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Intro

PHIL IRVINE

SPECIAL GUEST SPEAKER

An accomplished marketing executive with 15+ years of expertise in data-
driven decision making, customer centric marketing and brand growth with
brands Allergan, Beachbody, Johnson & Johnson and more.

JILLWASSIL BREEAN CARTER
miraDry Vice President miraDry Manager Patient
Global Marketing Care
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The miraDry Method Builds a Strong Foundation for Long-Term Success

New
Patient

Marketing Develop and implement a comprehensive marketing strategy that includes both

internal and external marketing efforts to drive awareness of your practice.

Internal Patient
Marketing

Business Planning
Establish attainable revenue goals in your practice and build an effective
conversion process to maximize miraDry potential.

Consultation Training

Staff Treatments e o .
By providing clinical training with staff treatments, your practice

will be able to achieve ideal patient outcomes and develop in-

. . house patient advocates and provide ideal patient outcomes.
Clinical Training

A
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Phil Irvine

Head of eCommerce and Growth Marketing @ Mojo

Phil is a marketing executive with vast experience from a brand and agency
perspective with responsibilities managing direct to consumer programs with
an emphasis on driving audience and customer centric focus at scale. Phil also
has a track record managing marketing, operations, and customer experience
activities geared to driving efficient growth foreCommerce businesses. Phil has
also been a keynote speakerrepresenting various organizations at digital
marketing conferences to exhibit thought leadership in the space.

Currently Phil leads the eCommerce and Growth Marketing practice at Mojo
Professional Services Group. Mojo is an emerging digital operating partner for
brands of all sizes with an emphasis on guiding creative and operational
excellence forgrowth. He also is an acting head of eCommerce for two
emerging non-alcoholic spirts brands, BARE and MXXN.
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Knowing Your Current Customer is Critical for a Successful Marketing Plan

83% of customers cite good customerservice as their
most importantcriterion for deciding what to buy’

73% of customers expectcompanies to understand
their unique needs and expectations?

61% of customers would switch to a new brand after

one bad experience
FY
1. Kohros, Forester Report: Getting to know your customers, August 2019 2. Salesforce Report: Nearly 90% Of Buyers Say Experience a Company Provides Matters as Much as Products or Services. 3. mira DF .
Zippia. "30 Crucial Customer Service Statistics To Pay Attention To [2023]: How Businesses Succeed" Zippia.com. Apr. 2, 2023, https://www.zippia.com/advice/customer-service-statistics/ A4 l:]



Understanding Your Audience Drives A Successful Marketing Plan

_— M

M arketing Investment
Based ondatainforming likelihoodto
meetKPls, recommendations forspend

\ across all channels

il Measurement
In addition to measuringmarketing
channelleveltactics, also measuring

through an audience lens 0
J From the Customer’s \
Point of View

= ————
- -

Creative

Creative and messaging Inform life cycle phase specific

recommendations based on observed . communications based on priorbehaviors
behavioral, life style, attitudinal, and nght Product, Offer, y and expected business outcomes

purchase motivation traits I\/Iessage, and Tactic

1
[ d
I,' 'ﬁ Customer Journeys
/I
/7
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Audience Data Collection Methods

¢ Lead forms
e CRM
® |[ntake Forms

® Past transactions
e Website analytics
e Marketing engagement

® Surveys
e Staff Knowledge

e Customer
Conversations

Improve your Business

Personalize the customer
Experience

Acquire more Customers

10
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Tools in Understanding your Current Customers

w . 9 . L.
INTERCOM Ad:k G twilio E‘j OhMD Lobbie @Dlgloh Typeform
zenaes
7> KLAVIYO attentive’ @ nexhealth . Phreesia £* SurveyMonkey
+ Any time of day « Typically during office hours « Additional treatment interests ¢ Customersatisfaction
- Common auestions e Personal information * Cross-selling opportunities * Areas of improvement
. Customer?weeds * Interests * Personalized experiences * New treatment opportunities
* Personalinformation * Appointment scheduling
* Interests

A
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Quiz Experience - Bistro MD

(Y7 bistromp

Find the Best
) Program for You
Want help selecting a program?
Answer a few questions and we'll
- match you to the science-backed

and your goals.
TAKETHE QUIZ

© program that will best fit your lifestyle

What is your main health goal?

Weight Loss

| have a specific weight loss goal in mind

Overall Health

| want to take care of myself and make life easier

J Doe, we found the best program for you!

Because you're looking for a simple, healthy routine to follow, we think our 7 Day
Lunch & Dinners program would work best for you! We also see that you don't mind
cooking, our 7 Day Lunch & Dinner program allows you to cook your own breakfast.

Not interested in cooking all your own breakfast? You may also like our 5 Day Full

program, giving you flexibility to cook on the weekend.

We recommend our

LUNCH & DINNER (7 DAY)

KETO FLEX PROGRAM

for you? View other options here

Not sure if this program is righ

What's your most important reason
for wanting to lose weight?

To have more energy
To feel good in my body
To take fewer medications
To be healthier

For another reason

12
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The Target Customer

Zoe is a 30-year-old professional located in San Diego, CA and cares about her health and
wellness. She nowis startingto explore various solutions to help her feel and look healthy and
youthful. After work, she booked a consultation online selecting 2-3 treatments that she was
interested in. She stated shediscovered the practice on Instagram and opted in for SMS. She is
located in a young, funarea of the city and likely influences her peers.

Bridgetis a 48-year mom of three located in the suburbs of San Diego. She has
been a patient for 4 years and comes inregularly for aesthetic treatments. She
takes advantage of specials and is actively engaged with the practice Facebook
page. She tends to call to book appointments and responds to email.

13
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Acquisition Phases

Brand
Awareness

Patient

* \Where to advertise
* \WWhat channels to use

e What makes my
practice unique or

Consideration better?

Patient
Acquisition

¢ Credential with reviews
on website

¢ Lead Management
¢ Appointment Setting
¢ Quick Outreach

Go gleﬂ @

Making Health '
Care Better Together ,{

15
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Use Case: Driving a Consultation Visit

2. Website:
Informs the patientwhy
your practice stands
apartfrom the rest.

1. Search 3. Lead Form
SEO or Paid ads Submission:
Captures more than
contactinformation, like
preferencesand referral
sources

1. Sodial Media
Contentthatconnects

5. Social Media
Send a linkto practice’s
socialso she cansee
results
4. SMS OR EMAIL:
SMS message to Zoe to
gauge interestand
provide more info
aboutprocess

6. Personalized Email
Highlights more info
abouttreatmentprep

Zoe is a 30-year-old professional located in San Diego, CA and cares about her health and wellness. She now is
starting to explore various solutions to help her feel and look healthy and youthful. After work, she booked a
consultation online selecting 2-3 treatments that she was interested in. She stated she discovered the practice on
Instagram and opted in for SMS. She is located in a young, fun area of the city and likely influences her peers.

7. Customer Support
Proactive outbound
SMS to checkin. Discuss
treatment processand
confirm office visit

16
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Use Case: Understanding What “Good"” Looks Like

Measuring your marketing performance helpsimprove ROI, drives betterresults. Establish
Key Performance Indicators (KPIs) to help inform your teams how marketing is performing.

o o

KPls KPIs KPIs
Clicks Visits Openrates
Views Openrates Reviews

Cost per click Response rates Survey Results

P Interactions Patients

Clicks

17 @ miraDry
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Retention Keys

¢ Utilize audience
signals

e Tailor your

approach

® Education vs. sales
e Relevancy

e Feedback
e Advocacy
* Membership

information

timeliness

=]

messaging

compassion

®
0090
N

relevancy

19
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Importance of Authentic Content

MOWND Y
MEZGL - WHISKEY — GIN RECIPES

WE SAVED YOUR CART

arr

Your Tier Progress

35
@ more nights
T e Gold status
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Research Supports Investment In Relevant Communications

TYPICAL CURRENT STATE

Promotional

IDEAL FUTURE
STATE

Promotional

Average Revenue/Email (Retail Industry)*

e Promotional: $.10-$.20
e Lifecycle: $.40-$.80
e Triggered: $.30-$.70

e Transactional: $.50- $.80

*Sourced from Cordial: Based on blend of retail industry
averages. Individual business conditions (AOV, frequency of
purchases, etc) can all significantly affect actuals.

21
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Tailoring the Experience

1. Instagram

3. Lead Form Submission

5. Social Media

4. SMS Message

6. Customer Support
(SMS)

1. Facebook

3. Phone Call

5. Follow up call

6. Follow Up Survey

22
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Final Takeaways

Marketing is more nuanced than just posting content on social
platforms

Take the time to invest in data and efforts to understand youraudience
Invest in the right tools to understand your customer and automate
relevant communications to them

Over time look to understand common themes with your customers’
interests, channel preferences, and motivations to develop personas
Not all customerjourneys are alike, slight personalization makes a

world of difference

24
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miraDry’
Marketing Best
Practices

VP Marketing



Current Patient Marketing is as Critical as New Patient Marketing

Existing Customer

O
&)

3x-4x more likely to
convert to treatment

Loyal customers
become advocates

Easier to reach with
direct marketing

New Customer

O
(0

Grows overall customer
base

Offset customers lost
to attrition

Many channels can
reach new audience

26
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Patient Loyalty Drivers in your Practice O

Loyalty is Built Over Time Pa‘uentsarg s oozl TreatmentResultsand Trust
Motivated

In one study, a 1 0/10

trust rating was directly

customerswho say it takes 3+ Look for aesthetic treatments linked to 89% or higher
purchases to make them to increase self-confidence? treatment satisfaction?
brand-loyal
more than half of those say
5+ purchases’

A

1. How Many Purchases Does it Take to be Brand Loyal? Yotpo, June 2023. 2. Self-reported Patient Motiv ations for Seeking Cosmetic Procedures. JAMA Dermatol. October 2018. 3. The mira Drl:]
et

27 Importance of Functional Quality in Patient Satisfaction. Cosmetic Medicine. May 8, 2022



Current Patient Plan for miraDry Summer Push a)

Strategic Planning Tactical Execution

Target Audience

D
Existing patients who follow us, or have opted into email/SMS, who have <@> ] (\
expressed interest or gotten a treatment for HH (like Botox). } - < @] r(% b
Young professional patientswho have gotten treatments for health and . SMS ) %
wellness and expressed interest in other treatments. Email Social c Pa;'_e”i
oordinators

Patient Value Messaging

“Hi Sally! Summer is here and itis HOT! Have you heard about Dr. Lee’s favorite

« Have X virtual consultations for miraDry in the week of July

* Book3 miraDry patients a week during summer sweat and odor treatment for summer? miraDry isa permanent treatment and we

have had over 200 patients with a X% satisfaction rate. See our testimonials here.”

+  Drive $XX in miraDry Revenue

. . . . o *  Week 1: Announcement in email, sms, social
(Re)-Introduce miraDry to patients in the practice by highlighting ways to
feel their best durl_ng summer _by eliminating sweat and odor. Leverage the - Week 2: Patient Coordinator Outreach to existing HH patients
summer heat to drive interest in treatment.

*  Week 3: social media reminder and email resend

A
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Actionable examples

Engaging emails to talk about the

A quick text is easy to read. Letpeople Drive awareness among patients and
condition and how patients can book a consulteasily for a better staff for seasonal promotions.
benefit. response.

[

00.01

July 1st, 2023

‘Meet the Hottest Sweat

~ Treatmént Available

& |
& ¢
¢

e ==
n Anytown Aesthetics Nerw

Stop Sweat!

It's July and things are heating up, which means

I |

|

Interested in our most favorite sweat and Stop Sweat and Odor i

odor treatment? Click to book a virtual
@ CONSIDERED BOTOX FOR UNDERARM SWE/
serious sweat. See why Dr. Lee's favorite summer consultation for miraDry and reduce sweat

treatment is a must have for anyone with and odor for good.
underarm sweat.

USING DEODORANT TOO OFTEN?

@ icaDry

29
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Patient Acquisition Drivers in your Practice O

More likely to choose a practice Say they've chosena Seekmedicalinformation
if they can manage physician based on positive through search.3
appointmentsonline reviews.?

30 1. Online Appointment Scheduling Helps Staff and Patients, Healthgrades.com, August 2, 2022.2. How to Build a Thriving Digital Reputation for Your Medical Practice, Cardinal Digital * miraDeu
Marketing, February 11,2021.,3. Health information on social media.; Perceptions, attitudes, and practices of patients and their companions. Saudi Med Journal, December 2019 el Y



Current Patient Plan for miraDry Summer Push
Y &)

Strategic Planning Tactical Execution

Target Audience

New patients near any town, USA who are interested in treating sweat or Q — m E]
— —
—

looking to feel their best self this summer.

Search Referral
(Paid and Organic) Social Programs

Patient Value Messaging

*  Get X patients to signup or follow "Interested in ditching deodorant and antiperspirant this summer? Say goodbye to

sweat stains for good with miraDry at Anytown Aesthetics, a top provider of the #1

+  BookX new patients this month

permanent treatment for underarm sweat and odor.”

*  Receive X clicks on paid search or paid social

*  Week 1: Update website, improve SEO, capture social media content

Introduce miraDry and our practice to prospective patients looking fora
sweat solution using paid media to rea¢hiD\W audience. *  Week 2: Post on social media daily with treatment content, paid search

+  Week 3: email existing patients about referral program, try paid social

A
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Actionable examples

Offer condition and treatment With strong SEO, your page may rise
information, reviews and online to the top. Ifnot, try investing in paid
booking. search.

Q. miraDry near me

Shopping  Maps  Images

‘ Welcome!

Sweat and odor How can we help?
stops here.

Results for Newport Beach, CA 92660

@ Use precise location

Tiips: /v miradry.com

Underarm Sweat Treatment - Miradry ...

Find a Doctor Near You for a Non-
surgical Treatment with Immediate and
Permanent Results.
|

Find Your Local Provider

Book Online Consultation

82% Sweat Reduction

¥, Call (866) 793-2879

Real content is great content. Looking
for ideas? Follow #miraDry and get
inspired.

o 520

Il keep you updated on  #miradry Imfao
the healing @miradryo... emmesajady  ©28.6K
9003k

32
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How miraDry Meets the Needs of Existing and New Customers

Existing Customer

O
a8

New Customer

O
(0

v" novel treatment, often undiscovered v’ Patients seek new treatments
v'improves loyalty with high satisfaction v" Unique setting your practice apart
v helpthemlook and feel their best v' Proven efficacy and patient satisfaction

* 100% no longer bothered by sweat’
e 89%no longerbothered by odor!

68% of patients are new to
practice?

/796 of non-surgical patients
return’

33

1. Data from clinical trials, after 24 months. Data on file.; 2. Data on file.; 3. Plastic surgery statistics report, 2020.
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Best Practices with leads-The formula that works

Immediate personalized follow-up

(/@ﬁ Point person for scheduling

Time open on the calendar

w Advocate with experience

Q(*:) Encouragement and Confidence

35
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Profiling The miraDry Patient

How to talk to miraDry patients

Mom of Patient

Young professionals

Middle-aged adult

/

Mostconcernedaboutside effects
Make sure the treatmentis worth the time
Selling to the parent

~

Treatmentis safe
Credential yourself
Non-invasive/low risk

May be interested in othertreatments
Will price hunt

Does notcheckvoicemails
Needstech reminders

Professional, active lifestyle

/
S

Have had hyperhidrosisforyears
Feelasense ofurgency once they discover
miraDry

Used to status quo, hopeful something
works

/
<

J

Cost
Recoverytime
Used to technology and like customization

AN

Efficacy-they've tried everything

Re quire quick follow-up-they will go back to
suffering

Care about quick booking

J
~

J

36
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Closing Strategies

> Educate
> Repeat aspirations

P> Convert or Follow-up until they say stop

37
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BREEAN CARTER

miraDry Manager
Patient Care

A

 MiraDry

ATTEND OUR
MONTHLY MIRADRY

WEBINAR!

9:00 am PST

3RD FRIDAY OF EVERY MONTH
THROUGH 2023




Questions?
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