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Many physicians who are now in the aesthetic space 
didn’t start out that way. Many began their career 
treating patients with medically necessary concerns. 
The physician’s office typically billed the patient’s 
insurance company. As a result, the physician would 

often receive reimbursement from the insurance company 
weeks or months after services were rendered.

It’s no wonder doctors find it to be such a breath of 
fresh air when they begin to offer aesthetic services and get 
paid prior to the procedure! This is a major improvement 
in handling their accounts receivable, but it could be better.

For example, when it comes to cosmetic services that 
need to be scheduled (i.e., surgery or minimally invasive 
procedures), a common practice is to ask for a deposit first 
and then get the remaining payment two weeks prior to 
the procedure. But that’s not always so easy.

Often times, the office staff must go to great lengths to track 
down the patient to collect those remaining funds. Multiple 
phone calls, patients not calling back, and endless games are 
required. And even if it doesn’t require multiple phone calls, it 
still requires at least one, potentially avoidable phone call. Why 
do physicians’ practices put themselves in this time-consuming 
position of wasting so many hours following up with the 
patient, trying to collect prior to the procedure? Not to men-
tion the angst of wondering if the patient can pay the balance 
in advance of the operation or the frustration of postponing 
the procedure because they can’t. Which in turn leads to 
awkward conversations, hurt feelings, miscommunication, and 
potentially a bad online review.

Wouldn’t it be great if the patient would book and pay 
in full at the time of the consultation? That’s not a utopian 
dream. It’s possible, with a culture of transparency.

A culture of transparency requires the five pillars dis-

cussed below. By implementing these, 79 percent of our 
consultations in 2019 have booked and paid in full at the 
time of consultation, including procedures costing $22,000. 
Think of all of the time saved not having to follow up with 
so many patients. A culture of transparency succeeds in 
breaking down all of the patient’s perceived obstacles so 
that by the time they come in for the consult, they’re ready.

 
1. DISCUSS PRICING AND FINANCING PRIOR TO THE 
CONSULTATION

The most obvious obstacle to booking and paying in full 
at the time of the consultation is cost. Most patients don’t 
know the cost of the procedure ahead of time, because no 
one will tell them! So many practices take such an antiquat-
ed stance on discussing pricing prior to the consultation.

In our practice, the consumer can check pricing on our 
website, and we capture their contact info in the process. 
This way, we can follow up with them and discuss the pro-
cedure they’re considering over the phone. This allows us to 
further pinpoint exactly what their needs are and provide an 
updated estimate based on that conversation, if necessary.

Even if the patient calls our office to schedule a consulta-
tion without checking pricing on our website first, we send 
them an estimate via email at the time of the initial call. In 
so doing, we ensure that every patient comes in with a real-
istic understanding of cost, thus reducing the possibility of 
sticker shock to zero.

But what’s the incentive for the patient to pay in full? Sure, 
we can tell them the cost ahead of time so they can make the 
necessary arrangements in securing funding (bank transfers, 
valid credit cards, financing approval). But they still need to be 
motivated to pay in full rather than the standard process of 
putting a deposit down and paying the rest at a later date.
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To make it worth it to the patient, we tell them over the 
phone, at the time they book their consultation, that we’ll 
give them a discount if they book and pay in full on the 
day of their consultation. The amount of the discount is 
based on the overall cost of the procedure. This offers an 
obvious financial benefit to the patient, and the practice 
obtains the funds immediately.

Some may assume that giving an estimate over the phone 
coupled with a discount on the day of the consultation is 
enough to cajole the patient into booking and paying in full. 
But this assumes that price is the only factor in the patient’s 
decision, which it is not. The patient also needs to know the 
physician is competent and has adequate experience. They 
want to know various details and facts regarding the proce-
dure: the length, the recovery, the expectations. Addressing 
all of these concerns requires not only a pre-consultation 
discussion of cost, but also the other four pillars in the cul-
ture of transparency.

2. BUILD PHYSICIAN-PATIENT RAPPORT THROUGH SOCIAL MEDIA
As I’ve written about in this journal (May/June 2017, 

available online), social media (i.e., Instagram Stories and 
Snapchat) is a game changer when it comes to building 
rapport with future patients. Consider the rapport built 
between a potential patient and physician in a one-time 
consultation. Now, consider the rapport built over many 
months with the potential patient watching the doctor on 
social media. Previously, the only way to get to know the 
doctor was meeting in person. And that was a very superfi-
cial experience even in the best of circumstances.

But with social media, patients can see “their” doctor in 
his/her natural habitat over time. The physician becomes 
more approachable. By consultation day, the consumer 
knows the office staff and has watched the physician per-
form the procedure they’re considering. They’re no longer 
coming in to get to know the doctor because they already 
know the doctor via social media. 

3. EDUCATE THROUGH VIDEO, BEFORE AND AFTER PHOTOS
The consumer has a thirst for knowledge when it comes 

to the procedure they’re considering. While physicians 
may find it frustrating when patients read bad information 
online, their online research is not going to stop. So physi-
cians must give them an alternative. Educate the consumer 
with video (on social media) and before and after photos. 
There’s another benefit when consumers watch a proce-
dure on social media.

Regardless of platform, the consumer has the ability to 
ask a question while watching the physician’s video. Thus 
giving them the unprecedented ability to ask questions 
about a procedure in the moment, or after hours. Give 
the patient “good” information that addresses all relevant 
questions prior to the consultation.

4. EDUCATE WITH ONLINE READING MATERIAL
The consumer also wants more information than what 

can be found in video. For a deeper dive, blog posts are 
very insightful. Physician-produced blog posts can com-
pare the pros and cons of a procedure. They can describe 
nuances that aren’t readily apparent in video.

A perfect example is doing a breast augmentation and 
streaming it on social media. While the video clearly shows 
the procedure in action, some details can be lost. It can be 
difficult to explain risks and benefits in short 10-15 second 
bursts. A blog creates a record of information that the 
patient can easily access prior to the consultation. It also 
helps with the doctor’s search engine optimization (SEO) 
by constantly updating the website content.

5. CONTINUE TO OFFER “TOUCH POINTS” WITH EMAIL 
MARKETING

Doctors capture contact info when the consumer down-
loads an ebook, signs up for a newsletter, or reaches out 
through a contact form. In our case, we capture the con-
sumer’s contact info every time they check pricing on our 
site. All are legitimate email collection vehicles. By empha-
sizing email database growth you gain benefits and avoid 
risks as discussed in the last edition, available online.

 First, by growing your email database, you can easily remar-
ket to your patients and potential patients for significantly less 
cost than digital advertising. Second, you protect yourself from 
algorithmic updates to Google or Instagram that could affect 
your following. If you suddenly see a reduction in your engage-
ment on those platforms, you still have a database that allows 
you to take matters into your own hands.

Most importantly, an email database gives you the 
opportunity to stay engaged and continue educating your 
client base prior to their consultation.

 
CONCLUSION

You cannot simply offer a discount for full payment 
without the pillars described. The financial incentive alone 

“ WOULDN’T IT BE GREAT IF THE 
PATIENT WOULD BOOK AND PAY 
IN FULL AT THE TIME OF THE 
CONSULTATION? THAT’S NOT A 
UTOPIAN DREAM. IT’S POSSIBLE, WITH 
A CULTURE OF TRANSPARENCY.”
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without regard to building rapport through the methods 
described here will give the wrong impression. It will seem 
like your practice is trying to rush the patient—to get 
them to pay before they’ve truly considered all of their 
options. That can lead to buyer’s remorse. 

But if the patient is engaged with the practice on social 
media and well-educated from the doctor’s online mate-
rial, it no longer seems like an attempted money grab 
before the patient changes their mind. It’s more about, “I 
know this doctor, I’m familiar with the pros and cons of 
this procedure, so why wouldn’t I take advantage of a day-
of-booking discount?”

In this technological age that allows access to all informa-
tion and a unique patient-physician connection, obstacles to 
booking and paying in full can be overcome pre-consultation. 
When a culture of transparency is implemented correctly, an 
aesthetic practice can focus on its mission of aesthetics, rather 
than feeling like a bounty hunter trying to collect on bail! n

JONATHAN KAPLAN, MD
n  Founder/CEO of BuildMyBod Health, an online marketplace for healthcare 

services that allows consumers to determine cost on out-of-pocket procedures, 
purchase non-surgical services. He is based in San Francisco, CA.


