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s & practice owner, before | really knew anything
asbout digital marketing, | pad someone 10 do
something called SEO that supposedly made my
website more visible 1o potential chents | masat
100 nterested in what was happening or how it
worked | just wanted more people calling my busness
I certanly got more chents, no doubt about that; but | had
no idea if my increased popularity was actually because of
the SEO work | was paying for or something else
Once | delved a little deeper into the world of digital
marketing, | learned that there were Dest practices that
needed to be followed along with quite a bit of testing
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As someone with a passion for erhancing people’s
appearance, | wasn't naturdlly drawn towards what seemed
such mechanical and technical IT processes

But If 1t was such a mechanical process, as it appeared to
be 10 me back then how Could some Dusinesses perform
better than others when surely it was just 3 matter of
following a manual? Now, having done my own marketing
and advertising &5 well 23 run campaigns for many others
for several years, | know only too well that creativity and
imagination are vital in amy project

That isn't 10 say that the traditional conversion rate
optimisation tactics - such as clear message. page
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optimisation with A/B testing and clear “call to actions”
showld be dropped - just that there are some 2reat ways to
throw some originality Into your campaigrs that will capture
people’s attention

Tracktional online advertising &5 getting ignored. How
often do you cliick cnto those “Danser ads” that slide up the
side of your screen? That's not to say that they don't have »
use because they are good for raising braad awareness, just
not 50 good for getting clients

Likewise, pop ups are regarded as an irritation when you
waste time looking for the X" to close them s0 you can
continue to look at what you actually want to look at. But

even they can produce leads If used properly. Years ago.
these tactics were clever and fresh but today they arent
going to get someone’s attention or be memcrable. This is
why lever aging creativity matters now mare than ever.

Here are three ways 10 make your own promotions more
Rely to lodge inside your prospects mind

1. BE ORIGINAL AND UNIQUE

For teenagers, standing out from the crowd is mortifying
But any business that has ambitions of growth and success,
being memorable and unique will get them onto the fast
track 10 success,

People make purchasing decisions based on how they
respond emotionally. Even an email TV advert or short
video on a smartphone can connect your brand to pecple in
st a few seconds in 3 way that a rational appreciation of
features and benefits cannct

We remember stories that are compeling and brands
that can do this will generate more customers. Here are
SOMe ways 10 Create your own
® Develop an unusual catchpivase that people will

remember and put it everywhere you can. When you

think of baked beans, even though the slogan is 50 years
old. everyone knows that “Beanz Meanz Heinz”

® Take » controversial approach 1o your advertising (the
approach - not the message’] Facebook canvas ads are

3 Rreat new wiy 10 Introduce things that work on mobxle

phones, such as carousel and video, but without the slow

load times that can often occur
® kvent an unusudl style that you apply across your
website, social media and adverts. Tomake sure you stick
out to your prospective clients you need 10 be sure your
message keavesan impression that is not only memor able
but comes aCross as personable
Ask yourself how you would feel as 2 reader and whether
you would trust what you are reading. Trust bullds loyalty.
which converts leads into chents.

2.BE AUTHENTIC WHEN USING EMAIL
Email sign-ups are common goals because of how effective
itis as amedium to convert leads to clents

Yet the problem with emal today Is people are very aware
of what is going to be of interest to them in their inbox

Good emails that demand attention will be unique but
not put the reader off. Subject ines should be inventive,
creative - even quirky. They should be relevant, engaging
and show some personality

Even If your more conservative side might be telling you
toplay it safe, try and have fun testing out different subject
knes. Your personality and brand will become recognisable
and any association with a brand that is positive leads to
more clents

3.TAPINTO EMOTIONS WHEN WRITING COPY
Most people buy with thelr heart 30 any opportunity to
soll your services 10 potential clients that lacks emotional
appeal is a wasted chance

As aesthetics professionals, we can be confronted
with pecple expressing very deep and personal fears and
desires. However, we may not slways be famikar with the
full journey a client goes through before they get to us

Cosmetic surgery advertising has some strict guidelines
and anyone looking to promate their services needs to
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ensure that it is not done in an irresponsible, misleading or
potentially harmful way.

From a copywriting perspective this can lead to some
lacklustre copy especially considering the responsibility
around advertising procedures such as breast surgery.

But don't be put off. Here are a few places where we can
demanstrate our awareness of the chent’s problems to help
promate owr procedures:

HEADLINES
The main objective of an email is to at least get opened 50
the subject line needs tobe enticing.

Catchy, punchy subject lines that relate to a problem that
the reader may be facing work very well

Asking a question in the subject line engages the reader
It needs to be the right question though, relevant and to
the point of the problem.

Although the headline needs to relate to
the mainmessage, some copywriters make
the mistake of looking at what they've
written and coming upwithasubject line
that is a summary of the piece. It might
be accurate but will people connect?

Here are a few ponts to consider
when putting your headline together:
® Will the customer see how our

solution can solve their problem?
® What emotion does it tap into?
® |5 it concise and does it have impact?
® Does it relate to the main message?

So, the main takeaway is to develop a
memorable message that strikes an emotional chord with
aneed your customer may have,

CALLSTOACTION

It's easy to focus on choosing the right size, colour and
place on the page for your “buy button™ however this is also
another chance to connect with the customer by altering
the text. Anything that relates to that person ie. “book my
appointment” or “arrange my call” helps to increase leads
to converskans.
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YOUR BUSINESS SLOGANORMOTTO
Today, the average city dweller will be exposed to around
5.000 adverts per day compared to 2,000 per day thirty
years ago. This means your brand needs to be memorable
within the split second you have access to that person’s
attention. Brands need a catchphrase
But just coming up with anything won't be sufficient to
compete with all of the memorable mottos that are vying
for the same mind-space. | have a very simple approach to
helping clients to develop catchy slogans, which you might
find helpful.
® Run a quick brainstorming session to come up with
around 50 initial ideas
® Thenselect the top 10
® Go through each one of those and see if they can
beimproved
® See what a third party thinks
® Pick the best three ideas
® Test these to see how they resonate
with the market.

FINALLY, SOMETIMES ABIT
WEIRD IS GOOD
The medical aesthetics industry is a
highly professional environment and
onewhere patient safetyand adherence
1o approved procedures is essential. Of
course, this needs to be reflected in any
advertising messages.
However, there is always room for messages
that promote your business that are genuine, can
appeal to a person’s emotions and contain personality
without being irresponsible.

You can still be memorable, unique and write interesting
copy and engaging subject lines that draw pecple in to get
your business noticed

Trust is as important in sales as it is when developing a
message that your customers will remember.

And it is this trust that will have a significant effect on
your lead-to-customer conversionrate. am
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