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T O  B E  S H O R R

I
t’s time to buy that shiny new device—the very same one 
your colleagues can’t stop raving about and that your 
patients have been asking for by name.

Congratulations, but before you sign on the dotted line, 
remember that everything is negotiable. And by everything, 
we mean everything. 

YOU’VE GOT THE UPPER HAND 

Some reasons for concessions may be immediacy of deliv-
ery, which allows the salesperson to move onto the next cus-
tomer quickly; the amount of inventory the manufacturer 
has—because if there is abundance, you are in the driver’s 
seat and/or internal pressure to hit a quota.

As to how much you may get off the initial asking price, 
the sky is the limit. The greater the percentage of markup, 
the more you can get off of the list price. (Trust us, we do 
this for a living!) 

Remember that cash is king, as everyone always needs 
cash, including the manufacturer.

ALWAYS PLAY THE LONG GAME 

Don’t get caught up in purchasing the new device by the 
end of a trade show because of a “show special.” Vendors are 
constantly at a show. If you miss one show, the special will be 
there at the next one and the one after that.  You may even 
get a better deal down the road. The best time to negotiate is 
at the end of a quarter or fiscal year, especially if the company 
is publically traded and needs to satisfy shareholders.

LET’S PLAY BALL

Among the top items to negotiate are:
Consumables. A reduced cost for additional tips, ground-

ing pads, or other consumables will all result in a lower cost 
per procedure.
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Marketing materials. Many vendors include marketing 
materials or marketing dollars in the purchase price. Some 
include additional external educational training at an offsite 
location while others bring in third-party contractors to 
train staff as well. 

Shipping. This is usually done through a third-party 
transportation company so it is more difficult to negoti-
ate, but it’s not impossible. Your vendor may reduce the 
cost of the machine itself to compensate for the cost of 
the shipping.

Warranty. Try to negotiate for either an extended mainte-
nance agreement above and beyond the standard terms or a 
discount on additional terms.

THE WORST THAT CAN HAPPEN

Your initial contact is usually the salesperson who is either 
a manufacturer’s representative or an actual employee of 
the company. They are usually commission based, so it is not 

in their interest to give you the best deal. It’s OK to ask to 
speak with a supervisor at any time during the buying (nego-
tiation) process. 

It never hurts to low ball. The worst thing the seller can 
say is “No,” and then you are no worse off than when you 
first started. Don’t be afraid to walk away from the deal if 
you don’t feel like you are getting the best opportunity. You 
can always come back to the negotiating table, except on 
“Shark Tank.”

If this type of negotiating isn’t in your blood, consider hir-
ing a consultant who can help you get the best deal on that 
new device and more. n

 Mara Shorr, BS, CAC II-XI, serves as the vice 

president of marketing and business devel-

opment for Shorr Solutions. She is level II-XI 

certified aesthetic consultant, utilizing her 

knowledge and experience to help clients 

achieve their potential. She is also a national 

speaker and writer. 

Jay A. Shorr, BA, MBM-C, CAC I-XI, is the 

founder and managing partner of Shorr 

Solutions, assisting medical practices with 

the operational, financial, and administrative 

health of their business. He is also a profes-

sional motivational speaker, an advisor to the 

Certified Aesthetic Consultant Program, and a certified 

medical business manager from Florida Atlantic University.
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is at the end of a quarter 
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traded and needs to satisfy 
shareholders.

nologies have potential uses for medical photography and simulation. 
Surgeons using these systems must disclaim that this is no guarantee of 
final surgical outcome for the patient. 

ISSUE AT HAND: PHOTO-SHOPPING FOR SURGEONS

Instagram has become a major marketing vehicle and is seemingly 
tailor made for sharing our photographic record. However, there are 
certain considerations for optimizing photos and video on this plat-
form. First, community standards on Instagram are such that uncov-
ered nipples or bare gluteal regions can be flagged as inappropriate; 
get into a habit of post-processing your raw B&As for Instagram 
format, including square image formats. Captioning with appropriate 
and commonplace hashtags will greatly increase the reach of your 
post. Instagram’s polices and formats put it somewhat at odds with 
other photo sharing destinations—your own website, RealSelf, Yelp, 
Zwivel, etc.—meaning you need to keep various versions of the same 
patient’s images stored for the various use cases. 

Current high-tech solution: I use a platform called Picture Collage 
Maker, which has presets for different format photos (e.g, square for 
Instagram, iPad-optimized, custom shapes) and allows templates where 
I can substitute different images easily. This allows creation of multiple 
versions of slides for different distribution channels. However, the work 
of publishing the images to different sites still remains very manual.

The next big idea? Perhaps one of us will develop a killer app for syn-
dication of these images to downstream destinations to simplify this 
workflow? n
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Tim A. Sayed, MD, MBA, FACS has more than a decade of 
experience practicing plastic surgery in Southern California 
and South Florida. He is Vice President of Physician 
Engagement at Interpreta, Inc., a health software startup 
in San Diego. An expert on the interface of healthcare 
and technology, he serves as an advisor and investor in 
numerous digital health and medical device companies.
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