natural look. By working with strategic partners, you are opening up your database to
additional incentives while at the same time expanding your own database by cross-promoting
to an entirely different list of clientele. The end result is expanded reach for minimal capital
expenditure.Now that you’ve decided to enter the world of elective medicine, what are the
barriers to entry? Competition is always a barrier and in this case you will see that a good
percentage of your colleagues, previously involved in insurance-based medicine, have now
become your direct competition. But while competition for discretionary spending will continue to
increase, the aging population is driving the demand for aesthetic services to an even broader
audience. This increases your overall client base with available money to spend on your
services. So while the pie may be sliced into more pieces, the calories per piece will ultimately
be richer.As the field of aesthetic medicine has grown, it has drawn more and more attention
away from the “core” fields of Plastic Surgery, Facial Plastic Surgery and Aesthetic Dermatology
and attracted competition from OB-Gyn’s, Family Practitioner’s and even Emergency Room
Physicians who have introduced aesthetic options to their service menus. And this introduction
of aesthetic services into non-typical medical office environments is not going to slow down. On
the contrary, it will pick up momentum as time goes on. In the next twenty years, due to
increasing pressure from the insurance companies, declining reimbursement, movement toward
consumerism in healthcare and increasing medico legal exposure, growth in competition will be



the norm. Inherent in this growth is the expansion of groups such as the American Academy of
Cosmetic Medicine (AACM) , American Academy of Aesthetic Medicine (AAAM), and American
Society of Laser Medicine and Surgery (ASLMS) both in number of members and in political
power, much to the chagrin of first-to-market institutions such as American Society of Plastic
Surgeons (ASPS) and American Society for Aesthetic Plastic Surgery (ASAPS). There is gold in
this market and all of these groups want a piece of it.A profitably growing practice is not the
competition, but, more importantly, value based outcomes and patient safety. Every market has
a buyer and seller. In deciding how to create real value that out performs competition, you must
understand the client’s perspective on value. Of course they want you to do great work and make
them look and feel fantastic, but there is more to it than that. As we stated earlier, it is about the
entire experience from the first contact to your website to the day they show up for a consult to
the depth of the relationship you and your staff develop with them that will get you the amount of
business you want. Don’t ever lose sight of the fact that the client determines the value of the
outcome... not you.On the patient safety side, you as a physician provider of services impart a
great deal of impact. But whether or not, as a Plastic Surgeon, I accept that a non-core
physician, in terms of Aesthetic Medicine (or physician extender), may be performing elective
aesthetic procedures, the bottom line is that the current medical atmosphere and growing
competition has and will continue to create a supply of practitioners who will perform these types
of procedures and patient safety will be at potentially greater risk. Competing on the issue of
patient safety, given an environment of varying degrees of competency and training, will force
the industry to create standards that deal with the realization that complications within the
elective arena overall will occur with both non-core and core-trained aesthetic practitioners. And
so the need for effective, comprehensive, and standardized training in elective procedures is
now not a question of if, but when. It is vital to patients and to the growth of the entire industry
that those who are entering this arena must be trained in the safe and effective performance of
these procedures. Major complications and patient safety incidents will hurt not only those who
perform poorly but can potentially affect the image of the entire industry in all potential patients’
eyes. When tainted Tylenol killed 3 people in the 80’s, the entire over the counter industry
suffered jointly because people perceived those products to be unsafe. The same type of
reaction will happen if there were too many negative incidents in the aesthetic industry caused
by untrained or poorly trained individuals.Anyone entering the aesthetic elective arena must also
be realistic as to what procedure and services they should and should not be performing. While
suggestions of a turf war abound, there are certainly arguments to be made for training,
experience, and the transparency of published outcomes as a means to insure patient safety.
And so for both the aesthetically as well as the non-aesthetically trained practitioner, adequate
exposure to current methods is requisite for minimizing complications and maintaining patient
safety associated with cosmetic procedures and assuring positive patient outcomes.Another hot
topic involves the increasing need for medical supervision of physician extenders as well as
stopgaps for avoiding or at least minimizing medical complications. To this end, transparency on



medical training, background, and experience, is now being evaluated.The state of Florida
recently enacted legislation requiring those practitioners who advertise Board Certification to
identify in what particular field they are actually board certified. Although this may be taken as a
swipe against the non-core physician, in reality it is a very important step forward in protecting
the patient. Transparency is simply a means with which to advertise training credentials and
experience and better educate our client base. As a Plastic Surgeon, I have to accept that there
may be non-core physicians achieving equal or better results than myself. If that is the case, then
the issue of continued training falls squarely on my shoulders as well as the responsibility for me
to sharpen my skills through hands-on mentored training. In addition, as the field of Aesthetic
Medicine continues to expand, the importance of open lines of communication and
dissemination of training techniques and standardization will continue to increase. The end
result will be a more effective and, most importantly, a safer operative environment for the
aesthetic client.CHAPTER SUMMARY POINTS:• You run a business. You also treat patients.
But keep in mind, you run a business.• Hanging a shingle only gives you a shingle. You must
deliberately seek out patients specific to your type of aesthetic practice to effectively build your
practice.• When executed in a credible and ethical manner, strategic marketing is a powerful
tool for spreading the word about you and your practice.• Patients are looking not only for
results, they are seeking an experience. Provide it and they will come.• Your existing clients are
an important resource for the cultivation of new clients.• Be transparent. Your training
background and results are important in differentiating your from the competition. Let your clients
know this.Chapter 3CURRENT TRENDS“In any moment of decision the best thing you can do is
the right thing, the next best thing is the wrong thing, and the worst thing you can do is
nothing.”Theodore RooseveltBaby Boomers are reaching the age where the battle to look good
has become an all out war... a war they won’t except defeat in easily because they simply want to
look good. In fact, they want to be active and look good all the way to their graves. The increased
popularity of cosmetic procedures stems from a number of several factors but the pure and
simple fact is that looking good is no longer a relative term. Telling someone that “she looks
good for her age” is likely to get you a slap instead of a thank you. She looks good without
qualification to her age is now the only acceptable answer. In examining why consumer trends
have shifted, we must look to both ends of the age spectrum. On one end, the population is
living longer and living better. The prospect of wearing heavy makeup and only going out when
lighting levels are in your best interest is being traded in for BOTOX Cosmetic, the newest filler,
and a nip and tuck here and there. Wanting to be seen at any hour of the day instead of being
forced into a sedentary lifestyle has become the norm. And with this more active lifestyle comes
the need to not only do more but also look good while you’re doing it.On the other end of the
spectrum are the younger clients who have realized much earlier than we, that prophylactic
measures to address the aging process are essential in helping stave off more aggressive
procedures down the road--an ounce of prevention if you will. With all due respect to George
Hamilton and Coco Chanel, dark tans and the wrinkles they helped create are no longer sexy.



Since incorporating injectables into my practice, I have seen a distinctive trend on either side of
this age spectrum for adoption of facial injectables in combination with medical skincare and
laser rejuvenation. For those who still want the tan they also expect that a couple of times a year
they can get a laser treatment and have the age spots removed so they can do it all over
again.Another explanation for this increasing adoption is not only more effective consumer
education among all age ranges but also more financial availability and the growing acceptance
that it is okay to spend money to look better. Add to this the fact that the American pocketbook is
now being assisted by readily available financing and the aesthetic marketplace is now open to
a whole new audience. And even as the economy tightens, mortgages foreclose, and consumer
confidence wanes, financing continues for this aesthetic consumer and with it growth of the
aesthetic marketplace. The new face of cosmetic surgery now encompasses a much wider
audience with respect to age, gender, ethnicity, and socioeconomic means than ever before.
Whether we like it or not, we compete everyday for the right jobs, the right deals, and the right
social connections. Looking young and fresh at every age gives us an advantage in life’s natural
competition.As the divorce rate continues to affect more than half of our population, and men
and women re-enter single life, we find ourselves competing in an arena which favors the
youthful, relaxed appearance. As such, more and more people are increasingly turning to less
invasive means to turn back the clock. On the other hand those individuals lucky enough to
survive as a couple, are finding themselves looking to the aesthetic industry with the aim of not
only growing old together but also looking good doing it.So in this growing marketplace what are
people actually looking for? One of the more popular trends is a rapidly increasing emphasis on
non-surgical procedures. According to ASAPS, the top non-invasive procedures in 2007 were, in
decreasing order, Botulinum Toxin type A, Hyaluronic Acid Fillers, and Laser Hair Removal.
Many experts predict that as combination therapy becomes more popular and facial injectables
more mainstream, these numbers will continue to grow and the elective pie will continue to
expand. Add to this a growing recognition among aesthetic practitioners of the value of
injectables as a continually replenishable profit center as well as the increasing accessibility of
injectable training programs and the cosmetic boom drives on.One of the biggest assumptions
you can make as a practitioner is that you will always know what your client wants. If they come
in asking for BOTOX Cosmetic to smooth fine lines and wrinkles, dig deeper into their reasoning
for wanting this. There is so much information available today that we simply assume that
everyone who knows the word BOTOX Cosmetic understands what it does for them. But that
assumption is often wrong. When patients walk in your door looking for a way to look younger
they often assume from the commercial they saw that everyone will look like the BOTOX
Cosmetic model simply by having BOTOX Cosmetic injections. Begin with open ended
questions. “I saw on the appointment schedule that you came in today for BOTOX Cosmetic,
what specific outcome are you looking for?” If your patient tells you they want to take ten years
off their appearance because they want to change careers and think they need a more youthful
look, emphasize to them that this may not be accomplished with BOTOX Cosmetic alone.



Instead, they may be a more ideal candidate for combination therapy personalized to meet their
individual needs. An option may include recommending a medical skin care program, light laser
resurfacing, and volumization. BOTOX Cosmetic would fit in perfectly with this regimen to help
smooth fine lines and wrinkles and shape the face while the other modalities would provide
rejuvenation on other levels. And although your client may ultimately be overwhelmed by the
total package cost and associated downtime of your recommended plan, it is far better to have
them walk out the door without undergoing any service than to have the expectation that BOTOX
Cosmetic alone will provide them an outcome that is totally unrealistic.As aesthetic medicine
continues to change, so also does the consultation process associated with it. Although we are
highly educated and highly trained physicians who may know 99% of the time what is best for
the 51 year old divorcee standing in front of us, we also must keep in mind that we are
competing with many other core and non-core practitioners who may ultimately offer the same
services. As previously discussed, our clients determine what value is... not us. Today’s
consultation should involve putting a prospective client in front of a mirror and asking them if
they could choose to have any part of their face or body be different what would it be and how
would it change. Let them tell you what they see but guide them carefully through this process.
When they are done remarking that they want smaller facial pores, softening of wrinkles around
their eyes, tighter skin to their neck, less droopy eyelids, and improvement of their hands to
match the age of their face and neck, your job is to layout the process of how all that will get
done and how great they will look when it is finished. The commercial that will run in their heads
will be; total aesthetic makeover $25,000, meeting and dating that new man of your dreams who
is 10 years younger; priceless. In the long run, the cost will be easier for them to accept because
you didn’t talk them into these procedures... they did. With all of the training we have for
procedures, never overlook the need for continued improvement on the actual consultation
process itself. By staying current on effective communication skills, you will insure that you are
meeting the needs of your clients and maximizing the profitable growth of your business.Chapter
3CURRENT TRENDS“In any moment of decision the best thing you can do is the right thing, the
next best thing is the wrong thing, and the worst thing you can do is nothing.”Theodore
RooseveltBaby Boomers are reaching the age where the battle to look good has become an all
out war... a war they won’t except defeat in easily because they simply want to look good. In fact,
they want to be active and look good all the way to their graves. The increased popularity of
cosmetic procedures stems from a number of several factors but the pure and simple fact is that
looking good is no longer a relative term. Telling someone that “she looks good for her age” is
likely to get you a slap instead of a thank you. She looks good without qualification to her age is
now the only acceptable answer. In examining why consumer trends have shifted, we must look
to both ends of the age spectrum. On one end, the population is living longer and living better.
The prospect of wearing heavy makeup and only going out when lighting levels are in your best
interest is being traded in for BOTOX Cosmetic, the newest filler, and a nip and tuck here and
there. Wanting to be seen at any hour of the day instead of being forced into a sedentary lifestyle



has become the norm. And with this more active lifestyle comes the need to not only do more
but also look good while you’re doing it.On the other end of the spectrum are the younger clients
who have realized much earlier than we, that prophylactic measures to address the aging
process are essential in helping stave off more aggressive procedures down the road--an ounce
of prevention if you will. With all due respect to George Hamilton and Coco Chanel, dark tans
and the wrinkles they helped create are no longer sexy. Since incorporating injectables into my
practice, I have seen a distinctive trend on either side of this age spectrum for adoption of facial
injectables in combination with medical skincare and laser rejuvenation. For those who still want
the tan they also expect that a couple of times a year they can get a laser treatment and have the
age spots removed so they can do it all over again.Another explanation for this increasing
adoption is not only more effective consumer education among all age ranges but also more
financial availability and the growing acceptance that it is okay to spend money to look better.
Add to this the fact that the American pocketbook is now being assisted by readily available
financing and the aesthetic marketplace is now open to a whole new audience. And even as the
economy tightens, mortgages foreclose, and consumer confidence wanes, financing continues
for this aesthetic consumer and with it growth of the aesthetic marketplace. The new face of
cosmetic surgery now encompasses a much wider audience with respect to age, gender,
ethnicity, and socioeconomic means than ever before. Whether we like it or not, we compete
everyday for the right jobs, the right deals, and the right social connections. Looking young and
fresh at every age gives us an advantage in life’s natural competition.As the divorce rate
continues to affect more than half of our population, and men and women re-enter single life, we
find ourselves competing in an arena which favors the youthful, relaxed appearance. As such,
more and more people are increasingly turning to less invasive means to turn back the clock. On
the other hand those individuals lucky enough to survive as a couple, are finding themselves
looking to the aesthetic industry with the aim of not only growing old together but also looking
good doing it.So in this growing marketplace what are people actually looking for? One of the
more popular trends is a rapidly increasing emphasis on non-surgical procedures. According to
ASAPS, the top non-invasive procedures in 2007 were, in decreasing order, Botulinum Toxin
type A, Hyaluronic Acid Fillers, and Laser Hair Removal. Many experts predict that as
combination therapy becomes more popular and facial injectables more mainstream, these
numbers will continue to grow and the elective pie will continue to expand. Add to this a growing
recognition among aesthetic practitioners of the value of injectables as a continually
replenishable profit center as well as the increasing accessibility of injectable training programs
and the cosmetic boom drives on.One of the biggest assumptions you can make as a
practitioner is that you will always know what your client wants. If they come in asking for BOTOX
Cosmetic to smooth fine lines and wrinkles, dig deeper into their reasoning for wanting this.
There is so much information available today that we simply assume that everyone who knows
the word BOTOX Cosmetic understands what it does for them. But that assumption is often
wrong. When patients walk in your door looking for a way to look younger they often assume



from the commercial they saw that everyone will look like the BOTOX Cosmetic model simply by
having BOTOX Cosmetic injections. Begin with open ended questions. “I saw on the
appointment schedule that you came in today for BOTOX Cosmetic, what specific outcome are
you looking for?” If your patient tells you they want to take ten years off their appearance
because they want to change careers and think they need a more youthful look, emphasize to
them that this may not be accomplished with BOTOX Cosmetic alone. Instead, they may be a
more ideal candidate for combination therapy personalized to meet their individual needs. An
option may include recommending a medical skin care program, light laser resurfacing, and
volumization. BOTOX Cosmetic would fit in perfectly with this regimen to help smooth fine lines
and wrinkles and shape the face while the other modalities would provide rejuvenation on other
levels. And although your client may ultimately be overwhelmed by the total package cost and
associated downtime of your recommended plan, it is far better to have them walk out the door
without undergoing any service than to have the expectation that BOTOX Cosmetic alone will
provide them an outcome that is totally unrealistic.As aesthetic medicine continues to change,
so also does the consultation process associated with it. Although we are highly educated and
highly trained physicians who may know 99% of the time what is best for the 51 year old
divorcee standing in front of us, we also must keep in mind that we are competing with many
other core and non-core practitioners who may ultimately offer the same services. As previously
discussed, our clients determine what value is... not us. Today’s consultation should involve
putting a prospective client in front of a mirror and asking them if they could choose to have any
part of their face or body be different what would it be and how would it change. Let them tell you
what they see but guide them carefully through this process. When they are done remarking that
they want smaller facial pores, softening of wrinkles around their eyes, tighter skin to their neck,
less droopy eyelids, and improvement of their hands to match the age of their face and neck,
your job is to layout the process of how all that will get done and how great they will look when it
is finished. The commercial that will run in their heads will be; total aesthetic makeover $25,000,
meeting and dating that new man of your dreams who is 10 years younger; priceless. In the long
run, the cost will be easier for them to accept because you didn’t talk them into these
procedures... they did. With all of the training we have for procedures, never overlook the need
for continued improvement on the actual consultation process itself. By staying current on
effective communication skills, you will insure that you are meeting the needs of your clients and
maximizing the profitable growth of your business.
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Greg Lewen, “Thank you!. I am an Oculoplastic and Cosmetic Facial Surgeon, only 2 years out
of subspecialty training, but I feel that I have had a very clear picture in my mind of the practice
that I desired to create for some time now. I spent the first 2 years of my career in private group
practices where I have consistently felt that the wrong aspects of business have been the
primary focus in medical practices. I first heard about this book from another physician whom I
befriended at a national skin care product seminar as a "Must Read." Immediately upon my
return from the seminar, I ordered the book and readit in its entirety the very next weekend. Now
I can say myself that I would second the notion of this book being a "Must Read" for any
physician even considering the idea of beginning something new, fresh, and exciting. I found
this book to be extremely informative and truly inspirational. The details included within focus on
common marketing concepts such as branding and recognition, that are somewhat lost on the
average current physician in practice. Nowadays, to effectively compete in the aesthetic
marketplace, a solid foundation of core values and a plan for implementation are more important
than ever! Not only did this book help stimulate my desire to create my unique vision, but it also
encouraged me to allow the passion I have for my work shine through in many other aspect of
my life. Thank you Dr. Buford for an extremely well-written and motivational piece of literature
that I have already recommended to my closest colleagues.Gregory D. Lewen, M.D.Miami, FL”

Giovanni Salt, MD, “Opening your mind to medical business. I bought and read in 2 days this
book since it's all about what I was trying to understand in medical aesthetic business. Dr Buford
shares his experience and expertise in a field where decision makings are crucial to stay in a
very aggressive and competitive market. If you are a cosmetic surgeon you need to read this
book to understand why someone is succesfull and someone not, even if good surgeon.Thanks
to Dr Buford for his bright vision of aesthetic plastic surgery”

Franchi, “The best. Wow! After reading a lot of books for marketing and medicine I didn't expect
so much. I must say that because of the cover I didnt buy this book before, I thought I was a bit
superficial. I was so wrong.This book was GREAT!!!I am a Dermatologist living in Brasil. It help
me so much. The best part for me was about how doing a website and tricks for media
marketing.Thank you so much Dr. Gregory!!!”

DM, “Read this before staring any medical spa..... As an aesthetic laser rep new to the business,
I used this book as a resource and guide for how to be successful in this aesthetic space. I highly
recommend that you purchase this book and use it as a reference for starting a medical spa.
Follow Dr. Buford's advice and you will be better than 90% of the people in this business.”

Kaori B., “Fun to read. Need to address more social media besides website. It is a little outdated
but very easy to read and great information.”



Alisa Sirisant, “Inspiring and helpful!. This book is beyond incredible. It is very insightful and has
helped opened up my vision on how to improve my esthetic spa business. I highly recommend it
for anyone in the beauty business.”

Dee G., “but so far so good!. I am really learning a lot about the business side of Aesthetics and
dermatology from this book, and how to market my business, for ultimate success. I'm still
reading it, but so far so good!”

The book has a rating of  5 out of 4.1. 26 people have provided feedback.
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