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About David Staughton B.Sc.(Hons) CSP CCEO

DECLARATION HAVE NO CONFLICTS OF INTEREST

David Staughton is the CEO of Specialist Practice Excellence,

A Practice Growth Consultant for Plastic Surgeons in Australia, NZ, UK and &iGze 2012
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DID YOUNCREASKOUR PRICES?

Surgeon Credentialing & Reputation
Provide More PROOB® Why You?
Photos, Reviews, Videos & Socials

ANDREW GRIFFITHS

The Ent o of 13 Bestsalling Books

Premium Patient Experience
Based on Great Systems & Staff

M 0 ST Build Your Surgeon BRAND & Differentiate
Word of Mouth & Word of Web
EXPENSIVE Premium PricingNeeds

MAKE IT YOU? Great Systems & People







Meta Al

Apple Intelligence
Figma Al

Canva Al

Adobe Al

Notion Al
HubspotAl
Amazon Al
Salesforce Al

Most Popular Al Eco -Systems & LLMs

Openal ChatGPT

ChatGPT is a powerful language
model, ideal for generating text,
translating languages, and writing
different kinds of creative content.

Grok

Grok is a generative Al chatbot
developed by xAl, Elon Musk's

company, known for its "rebellious
and "unfiltered" responses

* .
Gemini

Developed by Google, Gemini is a

Google

conversational Al that accesses
and processes information from
the real world to provide
comprehensive and relevant
responses.

Perplexity () perplexity

Perplexity Al is a search and chat
tool that combines Al technology
to provide concise, direct answers,
much like a more interactive
search engine.

-
Microsoft 1‘ ,

Copilot is a productivity -enhancing
tool that uses Al to assist with
tasks like writing, coding, and
problem-solving by providing real-
time suggestions and automating
repetitive processes

Anthropic “’ ClaUde

Claude Al is an advanced
conversational Al developed by
Anthropic, designed to assist with
tasks like summarization, Q&A, and
generating creative content, while
focusing on safety and reliability.



OPENAI vs GOOGLE vs CLAUDE

Three Leading Al Ecosystems. Different Strengths. One Goal: Help You Create More.

i N = B

&} OpenAl

Creativity * Productivity « Innovation

Google

Search « Knowledge « Scale

2 Claude

Safety « Clarity « Reliability

TOP TOOLS TOP TOOLS TOP TOOLS
@ 1. ChatGPT * 1. Gemini _*_ 1. Claude
Conversational Al for writing, research, coding & more Advanced Al model for text, images & more Al assistant known for thoughtful, helpful responses
::3t; 2. GPTs @ 2. Gemini Gems e Artifacts
=85 Create custom Al assistants for any task Custom Al experts for any task Create, preview & iterate on content in real time
3. Sora . @ 3. Google Lumiere 3. Projects
Al video generation from text Text-to-video generation with realistic motion Organize chats, files & instructions in one place
4. Operator ) 2 4. Nano Banana 4. Claude for Work
Al agent that browses the web & takes action Image editing & generation with high fidelity Al for teams with tools, integrations & security
5. Codex

Al coding agent that writes & explains code
. Canvas
Collaborative workspace for writing & code
7. Deep Research
Advanced research agent that delivers detailed reports

8. OpenAl API
Build your own apps with OpenAl models

STRENGTHS

* Best-in-class models for writing, coding & reasoning
* Strong ecosystem for creators & developers

+ Leading multimedia generation (text, image, video)
« Great balance of power and ease of use

BEST FOR

Creators, developers, marketers, researchers,
and teams who want cutting-edge generation

PNHOE

ﬁ*t
® @ ® WHICH ONE

and productivity.
@®

'.‘ SHOULD YOU USE?

CHOOSE OPENAI IF YOU WANT @@

v Best writing, coding & creative generation
v Custom GPTs & developer tools
v Cutting-edge models like GPT-40 & Sora

5. Imagen 3
State-of-the-art image generation

6. Google Whisk
Blend images & styles into new creations

7. Google Opal
Build Al mini apps & prototypes in seconds

</> 8. Al Studio
Access & test Google's latest Al models

STRENGTHS

* Deep integration with Search & real-time data
* Best-in-class image & video generation

+ Massive scale, speed & infrastructure

» Strong across productivity & enterprise

BEST FOR

Teams, businesses, and creators who want powerful
multimodal models, real-time knowledge, and
seamless Google ecosystem integration.

CAH

CHOOSE GOOGLE IF YOU WANT

v/ Real-time information & web integration
v Best image, video & multimodal tools

v Deep Google Workspace integration

. Claude Code
Al coding assistant in your terminal

6. Claude Analysis
Analyze files, data & documents with ease

~N

. Claude Vision
Understand images, charts & diagrams

8. Claude API
Build securely with Claude models

STRENGTHS

+ Best for long-form, nuanced, reliable reasoning
« Excellent at following instructions & structure
« Strong focus on safety, privacy & alignment

« Enterprise-ready with high trust

BEST FOR

Professionals, analysts, writers, and enterprises who
value accuracy, reliability, and secure Al for complex
knowledge work.

©

QOEMRBE

CHOOSE CLAUDE IF YOU WANT

v Thoughtful, reliable & safe responses
v Strong document & data understanding
v Enterprise security & long-form clarity

Y No single winner—only the best fit for your needs. Use the right tool for the right task and get the best results. *




Leading Chinese Al LLMs (2026)

Top Chinese Large Language Models powering the next generation of Al innovation

\V; - 3 -
@ manus & deepseek Q Qwen 3 ~ » baichuan 4

DeepSeek Alibaba Cloud Baichuan Al

Multimodal - Advanced Reasoning General - Long Context

Manus

General Agent - Autonomous Reasoning + Coding - Math

O Kimi K2 ‘?(; GLM-4.6 ‘é& ERNIE 5.0 () Hunyuan Turbo

Moonshot Al Zhipu Al Baidu Tencent

Long Context - Knowledge Agentic - Reasoning - Coding Multimodal - Deep Search General - High Performance

M MiniMax-01 Z\:;\? Step-2 s o3 Doubao 1.6 \(i Yi-Lightning

MiniMax StepFun - ByteDance 01.Al

Long Context - Cost Efficient Multimodal - Open Weights Chat - Creative - Productivity Fast - Lightweight - Efficient

=, o -
£F mntenM35 & skywork R1 +) 360GPT 4.0 (3] Lingyi 2.0

- Alibaba DAMO

Shanghai Al Lab Kunlun Tech 360
Open Source - Research Reasoning - Coding - Math Security - Search - Productivity Multimodal - Image - Video
BEeUF Z291E TEBESRSE E=%23-210
2% BEMHE - ZORAR IR E - BARMRIF BEM - FEHA FELE - BRS=IK

A HIRSGAREREN BRXEE. £ETERSITWENNESLERE T BUBEE : 2026558



Climb the
® Have 15 to 30 Workflows -
A I Le a r n I n g running 20 to 50% of your life & business
L d d Connect your Agents/Workflows
a e r to your Tools & Data - access calendar,
emails, WhatsApp
From first steps to
P Link your Agents/Workflows to
fully automated your Business Knowledge (Answers)

Al-powered
success.

Link Agents to make
triggered Workflows

Build Your own Al Agents -
| Automated / instructions
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Custom GPTs and GEMS -
define roles

ChatGPT & Prompts



THE Al MATURITY MODEL

Where Is Your Practice Today?

Your practice evolves. Your systems evolve. Your results evolve.
The future belongs to intelligent practices.

LEVEL 2

=15 ©@o
|:'/: e e
@ E ©
MANUAL CRM
PRACTICE PRACTICE
« Manual follow-up Basic CRM

* Phone-heavy

« Reactive communication
« No automation

« Spreadsheet workflows
« Slow response times

RISKS
Missed opportunities
Team overload
Inconsistent patient
experience

C

COMMUNICATION
From manual replies
to instant, Al-driven

engagement

o\

MARKETING

From campaigns
to intelligence

Some automation

Lead tracking
Appointment reminders
Email workflows

RISKS
Generic nurturing
Disconnected systems
Limited intelligence

CONVERSION

From passive
follow-up to
predictive conversion

— ——

=)

LEVEL 3

®
AUTOMATED
PRACTICE

Al chat

SMS automation
Recall systems
Workflow automation

Multi-channel
engagement

BENEFITS
Faster response
Better consistency
Reduced admin load

»

- KEY TRANSFORMATION AREAS

A
v

-e

=
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SCHEDULING

From manual booking

to intelligent
scheduling

ANALYTICS
From basic reports
to real-time
intelligence

LEVEL 4

INTELLIGENT
PRACTICE

* Al lead qualification
 Dynamic nurturing

+ Conversion analytics
* Behaviour tracking

* Al-assisted workflows

BENEFITS
Higher conversion
Better patient journeys
More operational insight

RETENTION

From ad-hoc
follow-up to

lifetime value person.

The future winners will not simply have better marketing.

+a;

PATIENT EXPERIENCE

From inconsistent
touchpoints to

LEVEL 5

\ /

_ —®

@

AUTONOMOUS
PRACTICE

* Al practice brain
* Voice Al

>

* Predictive systems
* Al decision support
« Intelligent patient journeys
* Al operational optimisation

OUTCOME
A continuously
learning practice
ecosystem.

< O

OPERATIONS

From reactive tasks
to autonomous

alised journeys workflows

They will have better in

tellig



HOW Al

CONNECTS ®== T
EVERYTHING

One intelligent system.
Every part of your practice.
Working together.

POWERED BY

Claude
Your Al assistant
for strategy & insights

Al

Claude Code

Build, automate &
customise systems

>

MCP CONNECTORS

The universal connectors  O—
that let Al talk to
your systems.

Cowork
Collaborate with your
team & Al agents

Al REMEMBERS YOUR SYSTEMS

All your data, preferences & processes
in one intelligent brain.

3k

'

Al AGENTS

Specialist Al assistants

Captures leads & user P e TERN Leads, pipeline, follow ups
behaviour data / & patient history
. 2
REVIEWS CONSULTATION NOTES
Monitors reputation & o < :f Summaries, outcomes &
sentiment -~ ' next steps
CALL TRACKING SOPS & POLICIES
Analyses calls, sentiment =~ J=ssses Conmal s T el o E_] Procedures, workflows &
& missed opportunities i compliance rules
SEO A PATIENT FAQS
=
Tracks rankings, keywords » Ll S ceeel @ Instant answers from your
& content performance knowledge base
A GOOGLE ANALYTICS FINANCING
I I Traffic, conversions & > = - e Options, eligibility &
behaviour insights : partner integrations
\
T T e - i D
&
g EMAIL MARKETING , SOCIAL MEDIA COMPETITOR MONITORING q STAFF TRAINING
- Automated campaigns Content scheduling, Tracks competitors, ads, v Al-powered training,
& nurturing flows engagement & DMs | prices & new offerings quizzes & onboarding

Al HELPS YOUR STAFF

Instant answers, smart suggestions ’
& real-time support.

Al AUTOMATES REPETITIVE WORK

Follow ups, reminders, reports &
tasks—done automatically.

Al IMPROVES PATIENT EXPERIENCE

Faster responses, personalised
journeys & better outcomes.

DATA FLOW EXAMPLE

@ New lead from website

\:

IGI Al captures & qualifies
A

®°  CRM updated

ear paa
X

Q Call tracked & analysed
A

f: Al suggests next action
A

B4 Automated follow up
A

/I\'/i Results tracked in

v dashboards

s

CONNECTED PRACTICE

SMARTER SYSTEMS
BETTER RESULTS
HAPPIER PATIENTS




®o  PATIENT MARKETING +9:  CONSULTATION SoP
THE @ ' JOURNEYS " ANALYTICS ®"  SUMMARY LIBRARY Al ASSISTANTS

Always available

A Procedure Interest & Rhi SOP g
AN g R’h‘:':\o;l'aes:yms dnoplasty to support your team
| ot /A & Facelift SOP
Budget Range
$15k - $20k @ Recovery Protocols AUTOMATION
ROAS Cost per Lead ( Workflows that run
Next Step & Complication Mgmt while you slee
m 4’6x $28 In-Person Consuit () s P
m + +18% +-14% \%) @ Financing Guidelines ' t V
y | / = KNOWLEDGE BASE
wrch any ¢ Q \ 7 =M Your practice brain
X g \ Always organized.
Smarter Systems. Happier Patients. AICOPILOT ' X 1 Always up to date.
Stronger Growth. Dradticon e CONFID 1 _
S — email for today’s - INSIGHTS
consultations /J |~ Real-time data that
4 drives smarter
7 = ' decisions
Al Claude £ /) Claude Code a Cowork 1 : l
Al Assistant Build, automate Collaborate with
for your practice and integrate your team + Al
p— BETTER SYSTEMS. BETTER RESULTS.

— ]
= ’ \\ *
Al WORKS BEHIND THE SCENES SO YOUR TEAM CAN (‘\/'37 e
. — — A —g

® & I il T | o

X Missed Calls +/ Happy Patients
. Hereto help your X No Shows v/ More Bookings
Save Time Reduce No- Convert More  Deliver Premium Grow - X Manual Work 7% Atomated
Shows Leads Experiences Profitably Lo R Tee ' i Corertions
X Inconsistent v/ Consistent
EVERYTHING AL - : ‘7‘7
> = do - N4 - = |
CONNECTS > e > e - ' > il - & - &Y — b 4
Data flows in. SMARTER PRACTICE
Intelligence flows out. WEBSITE LEADS CALLS SOCIAL MEDIA EMAIL ANALYTICS CRM KNOWLEDGE BASE STRONGER GROWTH
Forms, chat, New inquiries Call tracking DMs, comments, Newsletters, GA4, Ads, SEO, Patient profiles SOPs, templates, More time. More impact.
bookings captured & recordings ad campaigns follow ups dashboards & pipeline policies, training More confidence.

AlI-ENHANCED WORKFLOWS S { HAPPY PATIENTS [ INSPIRED TEAMS €  THRIVING PRACTICE

e




ChatGPT

Since Nov 2022

Al will Change Your Li
30 mins a day learning

Start with

A ChatGPT Prompts
A Content Creation
A Personal Improvement
A Efficiency & Daily Tasks

DOWNLOAD CHATGPT
ON YOUR PHONE




TOP 10 AI PROMPT TOP'CS . 2) REVIEWS & PATlENWI @ COMPETITOR & MARKET ANALYSlSW
& PROMPTING TIPS e e T ’ S L ety

FOR AESTHETIC PLASTIC SURGERY PRACTICES TXLe Ly - Foviem theme ansysis I ——

« Common complaints * Procedare positioning

> Aprncﬁca.l.SPEgAideforsurgeons,mnogers coordinntorsmdmketingteams 2 - Staff training needs = Roview themes ¥/
B Servxe-npnwement * Local search visibility o/
* Professional review resp « Pricing presentation )
M“ peti i sparisor « New market opportunities E

@ content @ conversations @ veuioue =

TIP: Use de-identified reviews and TIP: Name the competitors, location,

® ask Al to separate direct evidence | e procedures and exact comparison

§ ‘Q useful from interpretation. E ‘: 3 E criteria.

) Never reveal patient information or
- confirm publicly that a reviewer

was a patient.

@z a.-f - “”"‘.@iD B

10 0 ININ - =%
CLEAR TASK 4  PRACTICE CONTEXT + CONSTRAINTS + HUMAN REVIEW @ SRERAT ..,:‘S R S '© 31“:‘::“\ il PLaY | <J¢ 10 PROMPTING TIPS THAT
@ g @ checklists and stendard operating to help stoff practise difficult IMPROVE EVERY RESULT 3
proced conversations.
— — - — ze ks = ‘ ®6N€MAM Gmmmm
0 PATIENT EDUCATION WEBSITE, SEO & AEO @ SOCIAL MEDIA & VIDEO e s sty it b o el phag
1 c«m.mmmmm Turn approved educational information = « Patient handovers » Difficult conversations @ et
search engs . into engaging posts, videos, carousels. « Complaint management + Service recovery DEFINE THE 0BJECTIVE PROVIDE TRUSTED INPUTS
understand the surgeon and practice. and surgeon commentary. « Content approval + Knowledge quizzes | :ﬁ:md:;‘:"md £ Use approved website
Pr=o = « Procedure pages - Short video scripts \ 5- Difia the - v cantert, protacals and
i 3 ; TIP: Dpesfor roles, staps, escalation, og: PR e ooy surgece
L e - FAQ videos 1 et ity chack ot and | | [ SCORE'] T staf o dbrcamylomiand oy | o ursae e orence E=
. peges + Myth-versus-fact posts unresolved decisions £l criteria. ' @ S IDERTIFY MISSING FACTS
= FAQ content % Inchude age, location,
—— R, _ « Educational carousels - SRy Ask Al to st unknown
°=_ ”““'Y“S « Surgeon commentary Clinical protocols must be reviewed ?L S . & - stage. $  information before
— - Intemnal linking ideas B ok il ‘ P4 AN and approved by qualified clinical Deindertan sl maiet-ohep e0s | | writing.
TIP: Provide the surgeon's verified 1P: Specify the platform, audience — | @ ADD PRACTICE CONTEXT @ WORK IN STAGES
Is, services, § format, tonc. lenath and desired o | PPoddctanogeon, sarvice:, OutSine -+ draft -+ cinical
target patients and keyphrases call to action @ REPORTING & DECISION SUPPORT | 7] ehiossphey ond tecation PPt i o
Gaeral o == e =T == e = Analyudc -identificd data to identify . [ foal approval.
. J - foet (S g——. s T
( : e . o { == Pt
Q CONSULTATION SUPPORT @ LEAD FOLLOW-UP & NURTURE s e damend TV S g R e—
Nclppstmwubnxmm : ‘ Mhdeﬁdwcv:na..SMSu\dm * Marketing resuits ) o L laims.
presa::g them. S : Monthllys:d-on pl-ns )
« New enquiry replies 9 TlP Define every metric and ask Canhtmdoesno(ducys 3
‘ « Missed-call messages q q T Al to label assumptions and causation. Check the data and
« Consultation reminders (———— = CT) (L data limitations. calculations.
* Quote follow-up (—\\ .~ \‘\‘/z —_—
:R‘_;w compaigns /' K\\ THE PRACTICE PROMPT FORMULA BEFORE You PRESS ENTER AUSTRALIAN PRACTICES
TS TN Ak it mtafF many mophedn | TIP: Define the patients stage, procedur 7 ) B> —> PERSONA wmcmmccer & Is the task clear? ‘ - Protect patient privacy.
GUSSUONS T i , concerns, L BEI—> RESULT it conct cutpt s rocuirea? Is the audience defined? « Check AHPRA advertising
to the surgeon. channel and next step. S—C __>» /0> —> AUDIENCE wao wttrent o waein? Have 1 added practice-specific facts? o requirements.
Al and non-clinical staff must not helpful, respectful and easy CONTEXT  what shouid Al ke sbuut fhe pracics” MoV niesnid the A o p oA ckions. ‘
& diagnose or recommend surgery. ' tooptouto:—wu“ ‘ —— e e Avoid guarantees and

Have | removed patient identifiers?
Have I stated what Al must avoid? * Review all clinical and
Have | told Al not to invent facts? patient-facing content
Have | requested a quality check? before publication.
Who will review and approve the result? ] Not lege! advice.

AI creates the draft.

FEE—> INSTRUCTIONS  whet muat be nchotes?
D—’ CONSTRAINTS  what must be avoided?
B—» EVALUATION  How should the readit be chachod”

Is the format specified? ’

A WEAK PROMPT VS A STRONG PROMPT

STRONG PROMPT
“Create a patient-friendly @
facelift consultation guide - <

for women aged SO-70
who are concermed about

veEEHB@

WEAK PROMPT
“Write something

0000000000

13 scars, recovery, anaesthesia » R S
and looking unnatural.™ Humans P'Wde Judgenlenl f,
Vague prompt = generic answer Specific prompt = useful first draft accuracy and approval.
Specialist Practice Excellence | www.specialistpracti llence.com.au Specialist Practice Excellence | www.specialistpracticeexcellence.com.au




SIMPLE CHATGPT PROMPTS

DownloadChatGPTonto your Phone

Ask ChatGPT

A SURGEON KNOWLEDGETel | me everything you know about
APRI CES oOoExplain the different Price Ranges f
A COMPETITOR® Who are the top (PROVIDERS) for (PROC
AAEOTIPSO Why didndét you include (NAME)O& or oOWhat

ABOOK SUMMARY Wr i t e a det
how 1 deas from this

BEST PROMPTING TIPS

A ADDDeep Researcho your Prompt

A Create a detailed prompto (DESIRED OUTCOME)

A Then after it answersd typed What EIl se6 and OANny!l

A Push the Button and Tri¥OICE ChatGPT to have a conversation about it




SKIN ANALYSIS

CONSULTATION SHE.ET + COMBINATION N\ ) @

Prompt for Skin Analysis S8

Balanced + Oily T-Zone

A Prompt: Create a visual skincare analysis graphic
using this portrait. Feature siddy-side _
comparisons to identify the subject's likely skin
type (oily, dry, combination, or sensitive), visible ...
skin concerns, hydration levels, texture, pores,
and overall skin condition. Include a clear skin
undertone and skin barrier analysis. Showcase
personalised skincare recommendations such as
Suitable cleansers, moisturisers, sunscreens, Chrah R
serums, and ingredients that would work best for
the subject's skin.

A The graphic should feel like a premium
dermatology/skincare consultation sheet with
visual callouts, charts, highlighted facial zones,
and before/after-style comparisons. Keep it visual
first using only short labels, tags, icons, arrows,
and minimal text- no long paragraphs.

e
IGHTLY R




ChatGPT Meme Cartoon Prompts

D E S D S ETIA I,

B Faceit EOMstala |

A(‘)Crea_te a carl cature of
on everything you know about me( NAME ) 0

| HELP PLASTIC el PLAN
v s o 2 WHAT I ACTUALLY DO _#
ELITE BUSINESSES  MORE VISIB .
p plastic surgeons make more money, attract better
(aND SLEEP BETT ER ¥ BETTER ENQUIE':sEfous ationts, buld stronger teams, dominate Googl, fix s
 HIGHER CONV broken patient journeys, & stop losing $200k a year Quietly builds the entire marketmg, sales,

AT NIGHT)
referral, automation, SEO, compliance

/ STRONGER TEAMS because nobody followed up Brenda's enquiry
and growth engine of the practice.

R q J/ PRACTICE GROWTH from Facebook properly.

PLASTIC SURGERY MARKET ING STRATEGIST

€ AGGRESSIVE CLARITY

@ ENOUGH IDEAS PER HOUR TO
MILDLY OVERWHELM MOST
NORMAL PEOPLE

ALSO, | LIKE... ~ N

X & 8§

TRAVEL CRUISE SHIPS RANDOM  WEIRD ROADSIDE
MUSEUMS ATTRACTIONS

i v FRERIGE
" GEO COPYWRITER | BUSINESS GROWTH CONSULTANT @ 7 in
PART-TIME THERAPIST FOR STRESSED PRACTICE MANAGERS _ 2 rRepooM ) | g o The TABLE | oKL
— : s | G e Q CLARITY &
! ) B\ REPEAT | ) COMMERCIAL THINKING CLICKS INTO
© Humour CONSULTS

I THIS IS WHAT HAPPENS WHEN...
YOU COMBINE A PLASTIC SURGERY MARKETING STRATEGIST,
SEO COPYWRITER, BUSINESS GROWTH CONSULTANT, PART-TIME
THE FOR PRACTICE &A MAN
WHO HAS WRITTEN MORE WORDS ABOUT NOSES, NECK LIFTS,
FACELIFTS & TUMMY TUCKS THAN ANY REASONABLY
ADJUSTED ADULT SHOULD.

ﬁ ~

=

R
=
i W

I'VE WORKED WITH SURGEONS ACROSS AUSTRALIA,
THE USA & THE UK, HELPING PRACTICES GROW FROM
“WE'RE DOING OKAY" TO “WE NEED ANOTHER
OPERATING LIST AND A BIGGER WAITING ROOM.”

LinkedIn

PART STRATEGIST, PART COPYWRITER, PART SYSTEMS FIXER,

PART MARKETING SNIPER.
1 can walk into a clinic, look at the website for 12 seconds, &

immediately identify why the phones aren't ringing enough. v WVisrsy, 11y
v Envauy m g
IRIES
v“sca i @% ; =] 5 5
URGER S
v GRo] ¥ BUSINESS SEO TOOLS AUTOMATION THEATRE

“WE PRIDE OURSELVES ON EXCELLENCE" WHILE LOADING
BOOKS WORKFLOWS SHOWS

SLOWER THAN HOTEL WIFI DURING PEAK HOLIDAY SEASON. v FREEDON

MY SUPERPOWER IS TURNING HIGHLY TECHNICAL SURGERY MOST PRACTICES ; \
ARE SITTING ON FOLLOW-UP IS :

INTO PATIENT-FRIENDLY MESSAGING THAT ACTUALLY CONVERTS ~
WITHOUT SOUNDING ROBOTIC, CREEPY, OR LIKE IT WAS WRITTEN MASSIVE UNTAPPED | A SUPERPOWER STAFF CULTURE
REVENUE H MATTERS MORE FOOD COURTS IN TURNING CHAOTIC
FOREIGN COUNTRIES PRACTICES INTO

BY A COMMITTEE TRAPPED IN A BEIGE BOARDROOM.
1 ) oy THAN FANCY
c SCALABLE MACHINES

ZERO PATIENCE FOR GENERIC MARKETING, STOCK PHOTOS
OF WOMEN LAUGHING AT SALAD, OR WEBSITES THAT SAY

THELP WITH SEO, A MOST MEETINGS | (=) NOBODYNEEDS | FURNITURE
REFERRAL SYSTEMS, TEAM CULTURE, Al TOOLS, CONSULTATION COULD HAVE P |G| ANOTHER INSTAGRAM : ? i
CONVERSIONS, PRACTICE GROWTH, REPUTATION STRATEGY, & BEEN AN EMAIL ' S Reet oF 4 surceon | (o] AlWILL REPLACE
OCCASIONALLY TALKING ANXIOUS SURGEONS OFF THE LEDGE i PONT ON | G=h AVERAGE E PATIENTS.
AFTER GOOGLE UPDATES DESTROY THEIR RANKINGS OVERNIGHT. : ING AT FLOATING | MARKETERS MOR
- TEXT BUBBLES : ER PRACTICES-

vw;-ﬂ‘l:E OPERATING ON BIGGER FREEDOM.

© BASED IN AUSTRALIA |
@ WORKING GLOBALLY e (iCME, STRATEGY, & WHATEVER ,:ﬁi”ﬁ::ﬁs':fke LET'S MAKE IT
ERED AT I1:47P > HAPPEN.

1 BRING ENI
[ERGY, COMMERCIAL THINKING, HUMOUR, AGGRESSIVE CLARITY, & ENOUGH IDEAS PER HOUR T MILDLY OVERWHELM MosT NoRmAL peopie. SR Taaaa( RRZEYAY

my



Upload an IMAGE and Ask Al for the PROMPT

create a highly detailed prompt to recreate this photo image with Monalisa and ME.
Then Upload a picture of yourself.



DR
F®

doctors cfo, |

WEEKLY BUZZ REPORT

For Office Managers & Practice Owners

5] WEEK OF MAY 18-24, 2026

Compiled by Carl Stoddard « DrCFO
1 TOP 3 TRENDS AFFECTING PRACTICES

Cybersecurity & HIPAA Readiness |
* MFA likely becoming mandatory

- Stricter PHI encryption standards ahead

- NIST-aligned compliance expectations rising

Workflow Technology That Works
« Sensei Cloud Apps links planning,

readiness, and team communication
« Better integrations without replacing your PMS

Al + Staffing Support
= Al training for dental practices is accelerating
- Temp staffing platforms are gaining traction

SNEM 2 TOP 3 PAIN POINTS / ISSUES 3! N

Infection Control Exposure Risk
o A - Philadelphia dental office shut down May 15

« Patients urged to test after sanitization failures

e $ Insurance & Billing Friction

« Dental plan enroliment is falling

E - ges and ints continue
« 23 states support direct-payment requests to dentists

'Y X ) Operational Pressure on Teams

- Short staffing increases stress and inconsistency
- Poor ion creates iance exposure
« One failure can damage the practice quickly

3 WHAT WINNING PRACTICES ARE DOING

» &

Document Everything Cross-Train the Team Communicate Early
Protocols, training, audits, Reduce dependency on Clarify coverage, limitations,
and safety checks. one person for critical tasks. and payment expectations.
KEY INSIGHT
Practices that standardize processes and strengthen cybersecurity
are better itioned to stay and pi

3 CRITICAL MOVES FOR THE NEXT 30-90 DAYS

Review infection control and training
Audit sanitization procedures and document every step.

Budget for MFA and encryption upgrades
Prepare now for likely HIPAA security changes.

@ Evaluate systems, staffing, and vendor agreements

000

Review your tech stack, temp staffing options, and MSO/vendor contracts.

The offices that win won't just work harder — they will
document better, communicate earlier, and build systems
that reduce risk.

Want to see how your
practice stacks up?

/ Schedule a complimentary practice assessment with

DrCFO and get a focused action plan for compliance,
profitability, and operations.

@ Visit drcfo.com ‘ @) stay ahead. Stay compliant. Stay pro

DR CFED doctors cfo, lic

NEXT REPORT: MAY 25, 2026

Upload an IMAGE YOU LIKE and Ask for the PRC
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"~ SPE Weekly @
" Practice Buzz Report ©

M |\TELLIGENCE. INSIGHTS. ACTION.  Built for Elte Plastic Surgery Practices in th USA

[ WEEK OF MAY 18-24, 2026 PRACTICE PULSE —A A

Patient Demand 4 HIGH

) Staffing Pressure

Marketing Activity  # RISING
Compliance Risk % HIGH

Revenue Confidence # STRONG

=
or astic urgery ractice Owners anagers
For Plastic S Practice O &M .‘ ‘

WHO THIS IS FOR * THIS WEEK IN AESTHETICS

surging)

Q 2 B A «

MOSTSEARCHED  FASTEST.GROWING  MOST DISCUSSED TRENDING PATIENT  MARKETING TACTIC
NON-SURGICAL oN CONCERN GAINING TRACTION
ders inclu Rhinoplasty Sculptrat & “Natural results” Neck laxity & Surgeon story
s Biostimulators and minimal faclal volume videos & roal
practice administra s e et downtime loss in 40-55 patient journeys
manager (TikTok & IG age group (Conversion up)

TOP 3 TRENDS AFFECTING PLASTIC SURGERY PRACTICES

Al For Patient Communication & Lead Nurturing
« Al chat, SMS, and email automations are increasing lead response speed by 60%+
+ Smart nurture sequences improve show rates and consultation conversions

= Al tools help personalize patient journeys at scale

Reputation Is The New Referral Engine
+ Googlo reviews continue to b the #1 trust signal for new patients
+ Practicos with 4.7+ avarage rating grow 2-3x faster
+ Automated review requests drive higher volume and consistency

Rising Demand For Facial Rejuvenation
« Injectables, skin tightening, and biostimulators are leading demand
+ Patiants are starting earlier and maintaining longer

. aesthetics” is now

2 TOP 3 PAIN POINTS / RISKS
Lead Conversion Leakage
f} reone sk oo, 1 o consaion e

ce hundreds of patients

orionce = negative

ively capturing unhappy patients
Staff Burnout & Retention Pressure

« High workload, low training, unclear systems

« Tumover costs practices 15-25% of annual payroll
« Poor culture impacts pationt experience

Rospond within 60 soconds « Conclargo communication « Story-driven video content
blend = Clear pricing & financing + Build trust bofore consults

Use AL+ hus
Q. ind book quickly * White-glove journey « Highar quality leads

show rates « Sestar exparionce every time + Stronger lifetime value

KEY INSIGHT
Top practices win by combining speed, expe
They operate like premium brands, not madical office:

, and visibility.

3 CRITICAL MOVES FOR THE NEXT 30-90 DAYS
o Optimize Consultation Conversion Sy
© @ Svooten bersecuity 8 HPA Gompiiance

© © oo Oriine Roputaton & vty
Implement & eview goneeeton systom, publish petient stares, ond buld tepicel suthor >

QUICK TAKE

€ The practices that grow fast

~ they are the most systemize
. The next 12 months.
axcaptional patient experience with opractiona
procision and aggressive digital visibility.

not always the busiest

Want to benchmark your @
plastic surgery practice?
"

» a complimentary SPE

62 hello@spepracti
@ (89) 777-7731

STRATEGIC TAKE

and patient loyalty.

STRATEGIC TAKE

Your online reputation
s d

ctly your
visibility, credibility,
and growth.

STRATEGIC TAKE
The next decade
belongs to practices
that master the face
+ akin category.

RISK IMPACT
Every slow response is
rovenue walking out the
door.

RISK IMPACT
Reputation damage
sproads faster than you
can respond.

RISK IMPACT
Burnout breaks culture,
service, and long-term
growth,

| MARKETING INTELLIGENCE SNAPSHOT

WHAT WINNING PLASTIC SURGERY PRACTICES ARE DOING
Build Faster Lead O Deliver Premium Pationt Invest In Surgeon Ej BEST CONTENT TOPIC
Response Systems Experience Porsonal Branding meny A

STRONGES

REFERRAL CAMPAIGN
Partner with Gym

& Wellness Centers




o Dee Plane Facelift - Staff Trammg Notes

| natural

rzsu\ks A NATURAL LONG-LASTING. ANATOMICAL. NOT JUST SKIN DEEP.

4. WHAT IS A DEEP PLANE FACELIFT ?

| A Deep Plane Facelift lifts the DEEPER facial

(beneath the SMAS) as one unit with

| the overlying skin. This repositions the midface,
jawline and neck naturally without the "pulled”
look of older techniques.

| structure

| 2. KEY TERMS - KNOW THESE!
| ® SMAS (Superficial Musculoaponeurstic System):
A fibrous layer thot covers facial muscles.
| ® Platysma: Thin muscle in the neck. Tightening
improves neck contour.
® Midface: Area from lower eyelid to upper lip.
Loss of volume here = aged, tired look
® Jowls: Sagging tissue along the jawline.
® Nasolabial folds: Lines from nose %o mouth
corners.
® Retaining ligaments: Strong bands that anchor
skin to bone and cause Hissue 1o sag with age.

T e T

Deep Plane works under these ligaments 4o [

release and reposition issues naturally.

| @ Release:

3. FACIAL ANATOMY — LAYERS (Superficial fo Deep)

@® Skin
@ Subcutaneous tissue
® SMAS (superficial)

(@) Deep plane
(potential space)

(® Deep facial fat
(compartments)

(® Facial muscles
@ Periosteum (bone)

4. How IS A DEEP PLANE FACELIFT DONE?

Incision: Usually starts in the haicline ot the
y
temple, around the ear, and into the lower
scalp.
@ Dissection: Skin is lifted and the SMAS is
identified.
Deep Plane Entry: Surgeon goes bencath the
=P, Ty aergeon 9
SMAS into the deey < ¢

(2ygomatic :
s (SMAS, | * Respects

ar
The deep tissue

® Lu & Rzpo sit
fat pads) d upward and backward.
| ® :u‘ i skin is smoothly redraped | % Avoids "w

Midface
lift -

Youthfy| "
ch T

REMEMBER :
V' Lift the
right layer
V' Reposition
not just
remove
-V Restore

volume
and contours

* 1 mportant
Consultatio,
topic /

5. WHY DEEP PLANE LOOKS MORE NATURAL
* Lifts the midface, not just the skin.
natural anatomy.

# Restores youthful contours.

indswept” )¢ “overdone” look.

[ STAFF REMINDER | @ Cos closed in layers for STRADITIONAL CIET DEEP PLANE LIFT
| D z l (SKIN PuLLED) (TISSUE REPOSITIONED)
* Avoid saying "permanent ( minirhel =
+ Say "long-lasting results” N
« Every patient heals > \‘-T |
differently L |
o Set realistic expectations gp ' i ‘
. 6. STAFF TALKING POINTS
BEST RESPONSES STAFE CAN USE How To EXPLAIN_NATURAL RESULTS

o Will 1 look n kumW
e

R T Pt
£ 7
]

7. IDEAL CANDIDATE
V Age: Typically 40-70 years

¥ Moderate to advanced faciol ageing | ) 22
V' Sagging midface & jouls \ €D Swelling

definition

V Loss of cheek volume # Improved jawli
V Loose skin in lower face and neck # Lifts and
v Good al health % lmpr

Vv Re xpectatio

- Not just age - it's about
struckures, not numbers.

11. COMPARISON CHART

* What is the differe

LOMMON PATIENT CONCERNS QUESTIONS PATIENTS ASK
o facelift and a deep plane?

o Will it help my jo
neck ?
o Am | a good candidate?
o What are the risks?
| 8. BeNEFITS oF DeEP PLANE FACELIFT

% Notural facial movement

led” appearance =
Exer
S — @gp Lal

nce between | v "Deep plane lifts the deeper 7
ers, not just the skin.” &

restore the underlying support

lay
R of your face, not change who
wls and o | you are. il ike
v S en and fade very | refreshed, younger ve
o I - not a diffe:
v 'Rewvey is 5ruduﬂl and we'll ‘ brbed S ot
e

support you every s

9. RECOVERY OVERVIEW

@B ‘Cvl‘idy

?
4
5
3

10-14 days

ﬁ Return o u«k
(“u

12. BEFORE vs Arrsn (AGEING cnmses)

7 | BT PACELIPY ] SIAS [FACELE Tl ESE mfj“jﬂ" \ BEFORE (Ageing) AFTER (Rejuvenated) LIFT VECTORS
Logers Lifted | Skin on SMAS + Skin s Gnder | - PR =
ayers Lifte: 'y sms) + Skin &t N
Depth Superficial Intermediate (eep D ? b R f\\ |
L —— 4 1 - -6 I
Midface Lift Minimal Moderate Coxeelient) \ ] f’(/ 24
= . - N A
Metursl Boslly | Good Very Good ‘@ / [ X
—+ —1— 1 + Midface destent + Lifted midface
| Loogeity | 3Syeas | 7-0yars | (10-15+ years) + Decp nassabial folds  + Smnther folds
Recovery Time. 1-2 weeks TS ks | (225 wetke) f,:i ety 5 ﬂk"f e

¥ FINAL NOTE: The goal is not to change your

10. KEY RISKS STAFF
MUST UNDERSTAND

* Hematoma. (bleeding)
* Nerve injury (temporary

numbness or weakness)

;Sull ng / prolonged edema
.S

13. LIFT VECTORS & AREAS

KEY AREAS IMPROVED

face, but to turn back the clock. Deep Plane = Natural, Beautiful, Confident You.

Prompt:Create a highly detailed handwritten study note
about: O[I NSERT TOPI C HERE]
performing studentods revi si
paper. Use natural studenstyle handwriting with realistic
spacing, arrows, underlines, side notes, and neat
organization.Thest udy note shoul d I
structur ed heudbistang sxfland&ians y
written in simple | anguageA I
keywor ds, and-besembreakdawssAvheit e p
necess armyrid exenepled or analogies to improve
understandingA Quick revision
tricksA Small educational dooi
or sketches that visually expl
terms and critical points usi |
Circle important dates, formulas, statistics, or exaffiocused

i nformation in red inkA Add s
arrows, and margin notes to make it feel authentic and highly
engagingA Make the notes Vvisu:
optimized for studying, revision, teaching, and content
creationThefinal result should look like premium viral study

notes shared by top students onliné clean, educational,

realistic, highly informative, and easy to memorize from.

0S|
on

ncl



rompts fo

RIB REMODELLING
(RIBXCAR) SURGERY

0, /)
" THE NOI NICA STAFF GUICK REFERENCE GUIDE ﬁ\
y 2 v N\

//I\\\

@ WHAT IS RIB REMODELLING?

+ COSMETIC WAIST CONTOURING PROCEDURE
+ DESIGNED TO IMPROVE WAIST-TO-HIP RATIO
* CREATES A NARROWER WAIST APPEARANCE

\ *ALTERS LOWER RIB CONTOUR TO

+ FOCUSES ON CREATING A MORE
SCULPTED SILHOUETTE

V/ HEALTHY BMI

+/ LOOKING FOR IMPROVED

PPROPORTIONS

+/ MOTIVATED BY
SILHOUETTE ENHANCEMENT

\ @ wHo |s IT IDEAL F0R7
GOOD CANDIDATE

+/ WANTS A NARROWER
WAIST APPEARANCE

+/ NATURALLY WIDER
RIBCAGE

) @ wHo Is NoT IDEAL?
RED FLAGS

V/ GOOD SKIN QUALITY

+/ REALISTIC EXPECTATIONS

+/ INTERESTED IN BODY
CONTOURING

S

X UNREALISTIC EXPECTATIONS

3 LOOKING FOR DRAMATIC
OVERNIGHT TRANSFORMATION

X POOR UNDERSTANDING
OF RECOVERY

X SEEKING MAJOR WEIGHT
LOSS SOLUTION

X SIGNIFICANT UNTREATED
HEALTH ISSUES

3 NOT PREPARED FOR

POST-OP RESTRICTIONS é

(@ R1B REMODELLING VS OTHER OPTIONS
—
LIPOSUCTION WAIST WEIGHT
TRAINING LoSS
WHAT 1T
7t | BB
“TEMPORARY (OVERALL
veposITS SHAPING. BODY SIZE
Mz SOFTER TEMPORARY OVERALL
(EFFECT CONTOUR SLIGHT SIZE
NARROWING
omm— LONG TERM TEMPORARY VARIABLE
(WITH STABLE WHILE (DEPENDS ON
WEIGHT) USING MAINTENANCE)
BeST STUBBORN SHORT TERM OVERALL
SUTED FOR FAT SHAPING HEALTH &
PREFERENCE |  SIZE GOALS
548 )

CONS\ILTAT‘DN

L@

PROCEDURE TIMING
* VARIES BY SURGEON
* INDIVIDUAL TREATMENT PLANS DIFFER

6 PROCEDURE OVERVIEW HOW IT WORKS

*@Q@Q

. PHOTOS, MEASUREMENTS,  REFINEMENT OF mmm«s
TREATMENT STRATEGY  LOWER RIB AREA  AND HEALING &
SHAPE SETTING

PROCEDURE conmzssmu/ RECOVERY

REST, FOLLOW
GUIDELINES,
GRADUAL RETURN
To AcTVITY

@ wHAT 15 117
\ s + MODERN BREAST AUGMENTATION APPROACH
* USES MOTIVA ERGONOMIX2® IMPLANTS

f Training about PROCEDURES

MOTIVA PRESERVE™
BREAST AUGMENTATION

UNDERSTANDING THE NEW MOTIVA ERGONOMIX2® IMPLANT

FRONT DESK & PATIENT COORDINATOR CHEAT SHEET

7

NATURAL APPEARANCE

, @‘ « DESIGNED TO CREATE A SOFT,

* FOCUSES ON PRESERVING IMPORTANT

BREAST STRUCTURES

* AIMS TO SUPPORT QUICKER
RECOVERY EXPERIENCES

NATURAL-LOOKING ENHANCEMENT

(@) WHAT MAKES ERGONOMIX2® DIFFERENT?

* LESS DISRUPTIVE SURGICAL APPROACH

* POPULAR AMONG PATIENTS SEEKING

[ THINK NATURAL SHAPE +

TRADITIONAL IMPLANTS
* OLDER TECHNOLOGY
* FIXED BEHAVIOR

* LESS ADAPTIVE
MOVEMENT

p N

* DYNAMIC GEL TECHNOLOGY

+ ADAPTIVE SHAPE CHANGES

cala

DESIGNED TO BE UPRIGHT WHEN STANDING
AND SOFT WHEN LYING DOWN

MODERN TECHNOLOGY + R
TISSUE PRESERVATION

r IDEAL PATIENTS

FIRST-TIME AUGMENTATION PATIENTS
PATIENTS WANTING SOFTER APPEARANCE
PATIENTS CONCERNED ABOUT

LOOKING “FAKE™

IMPLANT TECHNOLOGY

X XXXXX

(@ WHO MAY NOT BE IDEAL?

POTENTIAL RED FLAGS:

WANTS EXTREMELY DRAMATIC ENLARGEMENT

UNREALISTIC EXPECTATIONS

SEEKING GUARANTEED OUTCOMES
FOCUSED ONLY ON LOWEST PRICE

NOT MEDICALLY SUITABLE
(SURGEON DECISION)

RECOVERY PROCESS

UNABLE TO COMMIT TO [

S
IDENTIFY

STAFF REMINDER:
CONCERNS ~ DO NOT WJ

v

v

v

+/ PATIENTS WANTING MODERN
e
-

(5 WHY PATIENTS LOVE IT

WHAT PATIENTS ARE
REALLY BUYING

PEOPLE BUY EMOTIONAL
OUTCOMES - NOT JUST SURGERY ()

DEEPER PURCHASE:

(o
COMMON PATIENT QUESTIONS

+ USUALLY OUTPATIENT / SAME-DAY STYLE PROCEDURE

@ Price rance

x
-

1
THE FITNESS
ENTHUSIAST

“1 WANT
BALANCE”

il DEEP PLANE FACELIFT SURGERY |

N ~ CONVERSIONS THE ULTIMATE STAFF GUIDE FOR RECEPTIONISTS & PATIENT COORDINATORS

UNDERSTANDING THE DEEP PLANE FACELIFT PATIENT

o WHAT IS A DEEP PLANE FACELIFT?
W)

. ADVANLED FACIAL REJUVENATION
PROCEDU

. Abmssss FACIAL SAGGING
AND DESCENT

 CREATES NATURAL-LOOKING
REJUVENATION

« FOCUSES ON DEEPER STRUCTURAL
SUPPORT

* DESIGNED TO REFRESH RATHER
THAN CHANGE IDENTITY

« IMPROVES MID-FACE APPEARANCE
 CAN IMPROVE NECK APPEARANCE
PATIENTS WANT To LOOK WHEN COMBINED APPROPRIATELY
LIKE THEMSELVES - JUST

MORE REFRESHED. Q)

MID-FACE

* OFTEN IMPROVES JAWLINE DEFINITION HEAVINESS

LAXITY

@ WHAT DOES IT HELP IMPROVE?

M //\

NECK

APPEARANCE
THAN THEY FEEL

DN

9 WHO IS AN IDEAL CANDIDATE?

(@ wHo MAY NoT BE IDEAL?

() s
(,‘:? TAMLINE CHANGES & ——> a_ é\‘_, é‘b\_,
J( Nex cmices o —> {;}-—» {:\_y é’}..
B s e o —> ) —> £} —> )>
[}F‘CNM’" Pe— {)__'O—) Q_)
¥@smm.luuw = DQO_‘) {.‘)_,

40s 50s. 60s 70+

MINI FACELIFT

 SMALLER CORRECTION

* EARLY AGEING

* LESS EXTENSIVE
REJUVENATION

+ FOCUSES ON LOWER

FACE

/ WANTS LONG-LASTING IMPROVEMENT X LOOKING FOR PERFECTION
+/ CONCERNED ABOUT FACIAL AGEING X WANTS DRAMATIC TRANSFORMATION
+/ HEALTHY LIFESTYLE X UNREALISTIC EXPECTATIONS
/ REALISTIC EXPECTATIONS X SEEKING SURGERY FOR SOMEONE
/ SEEKING NATURAL OUTCOMES ELSE'S APPROVAL
/ WANTS STRUCTURAL REJUVENATION X BT REAY R RECOVERY
L RATHER THANI TEMPORARYARIXES X PRIMARILY SEEKING CHEAPEST OPTION
(@ COMMON SIGNS OF FACIAL AGEING (reocassse over Tive) @ DEEP PLANE FACELIFT

(@ DEEP PLANE FACELIFT i
VS FILLERS

[ () proceduRe TiME:

DEEP PLANE
FACELIFT
* SURGICAL

+ STRUCTURAL
REPOSITIONING

© RECOVERY SNAPSHOT (ceneRaL Guoe)

@&%@ﬁm’»-éﬁ

+ LONG-TERM
REJUVENATION WEEK 1 WEEK 2

RESTLHEAL  RETURN TO

BRUISING  FEEL BETTER

‘M TIRED OF CHASING
NORMAL EACH DAY
TEMPORARY FIXES.” €D J

L

MONTH3  MONTH 6

w MOREACTIVE  MOST SWELLNG  RESUTS ARE  FINAL RESULTS
SWELLING & UGHTACIVIES pcroivoor  RESOVED  BECMING NATURAL,
(¢ aporormare)  LOOK & FEEL  CONFIDENCE  REFRESHED,
MORE LIKE YOU  GROWS You!

RECOVERY

SEVERAL WEEKS

(@ WHY PATIENTS LOVE IT
'

NATURAL | LONG-LASTING |  IMPROVED |
APPEARANCE |  IMPROVEMENT i CONFIDENCE ! PHOTOS

\\'!, i

i LOOKING MORE
LOOKING i ||Kg THEY FEEL

LESS TIRED | INSIDE

P INFORMED STAFF —> CONFIDENT PATIENTS —> MORE CONSULTATIONS —> MORE TRANSFORMED LIVES

\

L

VS MINI FACELIFT

- Ry X
R

“1 DON'T WANT TO LOOK




Prompts for Staff Training CONVERSION Sheet

HANDLING OBJECTIONS )= * &
OF AESTHETIC SURGERY PATIENTS |

A VISUAL GUIDE FOR RECEPTIONISTS & PATIENT COORDINATORS

f] s 777000\
@ vt 1s A opacTion? b @ SALES PSYCHOLOGY

ASPIRATIONS

© MORE CONFIDENCE

© LOOK BETTER IN
CLOTHES

Q7 AN OBJECTION
Al IS NOT A REJECTION

OBJECTIONS USUALLY MEAN:
© FEEL YOUNGER
© IMPROVE SELF-IMAGE
© FEEL COMFORTABLE
3 IN PHOTOS
l © REWARD
THEMSELVES

* FEAR OF MAKING THE J ,L

INTERESTED PATIENTS WRONG CHOICE

ASK QUESTIONS B - Low ser-covnce ++ W=
+ PAST BAD EXPERIENCE /0 bl

# @ Wy patients
w

REALLY BUY
f

* FEAR OF REGRET

* FEAR OF JUDGEMENT

* FEAR OF WASTING MONEY
* FEAR OF SURGERY

© NEED MORE CERTAINTY
© NEED MORE TIME
© NEED MORE VALUE

© vy panients oLy | @ Cm%gwnggy

"N\ © MNEED TO SAVE MONEY
/ © BUSY SCHEDULE DON'T: @
\ © FAMILY COMMITMENTS

X INTERRUPT

PATIENTS ARE
NOT BUYING:

X BREAST IMPLANTS

PATIENTS ARE
BUYING:

v/ CONFIDENCE

X FACELIFTS ° FER X ARGUE
X RHINOPLASTY o NEED MORE RESEARCH | X RUSH

© SEEKING APPROVAL X OVERLOAD WITH INFORMATION
X LIPOSUCTION o DECISION FATIGUE X DISMISS FEELINGS

X TALK TOO MUCH
((oeLav boes o MEW N0 ) | somo s )
(0 COMMON OBJECTIONS BY CATEGORY N @ TrusT BuILDERS \
o \ 5 T T r VS TRUST KILLERS
oo FAMILY TRUST BUILDERS TRUST KILLERS
@ ; @ g g V' ACTIVE LISTENING

PRESSURE
© To0 EXPENSVE | © NOT READY YET "N(ﬂ’"‘m V' EMPATHY

IGNORING CONCERNS

© NEEDTOTHINK | © MAYBE NEXT YEAR | M"“ "m: ® m:}:‘,ﬁg V' HONESTY PUSHY SALES TACTICS
g © BAD TIME RIGHT CONSULTATION © FAMILY NOT ¥ e é pact g
tﬂm AROUND | Now o $THL NGIAE swrokTe | V' FOLLOW UP INCONSISTENT
V' CONSISTENCY MESSAGES
PROCEDURE SPECIFIC OBJECTIONS : /' PROFESSIONALISM DEFENSIVENESS
FACE SURGERY BREAST SURGERY BODY SURGERY NON-SURGICAL i

2 Ypvengoend \opsleod § ?mw )fmﬁ:ﬂm ETRUST 1& _ TRustd J@
¢ Y [ OBJECTIONS = OBJECTIONS T
= Y - JJ & =

2~ —{  OBJECTIONS ARE BUYING SIGNALS F—
I %) usten —> Q? UNDERSTAND —> @ EDUCATE —> @ GUIDE”

21



