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BEFORE YOU

CHASE
MORE LEADS

A PRACTICAL CONVERSION GUIDE FOR AESTHETIC PRACTICES

How to turn the interest you already have into more meaningful
conver sations and more booked patients.

BASED ON THE INJECTABLES EDU x OPALINE WEBINAR
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01/ THE BIG SHIFT

YOUR MARKETING PROBLEM
MIGHT NOT BE LEAD GENERATION.

When the schedule opens up, the reflex is usually the same: post more, run another
promotion, increase ad spend, or rebuild the website.

What happened to the people who already found you?

Sometimes more visibility is exactly what you need. But before you buy more traffic, look at the people
already interacting with your practice. They may be reading treatment pages, opening emails, watching
Reels, clicking through from a referral, or sending a quick DM without ever becoming a formal lead.

A B

VISIBILITY PROBLEM CONVERSION PROBLEM

You are not being found often enough by the right People are finding you, but too many interested
local patients. More reach, SEO, paid media, and patients leave before identifying themselves or
referral activity may be necessary. taking a clear next step.

ASK THIS BEFORE SPENDING MORE:

Are we short on attention, or are we losing attention we already earned?
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02 / DO NOT BREAK WHAT IS WORKING

YOUR TREATMENT PAGES ARE
NOT THE PROBLEM.

A strong med spa website should still make it easy to research individual treatments
and book when the patient is ready.

KEEP THE TREATMENT PAGES KEEP BOOK NOW VISIBLE
Dedicated treatment pages give patients and Ready-to-book patients should not have to hunt.
search engines the depth they need. Strong calls to action remain best practice.

The missing piece is not less information. It is another conversion path.

A patient can trust your practice, like your results, and still not know whether she needs filler, Sculptra, skin
tightening, laser, or something else. That uncertainty is not a website failure. It is a normal part of the
aesthetic decision process.

INTEREST > RESEARCH > UNCERTAINTY > DECISION > BOOKING

KEEP THE DIRECT BOOKING PATH STRONG. ADD A SECOND PATH FOR THE PATIENT WHO IS STILL DECIDING.
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03 /INTEREST SHOWS UP EVERYWHERE

PATIENTS ARE RAISING THEIR
HANDS IN MORE PLACES THAN
YOU THINK.

A lead is not only someone who completed a website form.

01 0

WEBSITE BEHAVIOR SOCIAL ENGAGEMENT
She reads several treatment pages and spends She watches your content for months, replies to a
real time researching, but never books. Story, or DMs a pricing question.

03 04

EMAIL INTEREST REFERRAL TRAFFIC
A current injectable patient opens your laser A friend sends her to your site. She researches
campaign but never clicks the scheduling link. privately and leaves without contacting you.

Interest is not the same thing as readiness.

That middle ground is where a surprising amount of opportunity disappears. The patient may be highly
interested and still remain completely anonymous to your team.
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04 / THE CONVERSION GAP

BOOK NOW SHOULD BE EASY. IT
DOES NOT HAVE TO BE THE ONLY
NEXT STEP.

A patient who already knows exactly what she wants can move straight from a treatment page to your
calendar. Great. Keep that path fast.

But the patient thinking “I look tired,” “| want my skin better before a wedding,” or “I lost weight and my face
suddenly looks older” may not know which service to choose. She may need help organizing the
information she already found.

READY NOW BOOK NOW remains the clearest, fastest path.
INTERESTED Offer a treatment finder, guided assessment, quiz, or concern-based experience.
NEEDS CONTEXT Capture what she wants to improve, what she has tried, and what is holding her back.

HUMAN FOLLOW-UP  Your team follows up with useful context instead of a generic “just checking in” message.

THE POINT:

Do not replace your website strategy. Add another conversion opportunity to it.
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05/ WHERE Al ACTUALLY HELPS

USE Al TO UNDERSTAND INTENT

EARLIER, NOT TO REPLACE THE
RELATIONSHIP.

The useful role of Al is narrower and smarter than “automate everything.”

PATIENT RAISES A HAND = GUIDED QUESTIONS = USEFUL CONTEXT - HUMAN FOLLOW-UP
Al CAN HELP WITH Al SHOULD NOT PRETEND TO DO
Guided discovery Diagnose anatomy
Organizing patient concerns Guarantee outcomes
Capturing treatment interest Replace provider assessment
Identifying decision stage Make a definitive treatment plan
Making follow-up more relevant Override clinical judgment

In medical aesthetics, technology should make the consultation more useful, not make the consultation unnecessary.
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06 / BETTER PATIENT DISCOVERY

THE BEST CONVERSION TOOLS
ASK BEFORE THEY TELL.

A name and phone number are useful. Intent is more useful.

1 2

WHAT BOTHERS HER? WHAT DOES SHE WANT TO IMPROVE?

Start with the concern in the mirror, not the Clarify the goal before assuming the solution.
treatment menu.

3 4

WHAT HAS SHE TRIED? HOW READY IS SHE?
Existing treatment experience gives your team Curious, comparing, planning soon, or ready to
important context. book right now?

You know what she raised her hand for.

hat changes the follow-up. Your team can begin with what the patient actually cares about rather than
asking a cold lead to repeat the entire story from scratch.
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07 / WEBINAR CASE STUDY

WHAT CAN HAPPEN WHEN
EXISTING INTEREST BECOMES
VISIBLE?

In the webinar, the Opaline team shared a Luxe Posh Place example focused on introducing additional
services to patients who primarily knew the practice for injectables.

34 $47,600 93X

LEADS BOOKED PROJECTED PROJECTED ROI
WITHIN 3 MONTHS LIFETIME REVENUE REPORTED

The takeaway is not that every practice will see the same result. It is that your existing audience may
contain meaningful demand for services they do not yet associate with you.

HIDDEN DEMAND BETTER TIMING

Your Botox patient may also be a laser, skin, A structured discovery experience can surface that
collagen, wellness, or regenerative aesthetics interest while she is actively thinking about a
patient. She simply may not know what else you concern.

offer.

Case-study figures are presented as reported during the Injectables EDU x Opaline webinar and are not a guarantee of future performance.
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08 / 10-MINUTE CONVERSION AUDIT

BEFORE YOU BUY MORE TRAFFIC,
ANSWER THESE FIVE QUESTIONS.

@ Can a ready patient book immediately?
BOOK NOW should be obvious on high-intent pages and throughout the patient journey.

Can an undecided patient do something other than leave?

Give her a concern-based next step such as an assessment, quiz, or treatment finder.

Do you capture intent, not just contact information?

Know what she cares about and how ready she is before your team follows up.

Does follow-up use that context?

Generic nurture is easy to ignore. Relevant follow-up feels like a continuation of the conversation.

Can you see where interest is leaking?

© O 0 0

Track source, engagement, completion, consultation, booking, and revenue where possible.

QUICK NOTE

Where do you think your biggest conversion gap is right now?
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09 / YOUR NEXT-MOVE PLAN

BUILD THE SECOND PATH
WITHOUT WEAKENING THE
FIRST.

STEP 1 Protect your SEO foundation. Keep dedicated treatment pages, clear navigation, service
depth, and strong local search signals.

STEP 2 Keep direct booking obvious. Ready patients should still be able to move straight to the
calendar.
STEP 3 Add a concern-based conversion option. Use an assessment, treatment finder, or guided

experience for patients who are still deciding.

STEP 4 Route the context to your team. Make sure the patient does not have to start over when a
human follows up.

STEP 5 Measure what happens next. Track completed assessments, consultations, booked
appointments, and revenue, not just traffic.

REMEMBER:

More traffic is useful only when your patient journey is ready to do something with it.
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KEEP GOING

YOU MAY NOT NEED MORE
LEADS.

YOU MAY NEED A BETTER
NEXT STEP.

Watch the full Injectables EDU x Opaline conversation for the live
walkthrough, real-world examples, and a deeper ook at how patient
discovery can fit into your existing marketing.

READ + WATCH

Al Marketing for Med Spas: How to Turn Existing Interest Into Booked Patients

injectablesedu.com/ai-marketing-for-med-spas

READY TO GET STARTED?

Book a demo with Opaline and see it in action.

_ joinopaline.com/injectables-edu/
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