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By Carol and Rob Trow

You cannot open a professional publication, attend a trade show or go

a week without a salesperson, client or even television talk show host
touting the latest and greatest cosmetic technological innovation these
days. And one of the greatest challenges to the skin care professional is
that you can now find these devices on the market in a myriad of forms: for
use by physicians only; for use by skin care professionals with or without a
physician on-site; and the fastest growing category, for home use.
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Heeding regulations

Firstand foremost, when considcring equipment and
techology for the spa, check to sce what your state allows
you to use based on your license, as this can bea moving
target. Technology cthac was once the province of only
professionals may soon be on the marker for home-use,
and staying up-to-dare on the rules and regulacions is
essential. Log on to wen: Skindne. com/statelivensing o learn
more abour cach state’s speciticacions, as well as to ind
contact information for cach stace’s licensing board.

The landscape is littered with devices and technology
that have been the “newest and best” thing w acquire,
and many professional skin care practices have gone
under due to alack of capitalization coupled with
spending too much on equipment. It can easily ereate an

insurmountable debr burden and financial drain on aspa.

Serious questions

To ensure thar you are getting the tcchnnlogy and
equipment your spatruly needs, be sure to gecanswers to
the following; questions,

g
o Whart guarantee and warranty is provided

with the tcclmology?
=)

Howlong has the device manufacrurer been in che
cosmetics business?

Arc there indications and contraindications on the

technology’s use?

Does your pmf-cssiona] insurance coveryou foruse of

this tcclmo]ogyf

s there atrial period or money-back guarantee?

Have you carctully examined the clinical studies? Wha
did the scudies? If che studics only appear to have been
done by the manufacturer or ies advisors, is there any

ill('lifpcndt‘ll[ COI]HI'[‘H&[iO]I you can IOOJ‘( to?

Daes the company give you dramaric before-and-afrer

pl'lOtOS youccan usc?

[nn the event of a machine malfuncrion, are you
pmvidcd with a free loaner within 24 hours so you do
not lose revenue. as sometimes repairs can take quite a

bit of time?

Will the manufacturer provide you with a certificate of

msurance ﬂ;lIl]illLT’ YOU SPEC”]CJ”)’ as coinsu I'C(.'l?
=

Will the manufacturer trade ouc old CQUIPMENE you

already have to help reduce any initial investment costs?

What training is provided, where and ac what cose?
How oftenare continuing education and

training available?
o

Whac happens if your spa experiences st;lﬁﬂchangcs?
Underwhat conditions and how often is refresher and

new seaff trai ning available?

o Are seaff members provided wich trearments by a
trained representative to get them excited abour the

incroduction and launch of the new technology?

What is the cost, ifany. for collateral marerials and

samples? Are there limics?

W hat incentives are offered if youmakea

commirment to buy?

[Fthere are upgrades and new releases in addition to

the equipment, are these free?

When anew model comes our, can you trade up to
ir, and will the manufacrurer fix a trade-in value for

your currentc L{C\'iCC tor asct numbcr OFYCJ['.&?

Whar is the price point of the technology's
treavments and services, and how does this compare
to what you currently offer? How many of your
clients would sign up for these treatments? Would
it be wise to ask your cliencs what they think of this

new item before mmrpomring I Ince your business?

Whatis the lead time needed to launch this

technology?

Will the manufaceurer provide sample menus,

Pl‘()dlle {‘]CSCi‘j}'ﬂtiOl]S ;Il]d treatment pl‘Ol‘OCOJS?

What pointof-sale promotional support is offered?

Ate there opportunitics for add-on trearments or

pro duces?

Are youable to obramn, in detail, the manufacturer's

policy on marketing support, open houses, and

tagging you onall itsads and clicne events? Does ic
SEINE)

tag unly physicians? How will the company hcip you

build your business?

W hat are the disposable and amortized equipment

COStS per treatmenc?

Doces the manufacturer provide a list of references
from the vendor and through other sources? Do
you have objective and independent verification
of the vendor’s rrack record in supplying products,
customer service, training, markcting and

}'Jl'O['-(.‘SSi(‘)llill dC\’CIOPIHCH[?

Where elsc is chis pmduct or service offered in your
area? Who will be your comperition? What do they
charge? How widely available is the service?

Whatis needed For installarion in rerms

of plumbing, clectrical, and space and
g

code requirements?

-

Do local and state regulacions allow the use of this

tcchnology inyour business, and by whom?

Is there any impact on protessional liability
insurance? Note that many states arc in the process
of changing regulations on who can use what type
oftech nology, with the trend moving toward having

d ph)’SlCl‘dll one-site in OI'dEfl' O use certain dCViCCS.
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Drawing the line

Thereis no question char some—though not all—skin
care device technology hasled ro signihcant improvements in
results-oriented trearments. Bur i you examine all che deviees
and technolagical innovations thar have come on the marker
m che past five years. several things quickly become evident.

The hirstgeneration of devices to reach che marker can be

\'(.‘I"\' C(WEI)" ;]I'!d ll‘ilii‘l”}' I'C(}LI[I’C t\\‘C{lkil‘tg in Slll\sCL‘[liCl]t ]ﬂﬂdClS.

Prices often fall dramazically after the first few years.and what
s hot today may well prove to be cold all too soon, Despite
clinical studies and U.S. Food and Drug Administrarion
approvals, the long-tern etheacies of many trearment devices
have fallen short of the hype that accompanied cheir launches.

There also s anatural dichotomy m the spa profession.
Many have chosen a carcer in professional skin care for reasons
other than hnancial, as being a business owner and skin care
professional can prove difficulr. But betore you make any
L{CCISI(H]S .1[3011[ bl‘]l]gll]g S()ll](‘t]]lng New meo }’UUI‘ Pl';](‘[]CC,
you must remind yourself chat you are running a business.
Unfortunately. however. it ulumately s about money. revenue
and profies —the proverbial bottom line—and if}fou don'
generate a profit, no mareer what technology you bring in or
how wonderful icis, youwill not be able to survive for long.
You need to make sure the technology pays for itsclf.

Carctully evaluare how a new technology will make

moncy. Be clear onhow much the techology will cose to bring
i, che seaff training required. your clientele’s receptivencss,
the competition, the pricing of services and how the money
invested will reap rewards. Think aboutall che costs assocrared
with bringing m new technology n both direct ways—such as

che actual cost for the item—and indircer ways—such as time,

traming, space and imstallacion requirements —as well as the
& 1
porential need for new menus, printed materials, infraserucrure

1m pl'nv(‘mcnts. I‘l‘h‘ll’l\'(‘fi]lg JnC} lilllllCh C,\'an.\CS.

Know your needs

Dontger caught up inthe hvpe. Think again about how a
pdl’tIClI]nI‘ device or tccl]mﬂogy wil impr(wc the services you
already offer and what mmpact it could have on client retention,
mereased visits and professional treatment costs— for example,
total cost per trearment versus whart can be charged to yvour
specific chient hase—as well as how it atfeets vour staff income
Jnd INCCNTIVES, {Uld l]OW 1T Ccom P'd['CS ro \Vl.ldt 15 CUI’I‘C]‘L[]Y
offered by youand your compenition. Sce Technological
Knowledge for a full list of considerations.

Make sure you are aware of the capital cost,monch ly
carrying charges. disposable irems per trearment and how
many treatments can be realistically performed each moneh.
Also consider whar canbe charged for the treatments and

\’\’I"Ll'lt yUU T hl‘C;lk‘(_’\’(.‘l'l POIHI' is. I,O()i\' to Utl]Cl’S \’v’l]O }1&\’(.' I['IIS or

Technological Knowledge

Cheryl Whitmian, founder and CEO of Beautifl Forever Medical and Sput
Business Consielsing, an esthetic busimess consulng firm. offers this list of rssues thar

should be addressed when evaluating new: lt'cfjim/ag ) for your practice
i ;

similar devices to see what prices the marker can
sustain in hight of your region and the economies
ofyour practice.

Pucagrear deal of the burden of making che
case for change not only on the manufacturer’s

representative, butalso on yourselfand any

e Develop a budget and marketing blueprint.

e Investin stafftraining. There is no such thing as too much training.

e Implement incentive programs for your staff thar reward production

and revenue generation.

» Know your competition, as well as what they offer and charge for

similar services.

o Set pricing with your clientele and region in mind.

Brand your practice and yourself.

Creare a niche for yourself and your practice.

* Survey your clients to learn what they are looking for so you can then

add this to your menu of offerings.

o Stay up-to-date on all trends and technologies.

s Be sure you are compliant with state and federal regulations,

» Come up wich your own questions and concerns. The above list is

meant only as a caralyst to start you thinking,

of your rrusted advisors, whether they are spa
consultants, atcorneys or accountanrs. Conducr
the rescarch yourselfor, if you are havin il
problems staying objective, have an outside,

non-biased person lend assistance.

Smart purchasing

Buying a piece of rechnology or equipment
can be quite an investment for a business. You
owe it to your spa and yourselfto do che proper
rescarch before diving into somerthing new, and
getting the necessary preliminary knowledge
canaid not only in helping you to choose the
best prece, but also assist you ence you have
the equipment in-house. Know its training
requirements, mamneenance needs, extra features
and supplemental support oprions to ensure that

this pu rchase 1s a decision youwill be proud of for
.
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