
“Healthy” aging has become
serious business for many
people, who spend a

great deal of time, energy, and money
each year winding their way through
the increasingly complex world of con-
sumer marketing. Savvy patients
depend more and more on physicians
to guide them through the complex
world of skincare treatments and prod-
ucts, where claims get bolder and prices
get higher on a daily basis. In most cos-
metic practices, it has become the norm
to offer an ever-growing list of skincare
products as an adjunct to an already
significant menu of cosmetic proce-
dures. It goes without saying: an inher-
ent educational obligation exists when
cosmetic goods and services are provid-
ed in a physician’s office. 

The patient education process is one
of the most important aspects of busi-
ness development, and two often over-
looked informational pieces are a prac-
tice binder and a detailed menu of servic-
es. Both of these items can be highly
effective in providing the information
that today’s patient demands in order
to make product and procedure deci-
sions. Your menu of services should be
a stand-alone document, but you
should certainly include it in your prac-
tice binder as well. Let’s take a closer
look at these two valuable resources.

Menu of Services
A detailed yet readable and understand-
able menu of services document can be
a powerful tool in your office. This

document can inform patients of all
aesthetic service offerings, as well as
provide patients practical and detailed
information that will assist them in the
decision-making process. As a physi-
cian, design and copywriting may not
be your strengths. However, differenti-
ating yourself and your practice from
your competitors is an area that you
likely do understand, and a well-com-
posed menu of services is one way to
achieve such differentiation. “I truly
believe a menu of services is one of the
most important investments a cosmetic
practice can make in its marketing
plan,” says marketing expert M. Keeley
of Mullen Advertising in Wenham,
MA. “Ideally, it is an elegant and artic-
ulate voice for the physician and the
practice.”

Getting Started
Typically, the creation of a comprehen-
sive menu of services is a multi-step
process that can be divided among sev-
eral people. The following is a guide to
creating a meaningful menu of services
document. How you divide the duties
to create this document depends on
practice set up and the expertise level of
your personnel.

• What to include. List all services
currently offered in the practice and ana-
lyze the value they bring to you, your
practice, and your patients. Consider
patient satisfaction, safety, cost, profit,
alternatives in the marketplace, and
duplication of services. There is a fine
line, which should not be crossed,

between offering too many services and
not offering enough services. 

• Service descriptions. Take a look at
the five Ws of your offerings: who,
what, when, where, and why. Who is a
good candidate? Why this particular
treatment? What conditions or issues
are being addressed with each treat-
ment? What does treatment entail?
When is the best time to have the treat-
ment done (is there seasonality)? Where
will the treatment be done? How much
time is required for a typical treatment?
Are multiple treatments required? What
is the cost or cost range?

• Organization. You can organize
the information in several ways, but in
most cases, the number of offerings
and/or the service providers dictates
organization. For example, if an estheti-
cian performs some services and a
physician performs others, organize
your menu to reflect this arrangement.
If all services are provided by the same
type of provider, categorize information
in a more simplistic way, i.e., wrinkle
reduction, hair removal, vein removal,
cleanse and hydrate, etc. Alternatively, a
broader way to categorize might be spa
services versus aesthetic medicine pro-
cedures.

Today’s patients are part of perhaps
the most informed and educated gener-
ation. They require thorough explana-
tions and on-going communication
about your services/products and your
expertise in aesthetic medicine. When
provided with solutions to their ques-
tions regarding skincare and healthy

Develop a Menu of Services and Practice
Binder, Keys to Internal Marketing
Often overlooked, simple internal marketing tools can capture potential 
cosmetic patients’ attention and bring impressive “bang for your buck.”
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aging, they are a loyal generation will-
ing to aggressively combat the
inevitable “hands of time.” Sound med-
ical research, coupled with a simplified
explanation from you, will frequently
be more effective in solidifying loyalty
and referrals than expensive, time-con-
suming marketing campaigns. This
does not mean, however, that your
practice should completely eliminate
marketing and public relations efforts.
Rather, it means that clear communica-
tion regarding services and procedures
is a crucial foundation upon which
your cosmetic business and future mar-
keting can rely. It all starts with the
accurate compilation of your service
offerings.

Patient Education Binder
A well-organized patient education
binder can be a highly effective tool
that provides information without
overtly “selling.” An attractive, profes-
sional looking binder strategically
placed in your reception area can
become a tremendous vehicle for clear
and concise communication directly
with patients. It should provide read-
able information about specific prod-
ucts and services, as well as educate
patients about the expertise level your
physicians possess directly related to
those products and services. The
patient education binder affords an
effective opportunity to introduce and
credential staff members, as well as
invite patients into the “family.” This
resource also allows the practice to
effectively share the practice’s philoso-
phy and/or mission statement related to
aesthetic medicine—a meaningful
point of differentiation. The following
steps are key to creating a meaningful
practice binder:

• Establish practice goals and objec-
tives. Take the time to review and refine,
if necessary, your established practice
goals and objectives. Examine your mis-
sion statement. Your objective at this
point is to make sure you are satisfied

with your stated strategic goals/objec-
tives and that they accurately reflect
your practice today and going forward.
If you feel they should be updated, ask
for input from both staff and manage-
ment. This is a great opportunity to
build consensus and a sense of commu-
nity within the practice.

• Credential physicians and key
staff members. Refrain from publishing
your complete physician CVs. They
generally are too long and are better
suited for informing colleagues and
medical societies. Consider what you
would want to know about a
doctor/staff member if you were think-

ing of undergoing a procedure. Likely,
you would want to know the doctor’s
education and medical background,
whether he/she is board-certified, socie-
ty and professional memberships, how
long he/she has been in practice,
his/her area(s) of expertise, specific
training in the procedure you are con-
templating (and how recent), etc. It
also doesn’t hurt to “humanize” the
binder by including a brief section on
community involvement, hobbies, areas
of interest, family, etc. Do not get too
“cute” with what you include, but
patients like to know the person behind
the name.
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Practice Binder: Sample Table of Contents
1. CV or “credentialing sheet” for each physician. Include a current photo.

2. Photo(s) of staff, including roles and responsibilities. 

3. Mission statement, philosophy, etc., regarding aesthetic medicine, etc.

4. Articles with positive tone from respected medical and media sources.
Highlight areas of importance for patients and “your physicians.” 

5. Before-and-after photos of staff, physicians, nurses, patients, etc. 
Results-oriented photos are powerful for a number of reasons:

• They provide evidence of practice expertise.

• Staff/physicians photos show that you “walk the talk.”(This practice
believes in treatments so strongly that physician, staff, and employees 
are eager to share visual results.)

• They’re a tool for staff to educate and answer questions about treatment.

6. Q & A sheet about procedures, such as Botox Cosmetic. Include both
the manufacturer version and the physician’s own version; patients want 
to hear answers to these same questions in the physician’s own words.

7. Menu of Services. A menu of services is an easy “shopping list of featured 
services” and  informs patients that you will be able to accommodate all of 
their aesthetic medicine requirements now and in the future.

8. Pre- and post-treatment recommendations for procedures. Include recom-
mendations about any re-treatment schedule in order to maintain results.

9. Print out and include relevant content from your Web page. Although most 
of us assume that everyone is now Web and computer savvy, the reality is 
there are still many people who use the computer illiterate.  

      



• Target the “right” products and
procedures to highlight with articles
and quality before and after photo-
graphs. Patients naturally migrate to
the photo section, and it’s helpful to
remember that “a picture is worth a
thousand words.” This is an area where
you can make your practice shine and
inspire action. You have to be some-
what selective about what products and
procedures to feature. It is often tempt-
ing to include information on every-
thing—every disease state, every useful
product, and every procedure.
However, for the purpose of developing
a cosmetic service line, streamline
information. Products and procedures
that are most important from a busi-
ness development perspective are the
“right” choices to promote in this case.
You likely already know what prod-
ucts/procedures you want to feature:
those that are performing well for you

right now. Start with your strengths
and add from there. 

• Review and update the binder on a
regular and frequent basis. Nothing
turns a patient off more than dusty,
obviously outdated marketing materials.
It says “nothing’s new here” loud and
clear, which is the exact opposite mes-
sage you want the document to deliver.
Doctor’s receive new training, a tech-
nique gets a “new” name, a slow product
becomes hot, staff members leave or are
promoted, so make sure your binder
contains the most accurate information
possible. Update the binder quarterly or
at least every six months. Assign the
responsibility of reviewing/updating the
binder to someone with a vested interest
in the success of the practice. 

• Establish guidelines for inclusion
in order to avoid having overzealous
staff, manufacturers’ reps, and even
patients trying to add inappropriate

content to the binder. This is not a
major issue, but it is important to man-
age the binder with the goal of provid-
ing patients with information critical to
the decision-making process.

The Lost and Forgotten
In this day and age of full-color news-
paper advertisements, fancy billboards
screaming to motorists on the inter-
state, and glamorous Hollywood
endorsements, relatively simple internal
marketing tools frequently are lost or
forgotten. While producing a menu of
services document and a patient educa-
tion binder will require time and effort,
these two resources can result in
impressive “bang for your buck” results.
For these tools to be effective and have
decision-making impact on patients,
make it a point for you and your staff
to periodically review and update the
information. 
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