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By Christine Lapointe, Contributing Editor &  
     Advisor, & Laura Jackson, Aesthetics 360° 

  
 
 
 
 
 
 
 
 
 
 
Aesthetics 360° circled back to speak to Mr. 
Gmytrasiewicz in December 2010 and found, not 
only was the new business flourishing, it was 
exceeding the profit expectations for year one. We 
felt this to be an ideal business to highlight and 
share success stories so that other practices who  
may be on the fence about expansion would have 
some objective data to help them move forward in 
their decision-making process. 
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 THRIVING PRACTICES WITH TOP 
LEADERS IN THEIR FIELD SHARE  
THEIR SECRETS FOR SUCCESS 

 

PRACTICE In 

George Gmytrasiewicz is the Practice Administrator 
at Obstetrical and Gynecological Specialties, PC, a 
division of Women’s Health Professionals, LLP in 
Smithtown, Long Island.   Obstetrical and 
Gynecological Specialties, PC has been in business 
for over 35 years. Early in 2010 the managing 
partners of the practice became ready to add some 
elective cash paying services to their menu of 
patient offerings and shortly thereafter launched 
Cosmetic Specialties, LLC.  
 Aesthetics 360° was contacted by George 
Gmytrasiewicz to assist with an assessment of the 
practice’s current state and to formulate a plan of 
action to successfully introduce these “in-demand” 
aesthetic procedures and services.  At this time 
Cosmetic Specialties had decided to offer laser hair 
removal, acne treatments, skin rejuvenation, skin 
tightening, spray tanning, and facials. Most recently 
they have added to their services a weight loss 
program. 

FFeeee  ffoorr    
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Order of Treatments by Popularity 
1. Laser Hair Removal 
2. Skin Tightening 
3. Skin Rejuvenation 
4. Cosmetic Products 
5. Tanning 
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TO “SPA” OR NOT TO “SPA” 
 Mr. Gmytrasiewicz and the physicians at 
Obstetrical and Gynecological Specialties, PC have 
focused on creating an environment that fosters a 
“patients for life” attitude in not only the sales staff 
but in the administration and clinical team 
members.   Included in that philosophy is that 
patients are always looking for something extra to 
do for themselves.  In an effort to bring more 
services to the patient, Cosmetic Specialties decided 
to start small with some skin tightening, skin 
rejuvenation, and tanning.   
 
 
 
 
 
 
 
 
  
 “Even when the economy is in a down turn, 
people still need to feel good about themselves. It 
may be to help them get a job, or their life has 
taken a turn - the kids are all grown up, etc. We 
have found if they perceive a value in the service, 
and the price is competitive, patients will pay,” said 
George Gmytrasiewicz.  
 Once the decision was made to move 
forward, the practice decided to purchase the E-
Max from Syneron (Candela) in December 2009. 
Choosing the technology was the easy part for 
them.  They were looking for multipurpose units 
that could grow as their business and services grew.  
Integrating the proper systems to become a success 
was an entirely different story. 

 
WHERE TO START? 
 When we met with Mr. Gmytrasiewicz in 
2010, he had the normal questions everyone has 
when bringing new services into the practice. 

• How do we “pool” leads from our current 
patient data base? Mr. Gmytrasiewicz calls 
this “Inward Marketing.” 

• How many staff members do we need to 
support Cosmetic Specialties? 
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• What is our pricing and sales structure? 
 
 Mr. Gmytrasiewicz asked Aesthetics 360° to 
take a look at the current state of the practice and 
create a plan which he and his team could use as a 
roadmap. This roadmap would be a guide from 
start to finish, allowing them to revisit it, making 
more changes during the later growing stages.  And 
so began the process.  

 
MARKETING FROM THE  
INSIDE OUT 
 It made the most sense to begin marketing 
from the inside out, focusing on the patients who 
were walking through the door every day and 
already had an established relationship with the 
parent practice.  Cosmetic Specialties created a 
simple questionnaire for their OBGYN patient 
base. The questionnaire has a number of their key 
“additional services” listed. It is provided to all 
patients, and the patient is simply asked to check 
off the services in which they have an interest.  
 The questionnaire keeps the patient 
informed about the practice but most importantly 
reminds the doctors and staff to speak to the patient 
about the service(s) they have an interest in learning 
more about. Re-training your staff to really read 
what a patient has written and to act on it through 
conversation and inquiry is essential to developing a 
start-up venture.  When the charts are returned to 
the staff for follow up, all leads are placed on a 
mailing list, and a data base of interested patients is 
then created.   “This allows you to re-engage with 
clients repeatedly as you add services and 
procedures.”    
 Follow up to this initial encounter is the 
basis for growing the internal or “inward” marketing 
efforts.  All leads generated are placed on a mailing 
list and retained on all mailings whether a special 
promotion or purely educational newsletters. Staff 
is encouraged to call leads and book a first-time 
consultation using a special offer and then are 
required to follow up on no shows and 
cancellations so the leads do not become lost or 
stale before their time. 
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“The [questionnaire] allows you to re-
engage with clients repeatedly as you 
add services and procedures.”  

- George Gmytrasiewicz 
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 To get the new aesthetic 
team on board, one new service at 
no cost was offered to each 
employee.  The thought process was 
if the employees could experience 
the services, they would be more in 
tune with the patient’s desires and 
goals and more likely to speak from 
their own personal experience. This  
helped, but did not create a sense of 
urgency with everyone to speak to 
patients. Mr. Gmytrasiewicz knew  

his team needed to feel a sense of “ownership” in 
the new venture.    
 In phase two of this challenge, an employee 
reward program was put into place using a point 
system based on appointments made and services 
purchased. The staff in turn receives points towards 
free treatments and products or can transfer the 
free treatment to a family member. The first 
employee to receive her reward was stunned by 
how fast it occurred and was able to give the 
product to a family member for a holiday gift. 
 Keeping track of the points is simple and is 
logged in a notebook by the administrator. When a 
new consultation is scheduled, Mr. Gmytrasiewicz 
refers to the consultation sheet for the staff 
member’s name. When the patient arrives they 
collect 50% up front, and the chart is sent to the 
administrator.  Based on the procedures and value 
of the services, Mr. Gmytrasiewicz records the 
rewards in a log book. 
   

 
 
 
 
 
 
 
 
 
 
 
CHALLENGES OF PROCESSES 
 Mr. Gmytrasiewicz said this was a 
simple process to put into place; however, 
Challenge #1 would be determining which 
employees to dedicate to the Cosmetic 
Specialties practice, and Challenge #2 lay in 
creating an environment where buy in from 
the staff was immediate and comprehensive. 
Mr. Gmytrasiewicz knew he needed to find 
creative and continuous ways to motivate the 
current employees to engage with new 
potential patients on a daily basis about these 
exciting new services.    
 
CHALLENGE #1 
 It was decided they would begin with 
a Cosmetic Technician two days per week, 
use the current staff for phone calls, follow up 
on a minimal basis, and the current practice 
administrator would be responsible for 
payroll and management issues. A separate 
phone line was created for Cosmetic 
Specialties, and when needed, it is forwarded 
directly to the cosmetic technician. The calls 
can be tracked and statistics can be reviewed 
through their telephone service provider - 
Cablevision. 
 To bring the OBGYN staff up to 
speed on the new offerings the cosmetic 
technician and various product and 
equipment sales representatives met with the 
staff, explained the services to the team, and 
answered questions.   
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    PROCESSES 
 

 Questionnaire  →  Lead 
 
 Lead  →  Mailing List 
 
 Staff Phone Call  →  Book complimentary consultation  
                                             with special offer  
 
 Follow Up  →  No shows and cancellations 
 



 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Mr. Gmytrasiewicz sees the process of 
properly motivating his team as a key component to 
their success.  Merely hanging a sign in the waiting 
room is not enough; you need someone to speak to 
staff with enthusiasm. You need staff to be aware of 
what is offered and what the service means to 
the patients. Having the staff experience the 
procedures is a large help as they can understand 
what it feels like, what it did for them, etc.  It puts 
the patient at ease. Motivating staff is 60% of the 
solution.  
 
 
 
 
 
 
 
 
 

 

ADDITIONAL KEYS TO 
GETTING STARTED 
 Pricing was of course another component 
which needed to be ironed out. It was a challenge 
to be competitive and reasonable but not undersell  
or undervalue their services. Cosmetic Specialties is 
not the least expensive, but also not the most 
expensive in the area. They believe they offer fair 
and reasonable fee structure which has also 
afforded them “profitability” while competing with 
another physician within the same building offering 
similar services. Within two months of launching 
Cosmetic Specialties they were breaking even on 
cost, minus the equipment. They are now 
considering adding another piece of technology into 
the practice by mid 2011. 
 Mr. Gmytrasiewicz says he continues to 
return to his initial practice assessment which 
outlined a plan for growth. They have begun a 
“grass roots” marketing campaign, reaching out to 
the community. “The Welcome Wagon’’ has been 
a great success and is very cost efficient. Not only 
are their services highlighted in the Welcome 
Wagon Package, George has access to the mailing 
list and can market “with a more relevant” message 
to those new homeowners.  Having access to the  

 
 

databases of the projects you get involved with is a 
great way to grow your reach for future marketing 
endeavors.    
 A recall mechanism has been put into place 
to bring people back.  There is always something 
promotional mentioned about Cosmetic Specialties 
whenever the core OBGYN mailing list is utilized.  
It can be purely educational messaging, a special 
offer, or an introduction of a new service. 
Holiday offerings are part of an ongoing effort to 
keep potential and current patients engaged. For 
Valentine’s Day they are offering a “Treat Your 
Sweetie” package.  For Mother’s Day, they will 
reach out with another program. And of course 
because it is an OBGYN practice, the “Mommy 
Makeover” is always a sure win. 
 “We have also begun a campaign to give 
back to patients being treated for breast cancer at 
St. Catherine’s Breast Cancer Center in Smithtown, 
NY,” said Mr. Gmytrasiewicz. 
 Looking into the community for cross 
marketing efforts is now on their list of action items.  
They have begun reaching out to local gyms and 
have now incorporated a weight loss program into 
their list of services.  They have truly embraced the 
notion of what a complete grass roots marketing 
plan means. 
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Having access to the databases of the 
projects you get involved with is a great 
way to grow your reach and for future 
marketing endeavors. 
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THE FUTURE OF 
COSMETIC SPECIALTIES 
 We would like to further expand the 
internal marketing and keep patients for life and 
continue to offer what they want.  Obstetrical & 
Gynecological Specialties, PC is a group practice 
located on Long Island, NY with offices in 
Smithtown, Stony Brook, and Farmingville.  The 
practice has 5 physicians and 2 Nurse Practitioners: 
Dr. Jerry Wider, M.D., Charles Mann, M.D.,  
Michael Gentilesco, M.D., Morisa Marin, M.D., 
Lisa Amorin, M.D., Linda Ekert, N.P. and Neila 
Hernandez, N.P. 
  Obstetrical and Gynecological Specialties, 
PC specializes in Normal & High Risk Obstetrics, 
Laparoscopy & Laparoscopic Surgery, Gynecology 
and Gynecological Surgery, Endometrial Ablation,  
Cryoablation, Laparoscopy  &&  LLaappaarroossccooppiicc  
Surgery, Menopausal  SSyynnddrroommee  &&  HHoorrmmoonnee  
Replacement,  IInnffeerrttiilliittyy  EEvvaalluuaattiioonn  &&  TTrreeaattmmeenntt,,  
Laser Surgery,,  AAddoolleesscceenntt  GGyynneeccoollooggyy,,  Geriatric 
Gynecology,  PPrreeggnnaannccyy  MMaassssaaggee  & Lamaze  
Method CCllaasssseess,,  BBrreeaasstt  Feeding Instruction. 
  Dr.  MMoorriissaa  MMaarriinn  is the President of  
Cosmetic SSppeecciiaallttiieess, LLC and a graduate of  
Boston  UUnniivveerrssiittyy  SScchhooooll  of Medicine.  Dr. Marin  
has been  pprraaccttiicciinngg  OObbsstteettrriiccss  and Gynecology  
privately  ssiinnccee  11999933..  
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About the Authors 
Aesthetics 360° was founded and is owned and 
operated by Christine Lapointe and Laura 
Jackson.  Together, they bring their clients over 
40 years of Business Development and Sales 
and Marketing Experience from the elective 
surgery industry nationally and internationally.  
Their mission is to provide a comprehensive 
range of services vital to the support of 
Technology Leaders and Physician-owned 
practices on their journey to success. Aesthetics 
360° provides the systems and hands-on 
guidance necessary for practices to effectively 
measure results and target key areas for revenue 
growth from initial contact with a potential 
patient through long-term patient retention. 
Aesthetics 360° is the solution for technology 
leaders and practices that are committed to 
making business better. Contact them at 
877.849.8216 or visit their website on the 
worldwide web: www.aesthetics360.com. 

Christine Lapointe                    Laura Jackson 

 

GRASS ROOTS  
MARKETING 
 

● Welcome Wagon 
● Recall Mechanisms 
● Holiday Offers 
● Local Gyms 

 



 

Your circle to success. 

AESTHETICS 360° 
 
Providing a comprehensive range of services vital to the support of Technology 
Leaders and Physician owned practices on their journey to success. We provide the 
systems and hands-on guidance necessary for practices to effectively measure results 
and target key areas for revenue growth from initial contact with a potential patient 
through long-term patient retention. Aesthetics 360° is the solution for technology 
leaders and practices that are committed to making business better. 

877-849-8216  www.aesthetics360.com  

 

Project Management 

Staff Sales Training 

Practice Assessments 

Internal and External Marketing 
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