
Don’t make patient financing a best-kept secret. Offer it at multiple 
points in the sales process and you’ll increase the chance that 
clients use it to purchase treatments. 
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PRACTICE SOLUTIONS

Many aesthetic practices and spas we work 
with offer patient financing—but you’d never 
know it. Either there’s nothing mentioned on 
the Web site or it’s like an Easter egg hunt to 
find the information. When scheduling, 
patients raising concerns or questions about 
fees—are rarely told that financing is offered. 
Many practices wait and discuss financing only 
after a patient is seen and wants to schedule. 
It’s big mistake.  

Don’t make patient financing a best-kept 
secret. Offer it at multiple points in the sales 
process and you’ll increase the chance that 
clients use it to purchase treatments. This 
marketing technique is known as effective 
frequency. It refers to the number of times a 
consumer must be exposed to a message 
before they buy a product or service or 
remember a brand’s message.  

There are patients coming in soon who 
originally schedule 4, 5, 6 months ago or 
more. Their assumptions about their wealth, 
net worth, and investment portfolios are likely 
very different than they are today. Be ready for 
some to say they want to postpone surgery—
not cancel—because frankly they don’t have 
the money. Be prepared to help.  

Here are six simple effective frequency 
solutions to promote patient financing as a 
way to pay for that extra surgerical procedure 
or spa treatments. 
1. Put a button in multiple places on your 

Web site. Link visitors to information, as well 
as an online application, and post the 
button on multiple pages, not just the Home 
page. CareCredit provides a custom link 
option that gives practices and spas insight 
into who applied, along with what their 
available credit is.  

2. Include a short sentence in all email 
responses to Web site inquiries. Keep it 
simple: “We offer financing options—CLICK 
HERE to learn more.”  

3. When scheduling new client consultations, 
explain that you offer financing as a 
payment option. Train staff to direct 
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patients to apply on your Web site prior to 
the appointment. A service-oriented way to 
explain this could be: “That way, Mrs. 
Hoffman, when you decide to schedule that 
laser procedure you’ll be all set up to use 
one of our deferred interest programs—” 
Patient Fi offers a payment calculator, as do 
Care Credit and Alphaeon. Staff should be 
prepared to discuss and demonstrate. 

4. Remind patients about financing in 
conjunction with a special offer. For 
instance, if you promote a treatment in an 
e-blast, mention the payment options you 
offer underneath the special fee: “Ask 
about the patient financing options that can 
be used with this special offer.” 

5. Always mention patient financing in your 
e-newsletters. A mention of patient 
financing and a link to apply online should 
be standard in each issue. 

Make the client’s  
experience simple; 
hand him or her an 
iPad with the 
browser open to 
your website, and 
touch the Apply 
Now button for  
them to open the  
application. They 
will have an  
answer in seconds 
and be more open  
to considering  
additional  
treatments if they  
are recommended. 

6. Encourage patients to apply when they 
check-in for their first appointment. Make 
the client’s experience simple; hand him or 
her an iPad with the browser open to your 
website, and touch the Apply Now button 
for them to open the application. They will 
have an answer in seconds and be more 
open to considering additional treatments  
if they are recommended.  

7. Wake up to the new financial realities.  
If your practice is stuck in 2021 thinking, 
patients with post Covid money saved by 
not traveling or eating out or going to the 
theatre—times have changed. In some 
economic sectors there are more layoffs  
in selected industries and areas of the 
country.   
The stock market, the Fed raising rates, 

mortgages at 6% don’t raise consumer 
confidence. Practice being prepared in how  
to handle these situations and conversations 
with solutions and grace.   
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