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A 
couple years ago, I decided to start my own practice, 
SomenekMD-Advanced Facial Plastic Surgery. My 
original idea was to create a facial plastic practice that 
would be able to offer a wide menu of services to 
attract new patients and maintain the current ones. 

In addition to being one of the best decisions professionally, 
there was another consideration on the table: to expand and 
grow with another physician. 

Fast forward to about six months ago when that con-
sideration became more than just a thought. I decided to 
partner up with a plastic surgeon who specializes in breast 
and body, Troy Pittman, MD. This was a logical progression 
for me, because it was clear that there was a demand for 
procedures below the neck, too. 

STANDING APART, SIDE-BY-SIDE
Whether you live in a saturated major metropolitan city 

or somewhere more rural, setting your practice apart from 
the rest should be a top priority. With our new practice, 
SomenekMD+PittmanMD Advanced Plastic Surgery, our 
vision is to provide a concierge level of care with an uncom-
promising standard. We created an all-inclusive experience 
for the patient that allows them access to a wide variety of 
resources in the practice. We have created a system that 
highlights the importance of having experts in their respec-
tive specialties. We have a “face” side and a “body” side that 
further reinforces our model of specialized services. 

I wanted a patient to have an “experience” rather than 
just a standard visit. I believe this experience begins when 
they walk into the office and continues all the way through 

checkout. Our staff greets every patient on entry and asks 
if they would like coffee, tea, or water. We have scented 
diffusers throughout the office to circulate our branded 
eucalyptus scent. In addition to getting a great result from 
a desired treatment, these details contribute to the overall 
experience of what makes our practice unique. 

For me, having a true collaboration with someone allows 
the practice to have a clearer meaning. At our practice, it is 
clear that we have a face specialist and a body specialist. I liken 
this to when someone wants to get something repaired on 
their car. Most would agree that if their muffler needs to be 
replaced it would be desirable to find someone who specializes 
in mufflers, not someone who offers a little bit of everything. 

HAVE A VISION
Whether you are starting a practice or have an established 

practice, it is imperative to have a vision or mission statement 
that clearly defines what you want to be. I speak to many phy-
sicians who have great ideas about their practice. The problem 
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is that these ideas are all over the place. Once a clear vision is 
established, executing it becomes a much easier task, because 
all the energy is directed at this single vision. 

Consistency is an essential component of setting your prac-
tice apart. Maintaining consistency with the brand of the prac-
tice and the message that goes along with it builds trust and 
establishes authenticity. We strive for consistency across all 
social media platforms as well as internally among the staff and 
all materials within the office. (Get more on branding, p. 52)

BUILD ON STRENGTHS
Everyone has their own strengths. Take some time to 

identify yours and let prospective patients know what they 
are. This is the only way to be able to show how your prac-
tice is unique. n 

MICHAEL SOMENEK, MD 
n Double board certified facial plastic surgeon in Washington, DC.

A RECIPE FOR SUCCESS
A dermatologic surgeon shares winning  
strategies for growing the bottom line.
WITH JASON EMER, MD

W hen dermatologic sur-
geon Jason Emer, MD, 
FAAD, FAACS decided 
to open a solo aesthetic 
and skincare practice 

in Beverly Hills in 2016, he knew 
he had to create a unique five-star 
patient experience in addition to 
being an excellent surgeon to rise 
above the fray. 

Now close to three years later, 
the practice has grown signifi-
cantly—and includes 34 employees 
including two board-certified plas-
tic surgeons, two aestheticians, a 
physician’s assistant and nurses, and 
a stellar concierge staff.

“Bringing on highly trained physi-
cian extenders including physician 
assistants and registered nurses has 
increased revenue and provided less 
costly options for patients interested 
in aesthetic treatments,” he says. 
“Having an amazing team of aesthe-
ticians surrounding me has made a 
big difference in how many patients 
we see and how satisfied they are 
with the results of their procedures.”

At Jason Emer, MD, cosmetic con-
sultants also serve as liaisons to each 
patient. “Every patient gets their own 
cosmetic concierge and assistant 
along with their cell phone numbers 
so they feel like they are the only 

patient in the practice,” he says. “Our 
consultants serve as the gateway to 
me and allow me to be in multiple 
places at once. They go over every-
thing with the patients from skin care 
to treatments and recovery.” 

Another great investment was an 
“amazing” new customer relation-
ship management (CRM) system, 
Dr. Emer says. “We can track all 
treatments, leads and bookings, and 
my physician assistant always fol-
lows up with patients, which helps 
to re-engage those who may be 
otherwise lost.”

Social media has always been a 
great marketing tool for Dr. Emer. 
With 148,000 followers on Instagram 
plus a strong presence on all the key 
social platforms, including Facebook, 
RealSelf, and Snapchat, he is able 
to reach patients and prospective 
patients in an up-close and personal 
fashion so they know him and his 
practice style even before they come 
in for a consult.

DR. EMER’S  
TOP TIPS
•  Surround Yourself  

with Excellence

•  Offer Lower-cost 
Alternatives through 
Physician Extenders

• Don’t Drop Any Leads

• Invest in Social Media


