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A
ppearance, presentation 

and popularity have been 

promoted as the core 

to identity, self-esteem and self-

worth. Glossy fashion magazines 

fi lled with airbrushed unrealistic 

representations of both women and 

men have constantly bombarded us, 

changing the goal posts on what is 

considered beauty and style. 

In many instances, these 

magazines and the advertising 

dollars behind them have been 

held responsible for the increasing 

incidence of body image concern, 

eating disorders and the growing 

demand for cosmetic procedures, 

especially in the young. 

But over the past couple of years, 

we have entered a new era where 

technological advancement and 

the rise of social media have been 

added to the mix. Social media, 

the relatively new kid on the block, 

has amplifi ed and accelerated the 

trend of visual awareness and has 

BODY IMAGE 

RESEARCHER AND 

CLINICIAN ROBERTA 

HONIGMAN DESCRIBES 

THE NEW SELFIE-

CENTRIC MARKETPLACE, 

ITS DISTORTION OF 

REALITY AND ITS 

EFFECT ON COSMETIC 

SURGERY. 

possibly given the world its newest 

social disruptor – the selfi e. 

Yes, the simple photo you take 

of yourself using the high resolution 

camera on your smartphone has 

created an accidental revolution to 

such a degree that the term ‘selfi e’ 

became the Oxford dictionary word 

of the year in 2013. Let’s face it – it 

seems harmless enough. You take 

a picture with your phone and share 

it with close friends, family and 

sometimes unwittingly the rest of 

the world on social networking sites 

such as Instagram and Snapchat 

and then eagerly sit back for 10 

seconds and wait for comments. 

Selfi e-taking and posting is now 

one of the most popular activities, 

especially for young females aged 

between 16 and 25 years who 

spend on average 48 minutes a 

day (up to 5.5 hours a week) taking 

and uploading selfi es. It has been 

estimated that at least 16 images 

are taken before one photo is 

COSMETIC 

SURGERY 

IN THE 

VANITY AGE
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The magazine is a popular and 
sought-after read and is sent 
free of charge  

to plastic surgeons, cosmetic  
surgeons, cosmetic physicians,  

aesthetic doctors, cosmetic  
dentists, cosmetic nurses and  

cosmetic dermatologists in Australia.

 I enjoyed reading AMP from cover  
to cover and was pleasantly surprised 

by the high quality and relevance  
of the articles. 

– Mr Craig Rubinstein (VIC)

 AMP is shaping up to be a  
magazine I prefer reading as I find it 

factual and informative.  
– Mr Gary Kode (TAS)

 What impresses me most about  
the new magazine AMP is that all  

the factual information I need  
about the different products is in one 

place and easy to find.   
– Dr John Flynn (QLD)
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are coping well and feel adequately 

supported in their job.

The aphorism ‘Your people are 

your greatest asset’ could not be 

more relevant. Maintaining their 

optimal mental health and emotional 

balance in the workplace is of 

paramount importance.

A 2017 study by University of 

NSW and UTS found:

• The return on investment in 

mentally healthy workplaces is up 

to $4 for every $1 invested; and

• Benefi ts of mentally healthy 

workplaces include increased 

productivity, staff  engagement 

and retention.

SafeWork Australia is very 

clear about the legal obligations 

BEST PRACTICE

TAKING ACTION TO PROMOTE A MENTALLY HEALTHY WORKPLACE AND ENSURING 

YOUR STAFF ARE EMOTIONALLY SUPPORTED HAVE NEVER BEEN MORE VITAL. 

I
n the hit US sitcom ‘Friends’, 

Matt LeBlanc’s character Joey 

typically opened with the line 

’How you doin’?’. Setting aside 

his lascivious tone and intent, it’s 

actually an important question to 

be asking your staff  members 

right now.

COVID-19 has brought a whole 

new dimension of complications and 

stress factors into the workplace. As 

I write this, Victoria is under stringent 

Stage 4 lockdown restrictions and 

all other states are experiencing 

signifi cant business upheaval. 

The vast majority of people have 

experienced major changes in 

the way they live and work and 

unemployment is at record levels. 

It’s vital to ensure your employees 

Kerry Bielik 

Founder of Insight Patient 

Satisfaction Solutions, a 

specialist consulting fi rm 

delivering bespoke online 

customer experience programs 

for medical practices. 

IS YOUR CLINIC STAFF 

UNDER STRESS FROM THE 

IMPACT OF COVID-19?

BEST_PRACTICE_Kerry.indd   40

31/8/20   10:11 am

A E S T H E T I C  M E D I C A L  P R A C T I T I O N E R  

4 1

of employers in this regard. Their 

guidelines state: 

‘Under the model Workplace 

Health and Safety Act, Persons 

Conducting Business or 

Undertakings have a duty to protect 

workers from psychological risks 

as well as physical risks. The best 

way to do this is by designing 

work, systems and workplaces 

to eliminate or minimise risks to 

psychological health; monitoring 

the health of workers and 

workplace conditions; and 

consulting with workers.’ 

Essentially, their philosophy is that 

being unaware problems exist is not 

an excuse. You are obliged to take 

proactive measures to determine 

whether problems exist and then 

react accordingly to address them.

Business proprietors and 

managers therefore need to be 

mindful of the increased stress 

and anxiety their employees are 

experiencing and implement 

strategies to help them through this 

complex time. And yes, that applies 

even if they may be working from 

home at times. 

A great way to start is to take their 

metaphorical temperature, by asking 

 YOU’RE O
BLIGED TO TAKE 

PROACTIVE MEASURES IN THE 

WORKPLACE TO
 DETERM

INE 

WHETHER PR
OBLEMS EXIS

T 

AND THEN ADDRESS THEM 

ACCORDINGLY. 

for feedback using an Employee 

Wellbeing and Job Satisfaction 

Survey. Based on the fi ndings, you’ll 

have a clear picture of what they’re 

actually experiencing and what 

strategies will best help mitigate 

those issues.

A good employee feedback 

questionnaire should provide 

measurable satisfaction data as well 

as qualitative comment feedback. It 

needs to encompass issues across 

four key areas:

• Workplace Safety and 

Environment

• Communication and Leadership

• Company Culture

• Job Satisfaction

Make sure your staff  members 

know that their responses will be 

treated with absolute confi dentiality. 

Consider whether it m
ay be 

appropriate to conduct the survey 

anonymously. Employees may 

be reluctant to answer forthrightly 

if they think it might aff ect their 

own standing.

Insight Patient Satisfaction 

Solutions off ers a comprehensive 

employee feedback program 

providing: a custom-tailored  web-

For more information visit insightpss.com.au 

or call +61 414 365 865.

BEST PRACTICE

Each year on average:

• 6% of all serious worker’s 

compensation claims are for 

work-related mental health 

conditions.

• 92% of serious work-related 

mental health condition 

claims are attributed to 

work-related stress.

Source: SafeWork Australia’s 

National Data Set

Workplace Safety & 

Environment

Company Culture

EMPLOYEE

• Engagement

• Job Performance

• Retention

SURVEY FOCUS

Com
m

unication &
 

Leadership
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based questionnaire for each client 

practice; secure online hosting; and 

detailed report of the survey data, 

fi ndings and conclusions.

State, federal and even some 

metropolitan/regional governments 

provide grants and subsidies to 

assist businesses with recovery 

plans, including staff  training/

counselling. Subject to eligibility 

criteria, those funds can potentially 

be tapped to off set the cost of using 

external resources and services to 

support your employees. AMP
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PRODUCTS & SERVICES

Secret DUO: non-ablative Erbium 
fractional laser + 
RF fractional microneedling  Secret DUO is the fi rst device 

to off er dual non-ablative 
technologies that work in 

synergy to provide optimal skin 

rejuvenation results. This novel 
combined fractional resurfacing 

technique, using 1540nm 
Er:glass laser and RF fractional 

microneedling, is a gentler 
alternative to conventional ablative 

fractional laser therapy with virtually 

no downtime and minimal side 
eff ects. It allows for a wider array 

of skin disorders to eff ectively be 

treated without complications.
Secret DUO is indicated for a 

variety of treatments, including skin 

resurfacing, acne and acne scars, 

other scars, wrinkle reduction, skin 

tone and texture improvement, 

stretch marks, skin lifting and 
tightening for all skin types.

The non-ablative erbium 
glass fractional laser beams are 

delivered as multiple columns in 

the dermis and primarily targeted 

to dermal water, which induces 

collagen heating and dermal 
remodelling with no ablative eff ect 

on the epidermal layer. This gentle 

resurfacing process allows for faster 

recovery and lower incidence of 

postoperative side eff ects compared 

with ablative lasers.

Fraxis DUO and Secret DUO are 

distributed in Australia by Cryomed. For 

details call 1300 346 448 or 
visit www.cryomed.com.au

SECRET DUO: BENEFITS
Fast, customisable treatment

Five diff erent scan patterns and 

sizes (from 1 by 1mm to 10 by 
10mm) provide fast treatment for 

various treatment areas. Gentler treatment  
Multi sub-pulses allow deeper 

penetration with less heat 
dissipation and less thermal 

damage in the surrounding 
tissue for faster healing without 

unnecessary damage to the 
epidermal layer.

Uniform thermolysis
Highest quality, gold-plated 

needles allows uniform energy 
delivery to the target areas 

while avoiding any unwanted 
damage to surrounding tissue 

or uneven coagulation.

treatment and consistent results.
The Fraxis DUO and Secret DUO 

multi-application platforms provide 

the optimal combination of fractional 

superfi cial stimulation and deep 

volumetric heating, giving superior 

results for single or combination 

treatments on the most common 

aesthetic indications.This dual function allows eff ective 

treatment on all skin types with 

maximum versatility. Whether 
combining RF microneedling with 

either fractional CO
2 laser or non-

ablative Er:glass laser, depending on 

practitioner and patient preference, 

Fraxis DUO and Secret DUO off er 

the best of both worlds to provide 

noticeable skin rejuvenation and 

tightening. AMP

The RF microneedling technology 

provides deeper coagulation, protein 

denaturation and volumetric heating 

to achieve deeper skin remodelling 

with minimal or no downtime and 

rapid recovery. The device itself is easy 
to use and requires minimal 

consumerables. It off ers a variety 

of microneedle cartridges and 
spot sizes, off ering customisable 

 SECRET DUO IS A NOVEL COMBINED 

FRACTIONAL RESURFACING TECHNIQUE 

WITH VIRTUALLY NO DOWNTIME AND 
MINIMAL SIDE EFFECTS.  
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• content marketing
• graphic design• event management

• clinic brochures 
• newsletters• website design & content

• social media
Contact Michelle Kearney now for a no-obligation quote  

on 0419 624 246 or email michelle@bellamedia.com.au

we are the experts in your industy 

so we know what works!
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Schedule 4 productS 
may be promoted  

by name
The magazine is only distributed  

to registered medical health 
practitioners (doctors and nurses) 

and is also available online. 
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NEWS

After its recent global restructure 

and as a symbol of its new direction, 

Merz Aesthetics has launched a 

new corporate branding for the 

business featuring a bold look and 

feel refl ective of the organisation’s 

innovative, entrepreneurial 

employees and customers, and the 

confi dence they strive to inspire in 

patients every day.

‘The new brand for Merz 

Aesthetics is an expression of 

our purpose — we exist to fuel 

confi dence by helping people look 

better, feel better and live better. 

We want everyone to have the 

confi dence to be their best self,’ 

said Bob Rhatigan, Global CEO, 

Merz Aesthetics.

In the last six months, Merz 

Aesthetics has also taken several 

signifi cant actions, including: 

• New operating structure: Merz 

Aesthetics remains family owned 

as a part of Merz Group, which 

has existed for more than 112 

years; the business, however, 

is led by an independent and 

empowered leadership team fully 

focused on aesthetic medicine. 

• Established the Global 

Leadership Team: The global 

leadership team, composed of 

top industry leaders across nine 

nationalities representing various 

cultures, ethnicities 

and genders, was fi nalised 

with new hires Samantha Kerr, 

PhD as Chief Scientifi c Offi  cer 

and Karl Kokrhoun as Chief 

Financial Offi  cer.

• New operating model: the 

new model is comprised of 

four geographic regions: Asia 

Pacifi c, Europe, Middle East 

and Africa, Latin America and 

North America. Each region is 

responsible for the adaptation 

and implementation of global 

strategies. This operating 

model further aligns the 

business with our customers 

and allows for agile country-level 

commercial execution. 

• Global aesthetics 

headquarters now operational 

in Raleigh, NC, USA

Over the coming months, Merz 

Aesthetics will continue to focus on 

helping customers recover from the 

eff ects of the COVID-19 pandemic. 

‘We recognise that medical 

aesthetics can be an integral part 

of self-care routines. The past four 

months have taught us that during 

a time of high uncertainty, self-care 

and personal health are top of mind, 

so we will continue to provide our 

customers the tools to empower 

patients in their personal quests to 

be their best selves,’ said Rhatigan.

Marketing Director for Australia 

and New Zealand Gary Bower says 

the restructure will not aff ect the 

products off ered in Australia: ‘We 

will focus purely on the Aesthetics 

business moving forward. Nothing 

will change for practitioners using 

Merz products. All members of 

the Merz team who have worked 

with us over the past few years 

will continue in their roles, providing 

the same high level of service 

as before.’

Merz Aesthetics is known for its 

commitment to safety, research and 

training, as evidenced through its 

unique partnerships with healthcare 

professionals. Now, with a singular 

focus on the medical aesthetics 

customer, the newly formed global 

business will provide even stronger 

collaboration with its customers. 

Clinically proven and category-

leading, the Merz Aesthetics product 

portfolio includes injectables, 

devices and skincare treatments 

designed to meet each patient’s 

needs with the highest standards 

of safety and effi  cacy. Being family 

owned for more than 112 years, 

Merz Aesthetics is known for 

building unique connections with 

customers who feel like family. Merz 

Aesthetics’ global headquarters is in 

Raleigh, NC, USA, with locations in 

32 countries worldwide.

Merz Aesthetics 

establishes new branding vision after 

completion of business reorganisation

MERZ AESTHETICS LAUNCHES ITS NEW ‘CONFIDENCE TO BE’ BRANDING PLATFORM FOLLOWING 

THE CONCLUSION OF THE COMPANY’S REORGANISATION INTO THREE INDEPENDENTLY 

OPERATING BUSINESSES: AESTHETICS, THERAPEUTICS AND CONSUMER HEALTH. 

•News23.indd   24
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Incorporating a complete range of aesthetic 

solutions tailored to improving skin health, 

skin resurfacing and rejuvenation, body 

contouring and tightening. The Solta Medical 

portfolio of products includes award winning 

energy-based medical devices for aesthetic 

treatments.

Proven efficacy and comfort, with over 

120 published clinical studies. Medical 

professionals have performed more than 

five million procedures around the world 

using these cutting-edge technologies.

GET BACK TO THE REAL YOU. 

Thermage®  pioneered the science of non-invasive radiofrequency energy 

for the treatment of wrinkles. Thermage treatments provide volumetric 

heating to help stimulate collagen production and remodeling in patients to 

smooth and contour their skin, in just one treatment.

GET BACK THE GLOW. 

Clear + Brilliant®  uses fractional technology in a gentle approach to laser 

skincare to help prevent or improve the early unwanted signs of ageing. 

Enhanced skin permeability for added benefits of topical skincare products 

when applied immediately after treatment with Perméa handpiece.

REVEAL YOUR RADIANCE. 

Fraxel®  is a revolutionary, fractional laser treatment that resurfaces the 

skin and addresses photoageing and unwanted pigmentation. Patients can 

see a noticeable improvement after as little
 as one treatment.1  

REFINE YOUR FIGURE. 

VASERlipo™ is an alternative to the harsh techniques of traditional 

liposuction. It is
 an advanced body sculpting procedure, unique in its ability 

to eliminate large areas of fat and suitable to treat more delicate areas.

Reference: 1. Data on file.

Please consult your practitioner to see if suitable for you. Use only as directed. If symptoms persist see your doctor.

© 2020 Solta Medical, a division of Valeant Pharmaceuticals North America, LLC. All rights reserved. CLB.0022.AU.20 G247-91268

Distributed in Australia by Bausch & Lomb ABN 88 000 222 408. Level 2, 12 Help Street, Chatswood, NSW 2067 Sydney, Australia.

soltamedical.com.au | 1800 251 150 | ausorders@bausch.com

BE AN ORIGINAL...

Aesthetic Medical Practitioner is a b2b professional publication 
offering a unique opportunity to present your products and services 
directly to the decision maker – the aesthetic medical practitioner. 

Direct product comparisons, results 
of clinical trials and individual doctor 
experiences can be published. EOFY and 
sale items can be catalogued, capital 
equipment leasing options can be detailed, 
plus ROI predictions and clinic profitability 
studies can be included.

Regular topics include HR, marketing, 
medico-legal issues, life coaching and 
financial investment opportunities. 

Every edition contains pertinent discussion 
and coverage of topical industry issues, 
with input from key stakeholders and 
associated professional bodies

The associated professional website  
www.aestheticmedicalpractitioner.com.au  
has a secure log-in for doctors who  
wish to access extra information about 
products and services, current industry 
news and local and international events. 
This offers a new vehicle to have your 
company’s collateral at the fingertips of 
your direct customers – the aesthetic 
medical practitioners.
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Schedule 4 productS may 
be promoted by name
Website sign-in is required to read online 
article if in newsletter.

Content 
Topics include the latest happenings in the 
aesthetic medicine arena, HR, marketing,  
medico-legal issues and pertinent discussion  
and coverage of relevant industry issues. 

Limited advertising opportunities exist to  
present your products and services directly  
to this exclusive and difficult to reach market. 
These include banner ads, MRecs and  
sponsored content.

Aesthetic Medical Practitioner newsletter
is the associated eDM, delivered every two weeks 
to the inboxes of over 6000 decision makers in the 
aesthetic medical industry.

www.aestheticmedicalpractitioner.com.au 
is the professional website with all magazine and 
eDM articles uploaded as content. It also has a 
secure log-in for the thousands of practitioners  
who wish to access extra information about 
products and services, current industry news and 
local and international events. With more than 
40,000 monthly page views, the website offers a 
vehicle to have your company’s collateral at the 
fingertips of your direct customers, the aesthetic 
medical practitioners. 

d i g i t a l  m e d i a

To book or for package quotes call Michelle Kearney on 0419 624 246  
or email michelle@bellamedia.com.au



Artwork can be supplied by email. High resolution print ready PDFs  
are preferred. All images should be 300dpi and fonts embedded.

We do not accept artwork supplied in Word, Powerpoint, Publisher  
or any Microsoft Software. 

Ads must be supplied with 5mm bleed (as below), crop marks and  
to the correct specifications. 

1/2 page – Horizontal 
125(h) x 185mm (no bleed)
Full 1/2 PAGe 
135(h) x 205mm + 5mm bleed  

Double Page Spread   
276(h) x 410mm + 5mm bleed 
Type Area  
256(h) x 185mm each side 
Please supply as two PDF files

Full Page  
276(h) x 205mm + 5mm bleed  
Type Area
256(h) x 185mm

1/2 page – Vertical 
256(h) x 90mm (no bleed)
Full 1/2 page 
276(h) x 100mm + 5mm bleed

Email your advertisement artwork or material to design@bellamedia.com.au

Bella Media 
Suite 2201 Level 22 Westfield Tower 2 
101 Grafton St Bondi Junction NSW 2022
telephone +61 2 8095 6265

For website/eDM specifications  
Call Bill Dunk on 0410 528 582 
email bill@belllamedia.com.au

MEDICAL PRACTITIONER
Aesthetic

p r i n t  S p e c i f i c a t i o n S



Magazine advertising rates 
Front Cover position .............................................................$POA
Full page + 2 pages advertorial ..........................................$6,800 + GST 
Half page + 1 1/2 pages advertorial  ..................................$4,800 + GST

Full page cover positions
Inside Front Cover spread + 6 pages advertorial .............$15,000 + GST
Inside Front Cover + 4 pages advertorial ...........................$9,000 + GST
Inside Back Cover + 4 pages advertorial ...........................$8,500 + GST
Outside Back Cover + 4 pages advertorial ......................$13,500 + GST

Production costs*
$900 per full page magazine ad design (less for smaller ads and  
website ads). Copywriting and photography charges on application.  
*Waived for first time clients

Payment
Normal terms are 50% deposit on booking. Balance due 30 days  
after invoicing. note: All rAteS quoteD exCluDe GSt.

MEDICAL PRACTITIONER
Aesthetic

 ISSue no. DIStrIButIon PerIoD

 25 Autumn 2021

 26 Winter 2021

 27 Spring 2021

 28 Summer 2022

p r i n t  a d v e r t i S i n g  r a t e S



MEDICAL PRACTITIONER
AestheticPayment  Normal terms are 50% deposit on booking.  

Balance due 30 days after invoicing.

d i g i t a l  &  n e w S l e t t e r  r a t e S

Header Banner with 20% SoV

This is located in the header of each page. 
It can click through to a an external website.Size 768 x 90 pixels (maximum 75kb) ...
$1,000 +GST monthly
or ........................................................................................$2,000 +GST for 3 months

1. Newsletter eDM rates per issue
Custom Header Banner – immediately under the newsletter masthead 
Size 510 x 100 pixels (maximum 75kb) ..................................................... $750 + GST

Custom Footer Banner – at the bottom of the newsletter 
Size: 510 x 100 pixels (maximum 75kb) .................................................... $300 + GST

Sponsored Post (only one per newsletter) 
1) click-through to existing article on  
www.aestheticmedicalpractitioner.com.au ............................................... $750 + GST
2) click-through to new article, includes upload and writing of article,  
on www.aestheticmedicalpractitioner.com.au  ...................................... $1,500 + GST

2. Website
Sponsored Post 
1) Content duplicated from Aesthetic Medical Practitioner print edition .. $500 + GST 
2) New post with content written specifically ......................................... $1,000 + GST
Main slider with 20% SoV 
Must be linked to sponsored content on site. It can’t click through  
to an external website directly, but the sponsored content can contain  
a link through to an external site .............................................. $1,000 + GST monthly
or .......................................................................................$2,500 + GST for 3 months 
Article will then be archived on www.aestheticmedicalpractitioner.com.au

Header Banner with 20% SoV

This is located in the header of each page. 
It can click through to a an external website. 
Size 768 x 90 pixels (maximum 75kb) ....................................... $1,000 +GST monthly
or ........................................................................................$2,000 +GST for 3 months

Mrec with 20% SoV 
This is located on the right-hand side of the page.  
It can click through to external website. 
Size 300 x 250 pixels (maximum 75kb) ....................................... $750 + GST monthly
or  ......................................................................................$1,500 + GST for 3 months

To book or for package quotes call Michelle Kearney on 0419 624 246  
or email michelle@bellamedia.com.au



All advertising enquiries to Michelle mobile 0419 624 246 
or email michelle@bellamedia.com.au

Bella Media Suite 2201 Level 22 Westfield Tower 2 
101 Grafton St Bondi Junction NSW 2022 
telephone +61 2 8095 6265  email michelle@bellamedia.com.au   
website www.aestheticmedicalpractitioner.com.au

Advertiser details:

Advertiser ........................................................................................................................................................................................................................  

Address ...........................................................................................................................................................................................................................  

Postcode ........................ Telephone ................................................................Email .......................................................................................................

Size and orientation of display advertisement required (see rate card) ..............................................................................................................................

Issue number/s .................................................

Preferred position (see rate card for loadings)    c  Inside front cover  c  Inside back cover  c  Outside back cover

Payment details

Booked by ............................................................................................

Position ................................................................................................

Signature ..............................................................................................

Date .........................................Cost $ ............................................... (excl GST)

NOTE: 10% GST will be applied to all invoices as required by law. 
Normal terms are 30 days after invoice.

Advertising conditions
No responsibility will be accepted if publication is delayed or  
prevented by factors beyond the control of the publisher. No  
responsibility will be accepted for errors in copy, or for any loss arising 
from the failure of an advertisement or any part thereof to appear. 
Cancellations will not be accepted later than two weeks prior to the 
booking deadline. The advertiser will incur charges if changes are 
requested after the ad has been approved. If a schedule has been 
booked, pro rata charges will be added to nullify the schedule discount.

technical specifications
Artwork to be supplied by email as high resolution pdf (embed all fonts)
High resolution images should be supplied at 300dpi 
PDF files to be supplied in CMYK format
Files to be supplied as single pages
Email your advertisement artwork or material to  
design@bellamedia.com.au

50% deposit required to secure booking

PAYMentS
Credit Card c Visa c M/card c Amex 

Card No  ____ ____ ____ ____ ____ ____ ____ ____ ____ ____ ____ ____ ____ ____ ____ ____ Exp Date ____ ____/ ____ ____

________________________________________________________ ________________________________________________________
 Cardholders Name Cardholders Signature 

Total Amount now due (add 10% GST)  ______________________________

OFFICE USE

To book display advertising space in Aesthetic Medical Practitioner

MEDICAL PRACTITIONER
Aesthetic

p r i n t  b o o k i n g  f o r m


