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Tawo marketing experts offer tips, tricks
for attracting — and retaining — male patients
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male VIP card designed largely in basic black, she
explains

Aleng with inferming women what treatments
are available for men, such cards incorporate a
built-in call to action; namely, to gwve them to the
men in their kves for consultatiens, Ms. Drumm
says. Moreover, women provide a main source of
vahdation: “It's OK to do this, It's not 2 feminine
procedure,” she says

Tools such as 2 “male playbook™ describing a practice’s
male-oriented services can go a long way toward making

3 man feel comfortable in the waiting room. (Mioto credit
Tracy Drurmm)

Regarding content, “The biggest difference

when marketing for the male segment is that for
fernales, we typically use an aspirational branding
approach,” she says. Through patient profiles,
“We fecus on the stery of the person getting

the treatment.™ This can nspre women to see
themselves in — and want to emylate — the
profiled patient. “It's about empawerment — the
idea that ‘this could be me.™

Furthermore, the narrative-based approach reflects
the way wormen speak to each cther. "Women
walch long steries on TV; men want the sports
highkghts,” Ms. Drumm says

NO “POMP AND CIRCUMSTANCE"
“Women want to build a relationship — they want
to chitchat and tal to other women in the office
who have had procedures,” Ms. Maley says. The
typical heterosexual male wants no pomp and
crcumstance. “They don’t want a lot of discussion
They want to go straght in to the dector —
typically @ male — ta's about what they want, get
the facts, make 2 decision and get out.”

She says that when pursuing male patients,
"Keep it simple. Talk results and about how quick
and painless it's gong 1o be. Give them all the
information they need without thewr having to ask
for more.”

Adds Ms. Drumm, “When you're producing copy

Promotional pearls
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Cwicaca — Scheduling, organizng and hosting
promotional events for men requires consdering
their needs frem start to finish, accerding to
Tracy L. Drumm, vice president of Chicago-based
If Marketing, an zesthelic medicine marketing
consultancy.

One of the biggest mistakes cosmelic surgeons
make in marketing to patents of either gender
is failing to consider the patient's perspective,
she says. For example, “The practice manager
will fecus on what he or she wants cut of 2
promotion, such as 10 new male neurctoxn
patients this month, and how they want to get
there. But it’s not about what works for you —
it's about what works for your patients."”

In one instance, Ms. Drumm says, a practice's
otherwise wel-planned and advertised event
falled because the practice decided to hoid it

at 4 p.m. on a Saturday — becausa this was
the only time that worked for staff members.
Regarding timing, she says that what works

in one location might fail in others. However,
“We've found that 5:30 p.m. on Thursdays is our
sweet spot for many major cities. If we wait until
6 p.m., many people go home after work first
and don't make it back out.” Turncut on other
weeknights can be hit-or-miss, she adds. “The
key is to listen to your market's needs.”

Ms. Drumm aiso recommends that promational
events tie into a charity. In this regard, “It’s very
important that the charity a physician or practice
chooses to partner with is something the practice
truly supports, because these efforts shouldn't
be seen as smply a marketing ploy.”

Additionally, she says, “We charge a door foe
for any event — even if it's $5. Partnering with
a chanty allows prospective patients to feel less
like they're coming to an event to learmn about
Botox and mare like they're helping a geod
cause. It takes the vanity out of the equation.”

Charging 2 fee also solidifies attendees’
commitment. “Pecple often throw open houses
as a 'thank you' to their patients. But often, the

SUBSCRIBE

and dialogue for men, less is more. Whereas a
woman is more likely to pick up a brochure in the
waiting ream and read the entire thing, you're icky
to get a man to glance at one.”

Ms. Drumm suggests using teals such as a “male
playbook” to describe a practice’s male-onented

staff ends up preparing for weeks; the doctor
blocks out his schedule; then maybe five people
show up,” she says, adding that it's because, In
her company's experience, people often
free events as having ne value. “People will be
quick to RSVP. But if it happens to be a rainy or
snowy night or an exceptionally beautiful day,
people are quick ta rethink attending. So we've
found that having someone pay — whether it's
$5 or $10 — to be nvolved gets the person
invested i actually coming.”

Additionally, she says, seme practices seeking
ta beost their male patient base might offer

3 "Man-Day Monday.™ This involves removing
flowers and other feminine touches for the day,
tuning the TV to ESPN and placing male-ori
magazines in the waiting rcom,

“Just coming up with a promotional name like
‘Man-Day Monday” helps build awareness
exstng patients waking through the daor that
these treatments exist for men,” she says.
Alternatively, many practices have succeeded
offering a monthly “man day” after normal
or on a Saturday.

The key te scheduling is knowing your patients,
she says. “If you have a large professional male
patient base, many of those men will want to
come in after hours or a little past the typical
9-10-5 zone." Lunch hours often are popular

tao, she adds, although this varies around the
country. Menday memings universally gamer
highest no-show rate,

“To get someone excited to come to your event,
you should have an offer,” Ms. Drumm says.
“It can be something ke a comphmenlary

consultation or a sample of a new lotion line
carry. Many skincare companies have (
ta the growth in ths market and created entire
lines just for men."

Whatever the offer, “It's about creating a
relationship with the person and about the
emation you're evoking when they're at your
practice,” she says. “And who doesn’t enjay
receiving a nice gift?” @
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services. “We need 1o make Lthe brand o tha t strategic alliances than mass advertising. “The Y Bolh sides must bensafil from a strategic alliance.
not Intimidating. We dont want it to be flowery alliances would cater to the group you want as Tharetore, you want to meat with the business
or soft. We don't want to make it staractypecal, patiants and could include your lecal gym or men's ownar, since thay will care mere about growing ”
oither. We want to make this marketing piece 50 hair salon. If you're not sure who your allances ther business than ther employees will," Ms
that il speaks o the male audience in such a way should be, ask your patients for recommendations.” Maley < ce you never want to gel invelved i
that they're going to feel comtortab! g up In arything that looks like ‘fee-splitting,’ be
@ brochure or @ven a photo book i Brainstorming with staff can reveal wheather any of creative,” @
reem.” them hawve connections with 3 local business that ¢
reaches the dedred demegraphic, Ms. Maley says.
Humor can help, “We educate the male market by . 1
entertaining them," Ms. Drumm says. For example,
2 “backlo-school” print media campaign she @
orchestrated highlightad the image of 2 man’s hairy
back as a way to promote hair ramoval treatments
*Weo've also done a hairiest man contest.’
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Practices that secve primarily worsen should eacowrage 1 "
thelr patients to bring ia males, perhaps through -t < . o
distributing VIP referral cards that women can give to mer
i y
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And don't underestimate the power of safely in

numbers, she says. “We typically post a chart that
shows the total number of aes
performed across the United

thetic treatments

Dumnber of mele procedues bachen oul.”

Most men don't know, for example, that according
10 the American Society of Plastic Surgeons,
approximately 337,000 men underwent betulinury
foxin injections in 2010, Ms, Drumm says

POTENTIAL ALLIES EVERYWHERE :.
Regarding external marketing, Ms. Malyy suggests

PUlting more resourcas Into satting up specific
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