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A business must market it’s products or services to the public in order to gain new customers. But the marketing process 
is a complicated one. After all, there are a lot of potential customers floating through the world. On top of that, there are 
dozens of different marketing vehicles to propel one’s product through the public. Knowing who to market to as well as 
how to market, is the whole nine yards.

At least those in the regenerative therapy industry have one very important thing going for them - they sell a product that 
is in high demand. Everyone wants to look and act younger. Therefore, if a regenerative therapy company has someone’s 
email address, that means that this individual is either a previous customer, or that they have expressed interest in 
learning more. Either way, such an individual should be an easy sale. The only thing left is marketing.  

THE POWER OF THE EMAIL

Email is an incredibly effective marketing tool. According to the Dandelion Marketing website, email marketing is more 
effective in reaching a target audience than almost any other form of communications. According to the Mail Chimp 
website, email is also one of the most cost-effective marketing strategies to implement. 

For those on a tight budget, a carefully designed email marketing strategy is the best form of advertisement. In fact, 
according to the Forbes website, email marketing yields $42 dollars for every one dollar spent, the highest return-of-
investment compared to every other form of marketing.  

As with everything else in life, email marketing is only as effective as it is designed. As long as email marketing adapts 
these three guidelines and avoids the other three guidelines, one should have an effective and cost-efficient marketing 
strategy.

WHAT TO INCLUDE IN AN EFFECTIVE EMAIL MARKETING CAMPAIGN

1. An email with no address is a puppy with no home

A million emails sent to random individuals will be less effective than a thousand emails sent to a carefully handpicked 
pool of targeted individuals. Before emails can be marketed, a targeted audience of people that are likely to become 
customers must be determined. Here are a few effective steps to create that emailing list.

The Do’s & 
Don’ts of Email 
Marketing



A. Existing customers - A business owner should try to collect the email address of every previous customer. 

B. Social media groups - For every product sold, there is a social media group of potential buyers. Just a bit of cyber 
investigation should reveal a treasure trove of email addresses. Countless Facebook rooms are dedicated to 
different sorts of regenerative medicine. 

C. Newsletter - Everyone is interested in regenerative medicine. A smartly written newsletter, offering insights as well 
as product descriptions can compel a large audience. In addition, a newsletter will be read by customers as well 
as prospects engaging in some research. 

2. Eye catching subject line

If that subject line fails to intrigue, the email will most likely be castigated to the dreaded ‘TRASH’ folder. As a result, that 
subject line is the most important part of the email. Make sure the subject line follows these rules:

A. Short - The most effective subject lines are short, between 40 and 50 characters. 

B. Personalization - Anything that can personalize a subject line, such as a name or a location, is much more likely to 
engage a person. 

C. Concise - Try to sum up the email in that subject line. If the email is about a new product or a new sale, make sure 
the subject line conveys this.

3. Call to action

The trick to every successful form of marketing is that it results in a transaction. The email is but a crumb in a trail of 
breadcrumbs. Be sure to include a link in the email to your website or a landing page illustrating more benefits of 
regenerative therapy. Even better, add a form to obtain more data and information of prospects.   

AVOID THE FOLLOWING WHEN IMPLEMENTING AN EMAIL MARKETING CAMPAIGN

1. Don’t buy an email list

A company’s list of email addresses is one of their most valuable commodities. With a press of a button, a company 
can directly send an advertisement to people interested in their product. However, this list is difficult to accumulate. One 
tempting solution is to buy a list of email addresses. At best, such a shortcut may turn out to be ineffective. At worst, 
sending junk mail to countless people can actually hurt the reputation of a business.

2. Don’t send too many emails

Once interaction begins between a potential customer and a business, if a sale never transpires, it is most likely the fault 
of the company. One easy way for a company to tear up the contract before it gets signed is by flooding the potential 
customer’s email. Go easy on the messages. Answer the potential customer’s questions in a single email. The last thing a 
salesman wants to become is a nuisance. Once this occurs, a potential customer will just take their business elsewhere.
 
3. Don’t make the body of the email too long

The message that is being conveyed in an email campaign should only require a sentence or maybe two. If a potential 
customer opened the email, that means that the subject line did the trick — it intrigued the individual. With that in mind, 
keep the email short and sweet. The meat of the email should focus on what they need to do next and end with a solid 
CTA.  

Most people have the attention span of a gnat. Keep this in mind while composing the email. There are formulas to 
follow while writing an email. Check out this site from RockContent to examine five of the most popular email copywriting 
formulas.



Few American industries have changed in the past decade 
as much as healthcare. Technological advances, scientific 
discoveries, medicinal breakthroughs, consumer demands 
as well as payer reform have made healthcare vastly 
different, as well as much more competitive. In addition, the 
services that a facility offers can now be purchased from a 
variety of practices. 

So what criteria does a prospective client use in 
determining which practice they will hand over their money 
to? As long as the products are the same, a potential client 
will choose a practice based on location and price. The task 
of luring customers is especially daunting for regenerative 
practices, considering that services from clinic A and clinic 
B are basically identical. The only differences between 
the two would be location and the price tag. In today’s 
competitive marketplace, the practice that offers their 
customers the biggest bang for their buck, is the one that 
prevails. 

Though regenerative practices are more vulnerable to 
a harsh marketplace, they are also in a unique position 
to use the market forces to their advantage. Bundling is 
one effective marketing technique that differentiates one 
practice from another. Essentially, by bundling multiple 
services together, creates a unique offering that gives an 
edge over the competition.

Bundling Treatments can Separate a Practice from the 
Competition

Imagine five regenerative practices all in the same building, 
offering the same services and therapies at the same price. 
Initially, they may seem identical based on the treatments 

offered. However, upon closer scrutiny a customer will find 
that one of these practices offers a lucrative bundling 
package that includes all of the available services at a 
reduced price. By purchasing this bundled package a 
consumer can improve their sex life, reduce age related 
pain, and restore their hair. For example, instead of paying 
$500 for each individual therapy session, $1,250 covers the 
bundled package. 

GAINSWave Makes Bundling a Win for All

Executed properly, upselling can take a transaction to the 
next level by persuading a customer to spend more money 
in exchange for an upgrade or for add-ons. By upselling 
regenerative therapies, the client and the practitioner 
are rewarded. The client receives more products at a 
discounted price, and the practitioner receives more 
revenue from the client, as well as increased patient 
retention. 

For male patients, GAINSWave regenerative medicine can 
be bundled to meet each individual’s customized needs. 
If the patient is more concerned with their sexual abilities 
and hair loss than joint pain relief or testosterone, a vendor 
should create a package that meets all of their needs. 

An example of a GAINSWave bundled package could 
include Platelet-Rich-Plasma injections with the PhoenixHIM 
device. If the patient is a female, the right bundled 
package of FemiWave, Hormone Replacement Therapy, 
and PhoenixHER or more, could convince the patient that 
one practice makes more economical sense than the 
competitors. 

Increase Profit 
by Bundling 
Treatments



“The shockwave market segment has largely been dominated by GAINSWave, a practitioner 
database and marketing platform that has promoted the efficacy of shockwave for ED.”

https://bit.ly/2YPdUgm

GAINSWAVE WAS MENTIONED IN THE RECENT EDITION OF THE PRESTIGIOUS JOURNAL OF UROLOGY!

FEMIWAVE FEATURED ON BIOHACKING BRITTANY PODCAST

Biohacking Brittany is ranked one of the Top 15 Biohacking Podcasts of 2020 and 2019. 
Dr. Kanwal Bawa discusses how to embrace your female sexual health, and the stigma and 
shame society teaches women to have around it. She explains how to enhance female 
sexual health through various techniques and tools like FemiWave shockwave therapy.

What’s new?

https://biohackingbrittany.com/pages/about?utm_campaign=Monthly%20Wave&utm_source=hs_email&utm_medium=email&_hsenc=p2ANqtz--hzHwn-mvhvVIoPKKaJGzgCrA2IaKkiRdTlWiJpuJ3EEOtjxm75CHSiv48gk2buD9uPWlj


Every doctor wants a great relationship with their patients. Cultivating 
an enhanced patient experience is the most effective way to ensure that 
the patient will return. As long as the practitioner is dispensing effective 
medicine or therapy, once the patient feels comfortable with their doctor, 
they will not think twice about returning. But creating an enhanced 
patient experience is easier said than done. 
Every patient is different. There is no magical blueprint to appeal to every 
person that walks into your facility. However, by enhancing the experience 
of each visit, you can all but ensure that the patient will return.     
The first step a practitioner needs to do to enhance the patient experience, 
is to put themselves in their patients’ shoes. If you were one of your 
patients, what aspects of the visit could be improved? The healthcare 
industry is more competitive today than ever before. Anything from 
unsatisfactory treatment to the kind of music being played in the waiting 
room, is enough to dissuade a patient from returning to your office. Here 
are some ways to enhance the patient’s experience.

Parking

Parking is the first step every patient has when visiting a healthcare 
facility. If the patient spends a lot of time looking for a space or has to walk 
a far distance from their car, right away, that experience will be negatively 
impacted. 
Considering the location of the facility, adding more parking spaces 
may be difficult, if not impossible. However, a little creativity can go a far 
distance. A valet or a cart transportation service to help patients to and 
from your office, shows that you are concerned about their comfort.

Waiting room

After your patient has hiked across the parking lot, the waiting room is 
their next landmark. While trying to enhance the patient experience, it is 
imperative that they feel comfortable in the waiting room. Be sure that the 
secretary greets everyone to walk through the door. In addition, a place to 
hang their coat, offering coffee, tea or cookies, having comfortable chairs 
and healthy plants all contribute to a pleasant experience.

The above amenities will appeal to everyone. However, the music being 
played as well as the selection of reading materials are more difficult to be 
liked by all. When choosing such amenities, consider the typical patient’s 
demographic group. For example, if most of your patients are older, rap 
and hip-hop music would not be a desirable choice.

Paperwork

No one likes to do paperwork, especially if an individual had already 
given the information online. Moreso, with the world we are living in 
now. Ideally, collect all the required patient information online. Filling 
out countless forms in the waiting room is likely to deteriorate a patient’s 
experience. Be sure your employees at the frontdesk provide clear 
instructions and assist patients when filling out any required forms.

Thoughtfulness

Of course, the most important aspect of a patient’s visit is when they 
finally meet with the healthcare practitioner. Do not rush through the 
appointment. Make the patient feel as if they are your only appointment 
of the day. As a result, the patient will feel important. If a patient feels that 
the doctor truly cares about them and their treatment, they are much more 
likely to return. In addition, patients who feel cared for will overlook any 
mistakes a doctor makes.
When talking to the patient, try to share their eye level. If they are sitting 
down, sit down as well. In addition, look them in the eye. If the patient 
came with a caretaker, try to involve them in discussions. And of course, 
make sure the office is kept clean. 

Conclusion

Regenerative health practitioners have an advantage over other 
professionals in the medical community - they are treating conditions that 
people are very sensitive about, such as hair loss and sexual performance. 
By enhancing the visit of such a patient, and assuring them that you care 
about their condition, the patient is much more likely to become a regular.

Cultivating an Enhanced 
Patient Experience



When someone buys something online, one of the most popular methods 
to determine if the product is exceptional are via customer reviews. 
Consumers are influenced by others’ advice. The influencer takes this 
marketing strategy up a few notches. Social media influencers are people 
with massive online followings. They gained such followings by sharing 
content that entertains and inspires, and also by establishing a connection 
with their followers. In today’s digital word, developing an influencer 
marketing strategy could be one of the most effective ways to advertise a 
business.
According to Shane Barker website, content generated by influencers 
delivers a return-on-investment 11 times greater than other marketing 
strategies. But like all marketing, implementing an effective strategy 
requires a great deal of time and research. Finding the ideal influencer 
who could best promote one’s product, is kind of like finding a needle in a 
haystack. Read this article, to make the process less intimidating. 

How to Connect with the Right Influencer 

1. Micro influencer, influencer or macro-influencer
One of the first decisions one needs to make while executing an 
influencer marketing strategy is if they want an influencer or a micro-
influencer. The difference between these two is the number of followers. 
Micro-influencers typically have less than 2,000 followers. Macro-
influencers reach 20 times the audience of a micro-influencer. Another 
significant difference between these sorts of influencers is the price tag 
it will cost to have your product or service promoted by them. The more 
followers an influencer has, the more money their promotion will cost.
Do not judge an influencer’s efficacy on the number of their followers. 
Macro-influencers may reach more people, but micro-influencers have a 
devoted following and are considered experts in their field. The larger the 
audience that an influencer has typically results in a lower engagement 
rate. A micro-influencer promotion of a health treatment to the right 
audience could be very effective.
  
2. Influencer marketing platforms
It seems that everyone and their mother is an online influencer today. 
However, certain products and services, regenerative health services 
for example, could be best promoted by a distinct influencer who is 
considered an expert in such topics. 
Influencer marketing platforms help connect individuals with the right 
influencer that could best promote a product or service. Fourstarzz Media, 
Heepsy, Hype Auditor and Ninja Outreach are just a few influencer 
marketing platforms. Health practitioners can use these platforms to filter 
influencers based on location, gender and channel. 

When it comes to promoting one’s practice, the audience of the influencer 
is more important than the influencer. An influencer marketing platform 
allows individuals to compare influencers based on their audience 
demographics. 

3. Are the influencer and your practice a good match?
What if your practice could talk? What would its personality be like? It 
would be caring, helpful, inquisitive and efficient. Choose an influencer 
that projects these attributes. Just because they have huge followings 
and are experts in regenerative health, if they don’t reflect your product or 
services well, they would be bad influencers. 
• Is the influencer considered an expert in regenerative health?
• What does the influencer’s site look like? Read the messages that the 

follower’s leave.
• What does the influencer’s portfolio of content look like? 

Convenient Payment Methods

1. Tit for tat
Influencers have proven to be the most effective form of marketing. An 
influencer can promote your product directly to thousands or hundreds 
of thousands of followers. Another very desirable benefit of an influencer 
is the price. Many influencers will promote a product in exchange for the 
product itself.
Under such circumstances, imagine how advantageous regenerative 
health practitioners are. After all, you do offer a very desirable product. 
Many influencers would bend over backwards for free treatments. A 
partnership could thus be created in which you provide free treatment in 
exchange for social media promotions. 

2. Create an association
Sometimes, the most effective influencer may be out of your price range. 
Instead of throwing in the towel, create an association consisting of 
your practice and other similar practices in the area. If each participating 
member contributes to the price of this influencer, the price becomes 
much more manageable.

Conclusion

An influencer can bring a lot of business through your practice’s doors. But 
finding that influencer can be a challenge. There are platforms one can 
use to make this search a bit easier, but in the end, you know your practice 
the best, and if the influencer does not jive well with your practice, they 
are not a good match.

Developing Your Influencer Marketing Strategy

https://shanebarker.com/blog/influencer-marketing-tools/
https://sproutsocial.com/insights/influencer-marketing/
https://www.fourstarzz.com/
https://www.heepsy.com/
https://hypeauditor.com/
https://ninjaoutreach.com/


Y O U ’ R E  I N V I T E D  T O  O U R  N E X T

PRACTICE GROWTH WORKSHOP

While you’re focusing on your patients’ well-being, we know time is rather limited for you to 

learn new sales and marketing tactics for your practice. At VitalityConnect, we’ve developed a 

series of workshops to share insights from industry thought leaders! This exclusive experience 

is designed just for you to walk away with a well-thought-out, actionable plan to scale your 

practice, nurture leads and increase patient retention. Our next workshop takes place January 

13th & 14th, 2022 at the HealthGAINS facility. 

Want to scale your practice? 
Attend our next Practice Growth Workshop.


