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ARE YOU READY FOR THE WARMER 
months, longer days, more sun and time to 
accomplish your daily to-do list? If not, is it 

because you are overwhelmed with too many tasks 
that you have not reached your goal for the first quarter 
of the year? Have no fear—LNE & Spa is here to help 
lighten the load and give you quality articles on busi-
ness, summer services and intuitive treatments that will 
intrigue your guests and bring in additional revenue.

First, let’s get down to business. Having a spa is 
not for the faint at heart, but rather for those who know 
how to endure good and tough times. We understand 
that owning a spa is challenging, but when you have 
a clear vision of your dreams, success is within your 
grasp. We all struggle with how to measure success, 
but you also have to learn how to create a harmoni-
ous and healthy team. This is a key component to 
achieving a wealthy spa. Douglas Preston tackles the 
issue of whether it is the right time to expand your 
business, and rethinks size and strategy on page 82. 
Tricia Bannister also explains how to create a sustain-
able staff, which is imperative to the very foundation 
of your spa and the creation of a conscious team. 

During my years in the spa industry, I have fre-
quently been questioned about energy treatments. 
Do they work? How does one know? The subtle 
energy services are very important and bring so 
much healing to the body, mind and spirit. We must 
learn to connect—not just on the physical level of 
the skin, but also on a deeper level, touching our 
clients’ hearts and souls. Julie Starr explains the 
healing power of touch and how to let your hands 
guide you on page 77. Have you ever had a cli-
ent cry during or after a service and were not sure 
why? Or you did not know exactly how to handle 
the situation? Denise La Barre’s article, “Tears on 
the Table,” explains facilitating an emotional re-
lease and understanding your client on page 69.

Enjoy the warmer weather, take time to walk, 
breathe and connect with colleagues, friends and 
family. If you take care of your body, mind and spirit, 
you will have the strength and energy to take care 
of all those summertime tasks!  n

—Denise R. Fuller, denise@lneonline.com

from the 
editor
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continues

ON THE WEST SIDE OF THE ISLAND OF 
Kauai is Waimea, home to the Waimea 

Canyon. The Waimea Canyon is described as 
“The Grand Canyon of the Pacific” and is truly 
a site to behold, measuring 10 miles long, 1 
mile wide and more than 3,500 feet deep. Even 
though it is smaller than the Grand Canyon, 
the Waimea Canyon rivals it with its majestic 
beauty. It was carved thousands of years ago 
by rivers and floods that flowed from the sum-
mit of Mount Waialeale. 

Just a short distance from Waimea Canyon 
is the Waimea Plantation Cottages Resort and 
A Hideaway Spa. A Hideaway Spa is a tranquil 
getaway that fuses old and new Hawaii, set 
amid a 27-acre coconut grove on the grounds 
of Waimea Plantation Cottages Resort. 

Waimea plantation cottages
Island plantations were the core of Hawaiian 
life in the 1800s. They were the place where 
Polynesian, Asian and European influences 
blended to form the unique local culture of con-
temporary Hawaii. Waimea Plantation Cottages 
Resort is a nostalgic glimpse into a simple life 
found at a sugar plantation. 

by Diane Buccola

HAWAIIAN HARMONY
A HIDEAWAY SPA, WAIMEA, HISPA OF THE 

MONTH
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A Hideaway Spa was designed to 
encourage guests and local residents 

to discover personal solutions for 
optimal health, well-being and 

strength that they can continue at 
home with recommended treatments, 

products and lifestyle changes.
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continues

The Waimea plantation dates back to 1880, 
when Norwegian-born Hans Peter Faye leased 
the land from his uncle. Faye became one of 
the pioneer sugar planters in West Kauai. After 
clearing the soil of lava rock, he planted his 
first sugarcane crop. In 1969, the Faye family 
sold the financially-declining sugar operation, 
but retained ownership of the land. Waimea 
Plantation Cottages Resort is comprised of 54 
plantation cottages that have been rescued 
from a shuttered sugarcane plantation nestled 
among nearly 30 acres of the original grassy 
coconut grove.

The hideaway
A Hideaway Spa was designed to encourage 
guests and local residents to discover personal 
solutions for optimal health, well-being and 
strength that they can continue at home with 
recommended treatments, products and life-

style changes. A Hideaway Spa features a wide 
variety of Kauai-inspired signature therapies, 
as well as a salon, spa boutique and beach-
front yoga classes. 

A Hideaway Spa offers visitors 2 plantation-
style cottages, a surrounding area of approxi-
mately 20,000 square feet, 3 treatment rooms 
that accommodate massages and facials, a wet 
room with 2 tables for body wraps and scrubs, 
and a lanai space for couples’ massages. There 
is a steam room and 32-jet hydrotherapy tub, 
as well as an Oriental garden lounging area.

There is a full-service salon with a complete 
menu of hair services including cuts, styling, color 
and highlighting for men, women and children; as 
well as up-do styling and makeup application for 
weddings, special events and proms. Manicures 
and pedicures are available with a pipe-free 
Jacuzzi tub and roller/vibration massage chairs.
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“When you step 
onto the property, 

you are at home. 
There is no 

pretentiousness,” 
says Cathy Hensley, 

spa owner.
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continues

spa of the month|??????

Indigenous offerings
A Hideaway Spa’s menu offerings include body 
wraps and polishes, and scrubs using products 
that are made on Kauai with organic ingredients 
formulated specifically for the spa. Some of the 
key ingredients used in the spa’s signature thera-
pies are often kava-kava, seaweed and kukui nut 
oil. As the seasons change, the spa adjusts the 
ingredients in its products, so visitors are advised 
to ask what is on the menu.

In addition, the spa’s boutique offers lo-
cally made organic products, essential oils and 
professional hair and skin care lines.

Ancient rituals
Ayurvedic treatments are also offered at A 
Hideaway Spa. Through nature, Ayurveda of-
fers a comprehensive system of health care 
that focuses on the prevention of disease. 
Every aspect of the individual is considered 
in this science of longevity. 

A Hideaway Spa offers standard Ayur vedic 
treatments such as the calming Shirodhara and 
the soothing Abhyanga massage. In addition, 
the spa also offers a synchronized Abhyanga 
massage with two therapists, which involves 
four hands simultaneously following the lines 
of the body and creating a soothing and relax-
ing effect that profoundly increases the toxin-
removing and circulation-stimulating benefits. 
A Hideaway Spa features Ayurveda rejuvena-
tion and detoxification packages ranging from 
three to seven days, which includes consulta-
tions with the spa’s Ayurvedic specialist.

There is something 
very special about 

the peace and 
quiet of a massage 

by the beach. 
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spa of the month|a hideaway spa

Firsthand experience
When my spa buddy and I were looking for 
a spa in Kauai where we could indulge in a 
relaxing tropical treatment, the “Beachside 
Massage” on A Hideaway Spa’s menu drew us 
in. The beachside massage was certainly not 
something that we could get at home. 

Upon arrival at A Hideaway Spa, we were 
immediately greeted by the owner, Cathy 
Hensley. Hensley came to Kauai on vacation 
from Minnesota 31 years ago and never left. It 
took her 10 years to find the perfect location 
for A Hideaway Spa, which opened in 2007. 
Hensley estimates that her clientele is comprised 
of 70 percent vacationers and 30 percent locals. 

Hensley wanted to create a place where 
“we do what we love to do, and the clients 
will benefit.” Hensley believes that what sets 
A Hideaway Spa apart is its uniqueness and at-
mosphere. “When you step onto the property, 
you are at home. There is no pretentiousness.”

Hensley loves the spa business and especially 
adores her clients because she likes taking care 
of people. Her future plans for A Hideaway Spa 

include the addition of a hot tub area where mani-
cures and pedicures are offered under a cabana.

After changing out of our street clothes in 
the spa’s dressing room, our massage therapists, 
Ka’iulani Martin and Larissa Varnday, escorted 
us through the coconut grove to a raised and 
covered platform on a grassy area right next 
to the beach. We removed our slippers and 
stepped up to the massage tables. The weather 
was gorgeous, the breeze was heavenly and the 
scent of Hawaii was everywhere. There is some-
thing very special about the peace and quiet 
of a massage by the beach. The beachside lo-
cation adds an element of relaxation that you 
just cannot achieve indoors. You can feel your 
stress gently blow away in the tropical breeze. 

Picture perfect
Contrary to popular belief, it does not rain on 
Kauai all the time, except for at the peak of 
Mount Waialeale, which is in the very center 
and top of the island. It is actually the wettest 
spot on earth. Kauai weather is near perfect 

continues

The beachside 
location adds 
an element of 
relaxation that 

you just cannot 
achieve indoors.
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year-round, with daytime temperatures ranging from the mid-70s to 
the mid-80s (Fahrenheit), and slightly warmer in the summer. There 
are 113 miles of shoreline on Kauai, and 50 of those miles are sand 
beaches. What‘s not to love? 

If you have not yet been to Kauai, put that at the top of your “to-
do” list. While you are there, be sure to visit Hensley at A Hideaway 
Spa. You will be greeted with warm alohas and treated as ohana (fam-
ily). It is a truly a tropical treat for the soul.  n

Diane Buccola has been a licensed esthe-
tician in California since 1998. After selling 
her day spa in 2004, she opened her own 
practice, and now frequently works as a con-
sultant and trainer for estheticians. She also 
manages the popular SpaBizBoard, an online 
message board for estheticians and other spa 
professionals.

spa of the month|??????
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TEAM SPIRIT!
PROFESSIONALS FROM EVERY SECTOR OF THE INDUSTRY CAME 
TOGETHER TO MAKE NEW CONNECTIONS AND LEARN FROM THE BEST 
AT THE MIAMI BEACH INTERNATIONAL CONGRESS OF ESTHETICS AND SPA

BY AMANDA CLINTON

THE 2011 MIAMI BEACH INTERNATIONAL 
Congress of Esthetics and Spa was a scene of 
high energy and enthusiasm at the Miami Beach 
Convention Center on April 3-4. The crowd of 
skin care professionals, spa therapists, directors 
and owners from all over the globe that spilled 
out the front doors of the Convention Center had 
many reasons to be excited. In addition to the 
debut of an updated two-day format, several new 
features launched at the Miami conference this 
year. The very first Southeast LNE & Spa Awards 
were presented, two great networking groups in 
the spa industry hosted educational and inter-
active events for attendees, and the Green Spa 
Network Village made its Miami Beach debut. 

The General Session kicked off Sunday with 
the Opening Ceremony, led by conference 
host and LNE & Spa editor-in-chief Denise R. 
Fuller. Cheryl Staurowsky got things started 
with her lecture on “Summer-friendly Treatment 
Options.” Daniel Avalos followed with a dem-
onstration on “CELEBRITY MAKEKUP: Classic, 
Romantic Runway.” Fuller and LNE & Spa pub-
lisher Dr. Jean Jacques Legrand then took the 
stage for the first Southeast LNE & Spa Award 
Ceremony, where they announced the grand 
winners of the honor for the Southeast United 
States, and presented them with beautiful cus-
tomized crystal water drops to display in their 
spa (see all winners and nominees on page 50). 

“To be voted among the ‘best of the best’ 
is an honor that La Bella Spa’s devoted team 
will cherish for years to come,” said Joseph 
Mandato, director of La Bella Spa. “We are hum-
bled by LNE & Spa’s generosity toward our 
organization, and inspired by their ongoing 
commitment to excellence in the spa, well-
ness and esthetic industry!”

After the ceremony, Lydia Sarfati spoke to 
the audience about how to “Delve Into the 
Science of the Sea and Your Skin: The Power of 
Thalassotherapy.” Natalia Sotelo demonstrated a 
“Mysterious Ceylon Massage.” Monday’s lineup 
opened with a demonstration of a “Showerless 
Seaweed Body Wrap” by Lake Louise and Derek 
Lehrman. Kelly Grimesey discussed “Innovative 
Waxing Techniques.” continues

The 2011 Crystal Award Presentation was 
dedicated to honoring the life and work of indus-
try pioneer Hubert Lam in memoriam, as well as 
Pat Lam, his wife and lifelong business partner. 

Manon Pilon showed attendees a fascinat-
ing new treatment with a demonstration of 
“The Physiotonifying BODY & BREAST LIFTING 
Massage.” The General Session wrapped up 
with Dr. Shogo Mochizuki’s demonstration of 
“KOBIDO: The Art of Japanese Esthetics.”

The Advanced Salon/Spa Business Seminar 
featured several speakers addressing a variety of 
practical topics. Diane Buccola discussed “What 
not to do in Your Spa or Skin Care Business,” 
followed by Tammy Finch’s presentation about 
“Prompting Your Company With Social Media.” 
Lauriann Greene addressed the universally im-
portant issue of “Protecting Treatment Staff 
From Injury: An Essential Component of Risk 
Management.” 

Laura Kain and Patrick Huey led the Salon/
Spa Manage ment Business Seminar panel dis-
cussion on how to achieve “The Gold Standard 
in Customer Experience.” 

The lineup of speakers at the Green Summit 
consisted of several respected green spa in-
dustry leaders. Szilvia Hickman discussed 
“Green Skin Care Products: How to Avoid 
‘Greenwashing.’” Peter Plishka spoke about 
“A Healthy Shade of Green: Bringing Wellness 
and Sustainability Into Your Spa.” Tricia Bannister 
shared advice on how to “Share the Success of 
an Established Leader in the Wellness Industry.” 

Susan Warfield was the featured speaker for 
the Medical Esthetic Seminar. She discussed “Legal 
and Liability Issues of a Medical Spa” and “Laser 
Light Technologies and you—the Esthetician.” 

Maria Calabresa-Echelard led the In-depth 
Makeup Class, where she taught attendees how 
they can boost business and “Capture Clients 
With a Five-Minute Makeover.”

The widespread consensus among attend-
ees on the latest educational program was 
highly favorable. 

“I thought the quality of the presenta-
tions and workshops were excellent and very 

“We really enjoyed 
the quality of the 
attendance, both 

visitors and exhibitors. 
This show gave us 

great opportunities 
to network with 

our customers and 
professionals from the 

Southeastern states. 
Kudos to the LNE & 

Spa team!”—Francois 
Requier, Silhouet-Tone 

“There was so much 
positive energy 

in the crowd that 
you couldn’t help 

but feel excited by 
all the education 

available, amazing 
products to be seen 
and other inspiring 
professionals with 
whom to connect. 

As a business owner, 
it’s experiences like 

this that keep my 
motivation running 

high.” —Darcie 
Pritchett, owner 

of Eden Day Spa 
in Boca Raton 
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the international congress of esthetics and spa

busy show floor

Denise R. Fuller, show hostDaniel Avalos

Silhouet-Tone Lydia Sarfati

Bio-Therapeutic booth Natalia Sotelobird’s eye view of show floor

Klapp booth, a show sponsor Image Skincare booth Lady Burd booth

Cheryl Staurowsky
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PCA gift bags, a show sponsor The Spa Buzz Lounge

“The Miami show exceeded our expectations! 
With the valuable programs and education the 
show organizers have created for spa managers, 
owners and estheticians, we could meet high 
level prospects and further develop our existing 
relationships. Participation in the Green Spa 
Network Village in the heart of the show floor 
was also very fruitful. Thank you LNE! We will 
be back!” —Szilvia Hickman, senior vice president 
and co-owner of Szep Elet, exclusive distributor of 
Ilike Organic Skin CareThe Crystal Award Presentation honors  

Hubert Lam (in memoriam) and Pat Lam

the international congress of esthetics and spa|miami beach

Kelly Grimsey Manon Pilon Dr. Shogo Mochizuki demonstrating his KOBIDO massage

Derma Swiss boothDerek Lehrman demonstrating a 
showerless seaweed body wrapLake Louise
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social scene at Casa Tua on Sunday, April 3rd

Joyce Dalbey (Mandala Med Spa),  
Barbara Marzulli, Justine Marzulli, Gina 
Marzulli-Groethe (Sanctuary Spa at Tradition), 
and Doris White (Mandala Med Spa)

Kristi Konieczny, Tricia 
Bannister and April Smith (spa 
director at Ocean Reef Club)

Manon Pilon (Derme)  
and Laura Daniel  
(Fisher Island spa director)

Jeramy Pritchett & Darcie Pritchett (Eden 
Day Spa), Boldijarre Koronczay (Éminence 
Organic Skin Care) and Laura Kain (spa 
director of agua Spa/Delano Hotel)

Rodolphe Legrand (CEO of LNE & Spa 
magazine), Angelena Losifidis (Klapp 
USA), Christèle de La Haye (marketing 
director of LNE & Spa magazine), and 
Benjamin Lucheux (Klapp USA)

Francois Requier (Silhouet-Tone),  
Tricia Bannister (Mia Spas) and  
Michelle Lamb (Lemongrass Day Spa)

Diane Forsyth (Hydropeptide),  
Teresa Muttillo, Cynthia Bell (spa director at 
St. Andrews Country Club) and Boldijarre 
Koronczay (Éminence Organic Skin Care)

Movers and shakers in the spa industry celebrated with LNE & Spa Award nominees and winners in South Beach. 
Spa Buzz and LNE & Spa hosted the event, which provided vendors and attendees with another opportunity to connect.

informative,” said Maxine Tomslinson, a massage therapist 
and esthetician from Elemis Spa on Miami Beach.

“The show was awesome!” raved Kristina Fretz, the 
new owner of Tranquility Day Spa in Margate, FL. “As a new 
business owner I learned so much! I’m looking forward 
to putting everything I learned into effect.” 

“I am thrilled that I traveled to Miami Beach and came 
to this show,” said Gloria Lora, owner of Gloria Maria Spa 
in the Dominican Republic. “This was the first time I came 
to The International Congress of Esthetics and Spa. I 
couldn’t get enough of the classes, education and ven-
dors. Everything was just great!”

The premiere of the Green Spa Network Village at the 
Miami conference was met with great enthusiasm. Many at-
tendees learned more about green spa services by enjoying 
complimentary eco-friendly treatments from leading companies 
in the green spa industry. continues

 “From the Spa Buzz Lounge and round tables with Kristy to the variety of 
vendors and educational classes, I had a blast! I found some unique products 

that I think will make a nice addition to SiSpa. I really enjoyed the show!” 
— Natalee Lynch, spa director for SiSpa at Palm Beach Marriott

“Thank you for the opportunity to participate in the Green 
Spa Village,” said Christina Church of Skin Fitness Therapy, Inc. 
“It was a great success, and it is opening a new beginning for 
a more green friendly awareness. Our clients appreciated the 
individualized attention and treatments they received. We 
are looking forward to the next green spa event!”

“This was our best Miami show ever,” declared Lake 
Louise of Lotus Moon. “I think Miami and the international 
community are ready to embrace natural and organic 
products for both their personal and professional skin 
care needs. From Turks & Caicos, the Cayman Islands, 
Trinidad and Tobago to South Beach, St. Petersburg and 
beyond. We can’t wait until next year!” 

Excellent networking opportunities were another high-
light that received rave reviews at the Miami Beach con-
gress this year. The National Aesthetic and Spa Network 

Natali d’Abbraccio 
(Spa at Trump) 
and Jay Brito 
(Silhouet-Tone)

Kaffee Keldie (owner Kaffee’s  
Garden Spa), Denise R. Fuller  
(editor-in-chief of LNE & Spa),  
Cristina Proano (Aromandina) and  
Lake Louise (Lotus Moon)
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National Aesthetics Spa Network 
(NASN) roundtable discussion

Many attendees appreciated the arrival of the two network-
ing groups at the conference. “Attending The International 
Congress of Esthetics and Spa in Miami Beach this year, I 
found many opportunities to network and exchange ideas 
with other spa professionals and owners,” said Kaffee 
Keldie, owner of Kaffee’s Garden Spa of West Palm Beach, 
FL. “I really enjoyed the roundtable format at the NASN 
and the Spa Buzz events! I was inspired and impressed by 
the willingness of other successful people in our industry 
to share their stories, tips and best practices.” 

“It was a joy to participate in the NASN roundtables 
and meet so many highly motivated professionals wanting 
to learn and make changes in their career,” said esthetician 
Janet McCormick.  

“I truly enjoyed my two-day visit to the 2011 Miami 
International Congress of Esthetics and Spa,” said Jennifer 
Mignano, director of Flawless Skin of Weston, FL. “The Spa Buzz 
networking event this year was a great way to have an open 
discussion about the new and future trends in the industry.”

Exhibitors made valuable connections also. “This year again, 
the Miami Beach International Congress of Esthetics and Spa 
was a great success for Silhouet-Tone,” said Francois Requier. 
“We really enjoyed the quality of the attendance, both visi-
tors and exhibitors. This show gave us great opportunities 
to network with our customers and professionals from the 
Southeastern states. Kudos to the LNE & Spa team!” 

“The show was fantastic,” said Julie Nostrand, owner of 
South Seas Skincare. “We sold out of products on the first day!”

“This year’s show was the best ever,” said Darcie Pritchett, 
owner of Eden Day Spa in Boca Raton. “There was so much 
positive energy in the crowd that you couldn’t help but feel 
excited by all the education available, amazing products 
to be seen and other inspiring professionals with whom 
to connect. As a business owner, it’s experiences like this 
that keep my motivation running high.” 

The cutting edge educational lineup, fresh features, valuable 
networking opportunities and innovative product offerings from 
exhibitors made the 2011 Miami Beach International Congress 
of Esthetics and Spa a truly rewarding and fun experience for all. 

Thank you all for taking part in an amazing show. We look for-
ward to seeing you again in Miami Beach on March 4-5, 2012!  n 

Les Nouvelles Esthétiques & Spa and Dermascope maga-
zines cosponsor four International Congress of Esthetics and Spa 
educational conferences/trade shows annually in Miami Beach, 
FL, Dallas, TX, Long Beach, CA and Philadelphia, PA. Dates for 
remaining 2011 conferences: Long Beach, CA, September 11-
12 and Philadelphia, PA, October 23-24.

Amanda Clinton is the assistant editor at Les Nouvelles 
Esthétiques & Spa. E-mail her at amanda@LNEONLINE.com.

Follow us on :
TM

(NASN) and Spa Buzz, two networking organizations for spa 
professionals, partnered with the Miami Beach International 
Congress of Esthetics and Spa conference for the first time, 
providing attendees with additional opportunities to make 
connections and learn from other motivated professionals. 

Fuller advised attendees to make the most of these op-
portunities at the Opening Ceremony on Sunday. “Don’t just 
network, make lifelong professional connections,” she told the 
crowd. She went on to emphasize that the spa and skin care 
industry, a broad field that includes estheticians, therapists, spa 
owners, resort directors, managers, students and vendors, is 
strengthened through the mutual support of professionals from 
every sector of the field. She concluded with the assertion that 

making industry connections leads 
to lifelong career success.

The NASN networking event 
took place on Sunday. Four high-
ly respected spa professionals led 
interactive roundtable discussions 
with attendees. A sizable number 
of attendees showed up to take ad-
vantage of the unique opportunity 

to meet and learn from colleagues who have reached the pin-
nacle of success in the spa industry. Janet McCormick led a dis-
cussion on how one can make it to the ideal place in their career 
in her discussion, “Are We There Yet? Incorporating Success Into 
Your Career.” Diane Buccola shared advice about “Specializing 
and Customizing—Getting Away From the Traditional Spa 
Menu.” Gena Flores addressed the highly practical topic of 
“Marketing on a Budget,” and Barbara Schumann explained 
“The Boomerang Effect” spa therapists often experience. Many 
attendees stayed well beyond the end of the roundtable ses-
sions and continued to network. 

Another opportunity to connect and learn from like-minded 
professionals took place on Monday at the interactive round-
table event hosted by Spa Buzz. Business-minded attendees 
and Spa Buzz members gathered in the Spa Buzz Lounge on 
the show floor, where they engaged in three hours of lively 
discussion about the future of the industry, the best operating 
practices for spa businesses and ways to maximize retail revenue.

“It is an honor to be working with The International 
Congress of Esthetics and Spa and the world renowned 
LNE & Spa,” said Spa Buzz founder Kristi Konieczny. “I am 
excited to have a partnership with an organization that 
places such a high value on being progressive and finding 
ways to connect and grow the spa industry as a whole.” 

“It was a joy to participate in the NASN 
roundtables and meet so many highly 
motivated professionals wanting to 

learn and make changes in their career,” 
said esthetician Janet McCormick.



is not usually a good thing; it is for this 
reason estheticians should help keep 
their clients cool by considering a few 
simple ideas to beat the heat: 

Cold compresses or cool towels: 
Whether a client is flushed when she 
comes through the front door of your 
spa or she has a flare-up in the treatment 
room, a cold compress or towel is a great 
way to immediately squelch the heat. 

Cold stones and glass globes: It 
does not matter if you keep them in a 
cooler or special refrigerator designated 
for skin care implements, cold stones and 
globes are an excellent treatment me-
dium for reducing inflammation in those 
with problematic and sensitive skins. 
Simply glide them over heated areas 
and the client will enjoy instant cooling. 

Cool steamer (atomizer): If it is with-
in your budget, a cool steamer serves as 
a suitable replacement for a convention-
al steamer for those with heat-sensitive 
skin types, as well as clients who just 
prefer to stay cool during a treatment. 

Soothing products: Light cleansers, 
cool toners and calming gel masks are 
ideal products to incorporate into any 
treatment where the goal is to keep 
heat to a minimum. 

Stay with your client: Being pres-
ent for the duration of a treatment is 
very important in insuring your client’s 
comfort. If your client feels too hot, or 
if a heat-inducing reaction occurs, they 
will let you know so you can make the 
appropriate adjustments instantly. 

Apart from the obvious benefits of 
cold therapy, it should also be noted that 
keeping a treatment on the cool side can 
help to minimize pore size, alleviate dis-
comfort from migraines, calm hot flashes 
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by Eli Jones

skin keep it cool!

THERE IS A MULTITUDE OF 
factors that will affect an indi-
vidual’s experience during a 

treatment. The intensity of light in a 
facial room, product sensation and tex-
ture, as well as the esthetician’s prac-
tical technique all serve as determin-
ing variables in a client’s assessment 
of the overall service. And while the 
skin therapist should always keep such 
considerations in mind, there is one 
element that often stands out above 
the rest when it comes to a client’s 
comfort level: temperature! 

In a skin care setting, it is not un-
common for the client to occasionally 
become overheated by the various com-
ponents of a treatment. Extrinsic factors 
such as air temperature, the number of 
linens covering the individual, the use 
of heat-producing modalities and the 
frequency of stimulation-oriented tech-
niques can all influence the heat of a 
client’s skin. The good news is, these 
treatment factors can easily be con-
trolled; by simply adjusting the room’s 
thermostat, removing a blanket, forgo-
ing the use of a steamer or using light 
touch in place of heavy massage, the cli-
ent’s heat-level can be greatly reduced. 

The temperature of an individual’s 
skin may also be the result of intrinsic 
factors such as a heightened vasoactiv-
ity due to genetics, medications or the 
consumption of foods that stimulate 
circulation. When examining facial skin, 
we recognize heat by the appearance of 
redness and flushing, which is accom-
panied by inflammation and sensitivity. 
During contact, the esthetician will also 
notice warmth radiating from the surface 
of the epidermis. To put it bluntly, heat p
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associated with menopause, and leave 
the skin with a firm, refreshing feeling. 
In short, with all of these great benefits 
and the summer months approaching, 
you can expect your clientele to make 
cold therapy treatments a hot item on 
the skin care menu.  n

Eli Jones is the director of education for 
Mark Lees Skin Care, Inc. He has used 
his experience as an undergraduate ed-
ucator, years of advanced training and 
well established reputation as a clini-
cal esthetician to help all estheticians 
gain a better understanding of skin 
care through a variety of topics. Jones 
can be reached at elij@marklees.com.
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THERE ARE FEW CONSTANTS 
in life, but when it comes to ag-
ing, the quest to find the infa-

mous fountain of youth has held stead-
fast across the generations. Today, 
however, we have more insight into 
what ages our skin and it goes be-
yond skin deep.

Skin is a living, breathing organ. 
In fact, it is our body’s largest organ. 
Everything we put into and on our bod-
ies, as well as our daily encounters, 
stress levels, and sleeping habits have 
an impact on the skin. Earlier genera-
tions weren’t quite so keen to this idea, 
and as professionals we need to edu-
cate our clients. 

Since skin is an organ, it is a re-
active mechanism; in other words it 
responds to internal and external fac-
tors. Achieving healthy, youthful skin 
therefore becomes a balancing act be-
tween limiting free-radical exposure 
and boosting antioxidant support. 
Today we know free radicals are created 
by much more than sun and chemical 
exposure, and the body can quickly 
become overwhelmed, throwing off 
the balance and causing skin to age.

Free radicals then and now
Free radicals actually play an important 
role in several biological processes, 
and are created as an essential part of 
life. Given their high reactivity, these 
same free radicals can cause unwanted 
side effects, becoming harmful to the 
skin and the body as a whole. Typically, 
free radicals are neutralized by anti-
oxidants, namely vitamins A, C and E. 

When the free radical count surpass-
es the antioxidant count, cell damage 
occurs. Cell damage resulting from free 
radicals has been linked to various forms 
of cancer, atherosclerosis, Alzheimer’s, 
Parkinson’s and of course aging. 

Sun exposure, smoking, pollution 
and stress are commonly known pro-
ducers of free radicals, but more re-
cently free radicals have also been tied 
to poor sleeping and eating habits, 
exercise and overall lifestyle. 

External agers
Studies now reveal two types of free radi-
cals present in cigarette smoke—one in 
the tar and one in the gas—both con-
spiring to deplete the body of vitamin C 
and accelerate aging. In fact, one puff 
of smoke emits 40,000 free radicals. 
Similarly, excess ultraviolet exposure 
is responsible for 90 percent of photo-
aging such as wrinkles, brown spots and 
slack skin, to name a few. 

Free radicals are also prevalent in 
the atmosphere in the form of pollution, 
which occurs when molecules undergo 

a photodissociation process. This reac-
tion plays a key role in smog formation 
and ozone layer depletion. Naturally, 
this also wreaks havoc on the skin. Give 
clients a good block, like zinc, to help 
defend against these elements.

It is important to note too, that while 
sun protection is essential, time in the sun 
also provides a vital source of vitamin D. 
Instruct clients to protect the face and 
vulnerable sun-damaged areas, but try to 
get at least 10 minutes of sun exposure 
daily. Sunlight also has a positive effect 
on state of mind and happiness.

Internal agers: stress
Stress, sleep, exercise and food all con-
tribute to the rate at which we age, and 
each can either propagate or inhibit 
free radicals. 

Stress has been a part of life through-
out the generations, but today we deal 
with busier schedules and fast-paced 
lifestyles. Constant worry and stress im-
pacts the regulation of hormones and 
chemicals, reducing immunity and al-
lowing more viruses in. This ultimately 
leads to cell damage, which is when 
disease occurs, as well as dull skin, slack 
pores, age and stress lines, and other 
tissue damages.

Internal agers: exercise
Exercise is absolutely essential to main-
taining a healthy body weight, regulat-
ing circulation and the flow of oxygen 

achieving healthy and vibrant skin

by Rhonda Allison

skin|
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unlocking today’s  
fountain of youth



Say you saw it in LNE & Spa and circle #274
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Water: hydrate yourself! Most of us 
do not drink enough, but it is possible to 
overdo it too. Be aware of water intake.

Attitude and emotions: this ties 
back to meditation and breathing. Our 
attitudes and perceptions of what is and 
what we believe dictates how we move 
through life. Take time to quiet the chat-
ter in the mind and reflect on the day. 

Massage and bodywork: this helps 
us let go of old attitudes. Cells hold 
onto old emotions, but the healing sup-
port of massage enables us to let go.

Remember moderation with every-
thing. Balance vigorous movement with 
restful, peaceful times; eat healthfully, 
without depriving the body; get sunlight, 
but protect the skin and limit exposure.

As an esthetician you can begin 
to introduce these elements to your 
clients during their visits:
•	 Offer	lemon	water	when	they	

arrive and before they leave
•	 Remind	them	to	breathe	 

during their treatments
•	 Help	them	still	the	 

mind by not chatting
•	 Massage	and	point	out	 

stressed areas
•	 Send	them	home	with	information	

on antioxidants and super foods
•	 Educate	them	on	topical	products	

that support age reversal 
Clients are stressed, overwhelmed, 

anxious	and	even	fearful.	However,	we	
can support them by reminding them 
to live in the moment. Presence and 
awareness is a big step to a healthy 
body, mind and spirit.  n

Rhonda Allison is 
the founder and 
CEO of Rhonda 
Allison® and RAW 
Skin Care for Men. 
She is an author 
and international-
ly known speaker 
with more than 30 
years of experience in esthetics. Allison is 
a pioneer in the skin care industry. Learn 
more at www.RhondaAllison.com and 
www.RAWmethod.com.

skin|unlocking today’s fountain of youth

to skin cells, among other positives. 
Problems begin to occur, however, 
when it is taken to extremes. Believe 
it or not, too much exercise can actu-
ally proliferate free radical damage. 
Studies have shown excessive exer-
cise to cause oxidative stress created 
by free radicals.

Our bodies continually produce 
small amounts of reactive oxygen 
species (ROS), including free radicals. 
We have natural antioxidant defense 
mechanisms that can dispose of these 
small amounts, but during strenuous 
exercise we produce much higher lev-
els of ROS, exceeding our antioxidant 
defenses. We essentially oxidize or rust 
the body from the inside out. Think 
about the impact on the skin.

Since these mechanisms are being 
taxed, our bodies begin to pull anti-
oxidants from tissue stores, deplet-
ing the body’s stored antioxidants. 
Overtime damage occurs to our cells 
and tissues. 

Do not encourage clients to com-
pletely abandon exercise though. The 
brief increase in oxidative stress during 
exercise has been shown to boost the 
body’s antioxidant defense system, 
and helps us break down muscles, then 
rebuild them stronger during training. 
Instead, encourage times of rest to 
allow the body to replenish its anti-
oxidant defenses. 

Internal agers: 
food and antioxidants
The foods we eat and the way in which 
we eat them also impacts aging. Eating 
is truly a lifestyle, and foods that are 
life-giving will reap tremendous ben-
efits for the skin.  

Remind clients to eat slowly and 
consciously. Take time to be present 
with your food and who you are sharing 
it with. Taste the food and pause to just 
breathe. Remember, digestion begins in 
the mouth; the more the food is broken 
down, the easier it is for antioxidants to 
be released. Besides, this could also 
help with the waistline, as you are less 
likely to overeat. 

Selecting foods high in antioxi-
dants—fruits, vegetables, nuts and 
certain grains—is essential, but you 
also have to watch your pesticide in-
take. There are 15 fruits and vegetables 
known for retaining pesticides (blue-
berries, broccoli, apples, spinach and 
bell peppers, to name a few). Try to 
purchase these organic. Reducing 
pesticide exposure will also reduce 
free-radical damage and the amount 
of pollutants discharged to skin cells. 

Antioxidants are vital in fighting the 
signs of aging, internally and exter-
nally. Getting these nutrients naturally 
from super foods is always the best 
option, but supplements and topical 
products applied to the skin also help. 
Look for these antioxidants:

•	 Vitamin A: carrots, kale, spinach, 
pumpkin, liver and cantaloupe

•	 Vitamin C: camu camu, broccoli, 
brussels sprouts, guava and citrus

•	 Vitamin E: olive oil, walnut oil, 
wheat germ oil, oats, tomatoes 
and carrots

•	 Bioflavonoids: citrus, berries, on-
ions, tea, red wine, dark choco-
late and sea buckthorn 

• Polyphenols: berries, tea, dark 
chocolate, walnuts, peanuts and 
pomegranates

Topicals rich in antioxidants will help 
firm, tone, tighten, refine lines and give 
skin an overall glow. Look for ingredients 
like ascorbic acid, tocopherols, retinoids, 
and L-lactic acid. 

Keeping the 
fountain in balance
Balance and moderation are indeed 
key to healthy aging, overall wellness 
and beautiful skin. Encourage clients to 
incorporate the following into their life-
styles. They will begin to see changes 
in how they look and feel:

Meditate and breathe: take deep, 
conscious breaths throughout the day. 
Breathing brings in new oxygen, new 
life and calms the spirit. Take 10 min-
utes out of the day to meditate. 



Say you saw it in LNE & Spa and circle #305
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RIGHT AFTER THE COMMON MISCONCEP-
tion that chocolate and pizza cause acne, the 
second most popular acne myth is that going 
to the beach clears breakouts. Acne seems to 
improve—temporarily. This makes some sci-
entific sense. Sunlight, like Retin-A® (topical 
tretinoin), increases the turnover of skin cells, 
potentially sloughing out the acne impactions. 
But, like Retin-A, this sloughing activity can 
also cause acne to flare up as pores become 
irritated. The tan may temporarily cover up the 
acne and make flare-ups less visible; however, 
the long-term effects of ultraviolet-induced 
damage can be life-threatening. 

In this article, we review a personal story from 
James E Fulton, Ph.D., and the reflections of 
Gerd Plewig, M.D., and Albert M. Kligman, M.D., 
in their resourceful book, Acne and Rosacea.

Dr. Fulton’s story:
When I went to several dermatologists in the 
1950s and 1960s as a patient for my cystic acne, 
they all had exam rooms equipped with big 
overhead	“Hoover”	ultraviolet	lights.	Every	
time I went in for a visit, I would lie down and 
receive an ultraviolet treatment. Ideally, after 
several days, the skin would peel. The derma-
tologist had to increase the dose for repeat vis-
its as my skin would accommodate and harden 
to the exposures, so I needed a higher dose to 
keep peeling. Of course, I got the idea, so every 

summer I would get as much sun as possible. 
I even became a lifeguard for many summers.

My mother and I finally found a dermatolo-
gist with an X-ray machine. It was almost like a 
last hope. I received 10 X-ray treatments. The 
dose	was	measured	in	“roentgens.”	I	received	
10 treatments equal to 750 roentgens.

All this was to no avail. My acne did not 
budge. I kept on breaking out. All the light 
did	was	give	me	a	“tan.”	Maybe	this	tan	cov-
ered up my acne somewhat, but not really. I 
was still very conscious of the acne cysts, with 
or without a tan. 

Unfortunately, years later, all this ultraviolet 
exposure and X-ray treatments gave me skin 
cancer. I have had basal cell carcinomas (BCCs) 
on the cheek, nose and neck (figure 1). I have 
had numerous actinic keratosis (AKs) on the face, 
back, chest and arms (figure 2). AKs are con-
sidered pre-cancerous, and can degenerate to 
squamous cell carcinomas (SCCs), which are more 
dangerous as these may metastasize (figure 3). 

One large BCC on my cheek kept coming 
back, so I had to have Mohs surgery where the 
surgeon kept slicing the skin until all the can-
cer was gone. This left a big defect (figure 4).

Unfortunately, some patients develop thy-
roid cancer or epilepsy from all this radiation. 
Exposure from the sun or tanning beds can 
lead to the development of melanoma, the 
deadliest form of skin cancer (figure 5). So 

BY JAMES E. FULTON, PH.D.  
AND CAROLINE V. CAPERTON, M.D.
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let us bury the myth—ultraviolet exposure does 
not help acne—it only destroys the skin and 
surrounding tissue.

The myths
Many people believe that going out into the 
sun	and	salt	water	will	help	to	“dry	out”	their	
acne. They believe that a tan can help to 
disguise the appearance of acne scars. They 
think that the solar radiation and salt water 
somehow	“kills”	the	bacteria	that	causes	acne.	

The facts
Acne is caused by clogged pores of dead skin 
cells and oil, and is exacerbated by many fac-
tors. While it is true that initially the skin dries 
out when exposed to the sun, the skin very 
soon compensates by producing even more 
skin cells and oil than before. The ultraviolet 
radiation (from the sun or artificial sources, 
such as tanning beds) dilates tiny blood ves-
sels close to the surface of the skin, causing 
even more inflammation and redness. 

As a reaction to the insult of radiation, 
the skin’s cells produce more pigment, called 
melanin,	which	gives	color	to	the	“tan.”	This	
pigment is also a major problem for medium-
dark complexion individuals who suffer from 
dark spots and melasma. If you already have 
acne scars, this pigment made darker in the 

sun will only make the spots darker as well. 
Not to mention that melanin gone awry is a 
big factor in the deadliest form of skin can-
cer, melanoma.

The wavelength of ultraviolet light emit-
ted by the sun that reaches your skin is not the 
same as the short-length ultraviolet light used 
to sterilize medical equipment and kill bacteria. 
So forget that myth, too. In fact, the oilier skin is, 
the easier it is for ultraviolet rays to penetrate.

Solar comedones
Researchers in Germany discovered that even 
small amounts of UVA radiation can cause 
changes in the skin surface lipids and sebum. 
This oxidation process creates free radicals, 
which cause premature aging and DNA dam-
age. Solar comedones (figure 6) are the re-
sult of accumulated sun damage over years. 
Also called Favre-Racouchot Syndrome (FRS), 
it affects predominantly middle-older aged 
men, and is characterized by multiple grouped 
comedones and cysts overlying thickened, 
yellowish skin, usually over the cheekbone, 
with a loss of elasticity. FRS is seen often with 
other solar-induced lesions, such as AKs and 
skin cancers. We recommend a broad-spec-
trum sunblock from birth on to prevent solar 
comedones.

continues

figures 1-6
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Treatments
Tretinoin (Retin-A) or other vitamin-A derivatives, such as 
vitamin A propionate can aid in sloughing the impactions. 
Also, another benefit of these vitamin-A derivatives is that 
they help rebuild collagen and partially reverse many of 
the signs of photodamage and aging. Manual extractions 
can be helpful, but may be difficult in the case of solar- 
and radiation-induced comedones, as these lesions are 
numerous and often small. 

Benzoyl peroxide cleansers and gels are beneficial in re-
ducing bacterial counts. Microdermabrasion may be offered 
to help reduce the appearance of scars. In certain extreme 
cases of more severe acne, a dermatologist may consider 
treating with oral isotretinoin at low doses. Every patient 
should use a broad-spectrum sunscreen of SPF 30 or high-
er daily and avoid excess sun and tanning lamp exposure. 

The nitty-gritty
Although some clients may feel that salt water and a nice 
tan	will	help	“dry	up”	their	acne,	the	skin	knows	better.	It	
has a collective memory. The oil glands, sensing dryness, 
will rev up its production of sebum to compensate, leaving 
the patient with even oiler skin. The radiated, burned up-
per layers of skin will clog these pores, causing acneiform 
lesions. In the long-term, the damage done to the DNA of 
the skin cells by ultraviolet radiation will cause mutations, 
which can lead to the development of skin cancer, leading 
to disfiguring surgery or worse. So remind clients to enjoy 
their day at the beach, but be sure to wear their non-come-
dogenic sunscreen, and bury this acne myth in the sand.  n

James E. Fulton, Ph.D., is the medical 
director for Vivant Pharmaceuticals, 
LLC. His other accomplishments in-
clude the development of the pat-
ented Benzoyl Peroxide gel delivery 
system and the co-development of 
Retin A®. Dr. Fulton was the first to 
use and patent vitamin A propionate 
in skin care products.

Caroline Caperton, M.D., holds a 
Master of Science degree in Public 
Health. She graduated with Research 
Distinction from the Miller School of 
Medicine at the University of Miami. 
Dr. Caperton has published exten-
sively in the field of dermatology 
and is currently working as a Clinical 
Research Fellow in the Department 
of Dermatology and Cutaneous Surgery.

when the Europeans returned from their vacations in the 
fall, but would recur each year they vacationed on the 
coast. The same reaction occurred in patients exposed to 
UVA radiation from artificial sources. It is also suggested 
that UVA activates the porphyrins produced by P. acnes, 
the bacterium responsible for the majority of acne, which 
resides in the sebaceous follicles.

Radiation-induced acne
Radiation-induced acne (figure 8) also causes destruction 
of the underlying connective tissue structure of the skin, 
resulting in dilated pore orifices. The skin loses its elastic-
ity, resulting in permanent atrophy. The damage is most 
noticeable when the pore orifices are large. Although rare, 
this type of acne occurs in areas of deeply penetrating 
radiation, such as in patients who have undergone treat-
ments for cancers of the head and neck. After the initial 
acute radiation dermatitis subsides, the patient is left 
with dense, darkly pigmented open comedones (if seen 
around an area of a surgical scar, ask the patient whether 
he has undergone radiation treatments). 

Mallorca acne
In the summer, Europeans vacation in Mallorca, an island 
off the coast of Spain, to soak up the sun. They noticed 
that after exposure to the sun, some vacationers developed 
small pink papules on the chest, back, and sometimes the 
face that evolved into pustules. This acne aestivalis (figure 
7)	or	“summer	acne”	results	from	exposure	to	the	sun.	
Although it can be exacerbated by greasy sunscreens, heat, 
and humidity, the real culprit is the ultraviolet damage. 
In the many cases studied by one group of researchers, 
antibiotics did not quell the reaction. The eruption ceased 

skin|burying another acne myth

figures 7-8

Mallorca acne  
on the upper arm

radiation-induced acne
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OOPS. It is a word neither you nor your client wants to 
hear leave your lips. What do you do when a brow wax 
goes wrong and they do not match? Or you pull off some 
skin? Take off a skin tag? Bruise someone? It does not 
matter who you are or how long you have been waxing 
these oops situations will happen.

Mistakes happen
We have all been there, whether or not we want to admit 
it. Sometimes it is a misunderstanding between client 
and technician, or sometimes you just make an error.

Take me for example. Just the other day a regular 
client came in for her usual bikini wax. After her proce-
dure, she looked at me in shock and exclaimed, “I didn’t 
apply	any	pre-wax	cream	down	there	for	the	pain!”	
However,	she	ended	up	with	a	Brazilian,	and	without	a	
numbing topical to boot. I had 10 Brazilians scheduled 
that day and she was next to the last. Did you ever see 
that	episode	of	“Sex	in	the	City”	when	Carrie	goes	to	
Los Angeles and decides to get a bikini wax but ends up 
with a Brazilian? Same situation. Luckily she laughed it 
off. But what do you do when they do not laugh? 

I have heard estheticians say, “it wasn’t my fault; the 
client	didn’t	tell	me	she	had	a	chemical	peel,”	or	“it	wasn’t	
my	fault;	she	started	taking	new	meds	and	didn’t	tell	me.”

“It	wasn’t	my	fault.	It	wasn’t	my	fault.”	Honestly,	it	
does not matter whose fault it is. If your client is new, 
they probably will not be back and they will name names.

Protect yourself and your client
Do you have a waxing release form for first-time clients to 
sign? Does it ask what medications they are taking? What 
about surgical procedures within the last year? Does it ex-
plain that waxing can cause bruising, bleeding and remove 
skin, which causes scabbing? These questions are a good 
place to start. The last line on my waxing release says, 
“Please inform me of any changes or new medications, 
which	may	affect	your	skin	and	the	waxing	process.”		4

BY DEBBIE MERHAR

OOPS!
knowing what to say when 
the unspeakable happens
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First and foremost, pay attention. Yes, your client should 
tell you of any changes. Yes, you should ask each time if 
there have been changes, but it is difficult to remember, 
especially when you have waxed regular clients for 10 
years. Suddenly, you get to chit-chatting and then oops. 

I once had a client come in with acute acne and I asked 
her what medications she was on. She told me none. I applied 
wax to one side of her brow. Not only did I take the hair off, I 
removed the skin as well. I then said, “do you now want to tell 
me	what	medications	you	are	on?”	She	said,	“Accutane.”	She	
did not want to tell me because she knew I would not wax her. I 
explained that I could have tweezed her brows and left the skin.

Remember, do not ever lie to your clients. Do not try 
to pass the blame if a mistake has happened. You know it 
and they know it. Misunderstandings and errors do hap-
pen. If you are honest with your client, most likely they will 
understand. But, when you mess up, apologize ... and do 
not charge them for the service. Not charging goes a long 
way. Remember the client who got the accidental Brazilian? 
I offered not to charge her, but she insisted she pay for a 
regular	bikini	wax	service.	Her	husband	loved	the	new	“bi-
kini	wax,”	and	she	has	been	getting	them	ever	since.		n

Deborah Merhar is the founder of Relax and Wax and 
owner of Ivy Spa in Reno, NV. She has been a licensed 
esthetician and waxing educator in the spa industry for 
more than 15 years. 

Say you saw it in LNE & Spa and circle #140 on reader service card
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MOST WOULD AGREE THAT ADEQUATE 
sunscreen application is imperative to skin 
health. Proper sun protection keeps the skin 
from aging prematurely, prevents skin cancer 
formation and prolongs the results of profes-
sional treatments. Regrettably, certain sunscreen 
ingredients are portrayed incorrectly, leading 
some consumers to mistakenly believe that sun 
protection products may not be completely safe. 
By unveiling the myths behind physical and 
chemical sunscreens, the clinician can further 
educate the patient about the benefits behind 
the different types of sun protection.

Understanding ultraviolet radiation
Ultraviolet radiation is a group of wavelengths 
of electromagnetic radiation shorter than what 
the human eye can see. While there are many 
wavelengths in the electromagnetic spectrum, 
UVA and UVB are directly related to the health of 
the skin. UVB radiation has a wavelength of 290 
to 320 nanometers (nm), long enough to reach 
the deepest layers of the epidermis. This par-
ticular wavelength of ultraviolet light is referred 
to	as	the	“burning	ray”	and	is	responsible	for	
causing sunburns. The longest of the ultravio-
let rays are UVA, ranging from 320 to 400 nm. 
Thought to be the principal cause of extrinsic 
aging,	UVA	rays	are	known	as	the	“aging	rays.”	

Both UVA and UVB rays have been shown 
to cause DNA damage in the skin, which leads 
to skin cancer. Because both are responsible for 
various levels of damage, sunscreen products, 
no matter the type of sun protection ingredients 
used, should provide broad-spectrum coverage 
that shields from both UVA and UVB radiation.

Physical sunscreen
Physical sunscreens include zinc oxide and ti-
tanium dioxide, which sit on the surface of the 
skin and reflect or scatter ultraviolet radiation 
before it can reach the epidermis. In the past, 
these inorganic materials were thick and occlu-
sive, deterring patient compliance due to their 
appearance when applied to the skin. Although 
they were not a cosmetically elegant means of 
sun protection, physical sunscreens have always 
been quite effective. Science has since greatly 
improved physical sunscreens, creating smaller 
particle sizes that are more cosmetically elegant. 

The decreased particle size are referred to as 
micronized particles or—if they are made smaller 
than 100 microns—nanoparticles. Micronization 
is a process by which the particle size of a sub-
stance is reduced. Inherently, the pigment of 
the substance will lessen as the particle size de-
creases. Since zinc oxide and titanium dioxide 
are opaque, micronizing the particles allows for 
a wider range of patient use. 

Micronized particles have been safely used in 
skin care and cosmetics for years with no known 
side effects. Nanoparticles are even smaller in 
size and, in some instances unrelated to sun-
screens, are thought to penetrate the cellular 
wall. For some, this is concerning because the 
technology is still relatively new and the rami-
fications of cellular penetration are unknown. 
Numerous studies have been conducted on the 
use of nanoparticles in skin care and, while more 
data is necessary to make a solid conclusion, 
the use of nanotechnology is widely considered 
a safe and effective means for improving the 

continues
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texture of sunscreens. Studies 
specifically related to nanopar-
ticles of zinc oxide and titani-
um dioxide have been able to 
confirm that they do not pen-
etrate the skin and, therefore, 
are not absorbed.

Zinc oxide offers the wid-
est range of protection, cov-
ering both UVB and UVA 
rays. Thick, occlusive zinc ox-
ide sunscreen products have 
since been replaced with vir-
tually weightless formulations 
that still adequately protect 
the skin. Micronized zinc ox-
ide paired with technology 
such as Z-Cote®	HP1	has	rev-
olutionized the physical sun-
screen	market.	Z-Cote	HP1	is	
a hydrophobic water repel-
lant that coats the zinc oxide 
molecule, allowing it to ap-
pear transparent on the skin 
as well as reducing the level 
of oxidative damage caused 

by ultraviolet radiation. Additionally, zinc oxide 
is known to be a superior anti-inflammatory 
agent, making an already exceptional protec-
tive ingredient that much more appealing.

Titanium dioxide is a naturally occurring 
mineral widely used in cosmetics and sunscreen 
products because of its ability to reflect ultravio-
let rays from the skin. Like zinc oxide, titanium 
dioxide is often micronized because it is occlu-
sive by nature. Unfortunately, titanium dioxide 
does not disappear once applied to the skin. 
This is often a deterrent for patients, especially 
those with higher Fitzpatrick skin types, reduc-
ing the likelihood of consistent daily use. Recent 
controversy surrounding titanium dioxide being 
a potential carcinogen has once again falsely 
instilled fear among consumers. It is unfortunate 
when scientific studies are taken out of context 
and information is misconstrued. Titanium diox-
ide has been used for decades and proven to 
be an effective sun protection agent. 

Chemical sunscreens
Chemical sunscreens have been used for their 
strong ability to effectively absorb UVB radia-
tion. Chemical sunscreens are organic sub-
stances that pass through the corneocytes and 
absorb harmful ultraviolet rays before they can 

damage the skin. Consumer information can 
sometimes be misleading, causing patients 
to believe chemical sunscreens are harmful or 
sensitizing, which is a misrepresentation. More 
often than not, the product’s base ingredients, 
rather than the active ingredients, cause sensi-
tive	skin	to	react	unfavorably.	However,	there	
is some controversy behind how chemical sun-
screens dissolve ultraviolet rays. Since chemi-
cal sunscreens are absorbed into the skin, the 
question remains if the ultraviolet rays are also 
being absorbed within the skin before being 
disseminated. While the concern is understand-
able, chemical sunscreens are proven to absorb 
ultraviolet rays before they cause cutaneous 
damage, therefore, the issue of whether the 
radiation penetrates is unimportant. There are 
many chemical sunscreens used in today’s mar-
ket that are deemed safe and highly effective. 
The following are the most often used:
•	 Cinnamates	are	the	most	commonly	used	

UVB sunscreen agents. Although cinnamates 
are often paired with other UVB absorbers, 
they tend to be less sensitizing than other 
options. Octinoxate and cinoxate are the 
more widely recognized trade names in the 
cinnamate family.

•	 Salicylates,	like	cinnamates,	are	known	to	
be non-sensitizing with topical application. 
They also require additional sunscreen addi-
tives in order to protect the skin from ultra-
violet damage because they provide weak 
ultraviolet absorption when used alone. 
The most commonly used salicylates are 
octisalate and homosalate.  

•	 Benzophenones,	most	often	oxybenzone	or	
dioxybenzone, are unparalleled in the family 
of chemical sunscreens because they offer 
both UVB and slight UVA protection. While 
reactions are rare, there is a potential for 
sensitization in some skin types. Although 
this family of chemical sunscreens narrowly 
extends into the UVA wavelengths, used 
alone, benzophenones do not provide ad-
equate broad-spectrum protection.

•	 Dibenzoylmethanes,	also	known	as	avoben-
zone, is an efficacious UVA absorber, but 
requires additional UVB ingredients to reach 
its full potential. Because it is relatively un-
stable on its own, it is also recommended 
to use avobenzone in conjunction with sta-
bilizers and antioxidants to counteract the 
photo-instability.
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•	 Epigallocatechin	gallate	(EGCG)	is	a	potent	
polyphenol antioxidant found in green tea 
that protects against oxidative damage, is 
a superior anti-inflammatory and has che-
moprotective benefits.

•	 Resveratrol	is	a	well-known	ingredient	de-
rived from colored berries and grapes. When 
applied topically prior to ultraviolet expo-
sure, resveratrol has been shown to suppress 
free radical damage and inflammation.

Best of both worlds
The most comprehensive sunscreen cover-
age comes from blending physical and chemi-
cal sunscreens. When physical and chemical 
sunscreen agents are used together, product 
consistency is manageable and the patient is 
more inclined to apply the sunscreen daily. 
Octisalate and octinoxate are non-sensitizing, 
photo-stable chemical sunscreen options that 
work well to make physical sunscreens even 
more cosmetically elegant.

Sunscreen is a daily necessity in the main-
tenance of skin health. Although the debate 
continues between physical and chemical sun-
screens, it seems that a blend of both, along 
with antioxidants, creates the most compre-
hensive sunscreen product available on to-
day’s market. While physical sunscreens are 
capable of protecting the skin from both UVB 
and UVA damage, their thicker consistency 
and white appearance are less than appealing 
to some patients. Chemical sunscreens offer 
adequate protection from UVB rays, which can 
cause cancer formation, but frequently do not 
offer favorable protection against aging UVA 
rays. Therefore, blending a physical sunscreen 
with a chemical sunscreen proves to be an ef-
ficacious sunscreen option.  n

Jennifer Linder, M.D., 
is a board-certified der-
matologist, a fellowship-
trained Mohs surgeon 
and one of the foremost 
U.S. experts in the use 
of the cosmetic filler 
Sculptra. A biomedical 
engineer and chemist, 
Dr. Linder holds a clinical faculty position in the 
department of dermatology at the University 
of California, San Francisco. Dr. Linder is chief 
scientist for PCA Skin.

•	 The	U.S.	Food	and	Drug	Administration	
recently approved the camphor derivative 
ecamsule, a photostable UVA absorber. 
While effective, it must be formulated with 
another sunscreen agent, such as avoben-
zone or titanium dioxide in order to provide 
optimal ultraviolet coverage. 

Antioxidants
The addition of antioxidants to a sunscreen for-
mula can improve its ability to protect against 
harmful ultraviolet rays as well as damaging free 
radicals. Although there are many antioxidants 
on the market, the following may be particularly 
beneficial for sunscreen formulations because 
of their chemo-preventive properties.
•	 Caffeine	is	a	unique	antioxidant	that	can	

force ultraviolet-damaged cells into apop-
tosis, or organized cell death, before they 
are able to duplicate into potentially can-
cer-causing cells.

•	 Silymarin,	from	the	milk	thistle	plant,	con-
tains silybin and has been found to protect 
against ultraviolet-induced cellular damage 
and carcinogenesis, or cancer cell formation. 

•	 Genistein	is	a	soy	isoflavone	that	has	the	
ability to increase the skin’s natural antioxi-
dants while also interfering with ultraviolet-
induced DNA damage and mutation. 

When physical and 
chemical sunscreen 

agents are used 
together, product 

consistency is 
manageable and 

the patient is more 
inclined to apply 

the sunscreen daily.
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AS YOU MAY ALREADY KNOW, WAX-
ing is truly an art. Not only must it be 
used consistently, but providing a wax 
service has to feel comfortable to you 
as the wax professional. There have 
been countless wax training courses 
where I have witnessed so many fear-
ful salon professionals wig out because 
they do not put the time into practicing 
the Brazilian wax, are not comfortable 
with the wax they are using, and put 
too much energy into holding down 
their wiggly clients.

There are seven things that will help 
you to become a faster and more effi-
cient Brazilian wax professional. These 
tips are easy to apply even if you have 
been offering the Brazilian wax for years 
or are just starting out offering this 
quick money-making service.

1. Organize 
your work space
All of your waxing supplies and equip-
ment should be within arm’s reach at 
all times. So, if you are right-handed, 
your wax pot, spatulas and waxing 
strips should be on your right and the 
garbage should be on your left. This 
is	what	I	call	the	“wax	and	throw”	of	
speed waxing. Organizing your work-
space will help you achieve and com-
plete your wax service quickly with the 
least amount of physical effort.

2. Wax
Your wax is the most important part of 
the service. When researching a wax, 
remember a few things. Pubic hair is 
very strong and coarse so whether you 
use a soft or hard wax, you need to test 

each product on coarse hair specifically 
to know that it will adhere and remove 
the hair completely. Men are great as 
wax test subjects, especially those who 
have a lot of hair. Keep in mind, when 
you find the product you prefer, and you 
are learning or perfecting your Brazilian 
wax, you have to use the same wax for 
practicing and paid wax services.

3. Wax lighting
Lighting is extremely important during 
every service, especially a Brazilian wax. 
If you conduct your waxing service in a 
facial room that has dim lighting, the use 
of your mag lamp or even headgear will 
add extra light so that you can see every 
hair and angle. Clients rely on you to re-
move all hair, which is why they pay you.

4. Consistency
The only way to truly become faster 
is to do everything the same ... every 
time. Start on the same side, position 
every client the same way, stand in the 
same place and hold the stick the same 
way every time. 

5. No touchy-touchy 
or rubby-rubby
Spa	professionals	are	very	“hands	on”	
and we are always working, talking and 
connecting with our clients through 
our	hands.	However,	when	providing	
a Brazilian wax treatment, we take the 
“hands	on”	approach	for	this	service	a	
little bit too far. There is no reason for 
you as the wax professional to rub oil 
onto your client or apply post products. 
Waxing is not a pampering service and 
should not be treated as such. 

When the client comes into the waxing 
room, the oil and cotton or towel should 
already be on the table. Instructions 
should be given on where to the apply 
the oil, and then the client will apply the 
oil themselves. Once the Brazilian wax 
service is completed, the client should be 
instructed on what post products to apply 
to themselves once you leave the room.

by Stephanie Laynes

7 steps to a quicker,  
faster Brazilian wax

skin|fast wax

continues
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quires you to do all of the work. This is a great tip for fidg-
ety clients who do not know what to do with their hands 
or are constantly moving.

7. Educate your client 
It is very important to educate your clients about the impor-
tance of allowing the hair to grow in completely. We often 
take a client and try to wax them even though we know that 
their hair is not long enough, or they shaved two days prior 
to their appointment because they could not wait. When 
the hair is at a perfect length, the wax adheres to it, the 
hair does not break and it is less work. Add an incentive to 
your Brazilian wax: when your client rebooks every three to 
four	weeks,	lower	the	cost	for	them.	Hair	growth	becomes	
consistent, there will be less breakage and the amount of 
time you spend waxing them will decrease, since their hair 
growth will be better controlled.  

The two most important things to remember about wax-
ing in general is to invest in a good wax warmer and always 
remain calm during a wax service. Just keep telling yourself 
that it will grow back.  n

Stephanie G. Laynes is a licensed esthetician, and has been 
an esthetics educator and consultant for the last eight years. 
She is the owner of Smooth Skin Supply. Laynes does hands-
on training for professionals on the fundamentals of waxing.

6. Four hands are better two
With your client participating in a body waxing service, 
especially the Brazilian wax, you have two more hands to 
help hold the skin tight and flat. By guiding and placing 
your client’s hands where they need to be, you will be able 
to apply and remove the wax faster than you would if you 
allowed your client to just lay there on the table, which re-
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When the hair is at a perfect length, 
the wax adheres to it, the hair doesnt 

break and it is less work because 
it was waxed only one time. 
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PREMIUM POTENCY
The Oil-Free Moisturizing SPF 46 
Cream from Lady Burd® protects 
skin from harmful UVA and UVB 
rays. Sodium hyaluronate and 
vitamin E help skin appear younger 
and smoother, says the company.  
www.ladyburd.com

HIGH-TECH 
HYDRATION
AQUAFUSE hydrate is the 
powerful solution designed 
specifically for the cutting 
edge new Bio-Hydroderm™ 
hydrodermabrasion.  
It can also be used with 
ultrasonic and microcurrent 
applications. The formulation 
of peptides, aloe and copper 
work together to refresh 
skin and fight the signs of 
aging, says the company. 
www.bio-therapeutic.com

CUSTOMIZED CONTROL
Hydropeptide® SPF 30 Anti-Wrinkle Skin 

Enhancing UV Protection is no typical 
sunscreen. It self adjusts to the color of each 

user’s skin tone, enhancing the complexion 
as acai berry fends off premature aging. 

Acai berries contain 10 times as many 
antioxidants as red grapes and as much as 
30 times the antioxidants in red wine, says 

the company.  www.hydropeptide.com

T-ZONE TERMINATOR
Introduce your acne-prone clients to a product tailored to their 

skin condition. The Force de Vie Pure Oxygen Micro-Gel 
from Luzern Laboratories® is the ultimate oil-controlling anti-
aging moisturizer, says the company. The weightless formula 
is a combination of pure oxygen, high-density nutrients and 
anti-acne actives, which work together to stimulate collagen 

production, restore moisture balance, accelerate cell turnover, 
regulate sebum and relieve redness.  www.luzernlabs.com
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DESTROY  
DRY EYES!
Gabriel Productions 
introduces a highly hydrating 
eye cream infused with 
caffeine to invigorate the 
skin surface and promote 
lifting, firming and fine line 
reduction. The Forever 

Perfect Eye Cream contains vitamins A and C 
to nourish skin cells while botanical extracts and 
plant based ingredients promote skin health, says 
the company.  www.gabriel-productions.com

Say you saw it in LNE & Spa and circle #229 on reader service card

PEPTIDE POWER
The new Peptide 38 from Rhonda 
Allison Cosmeceuticals is a 
powerful complex of peptides and 
antioxidants that actively corrects 
signs of aging using the latest 
cosmeceutical technology, says 
the company. It is ideal for all skin 
types, and especially beneficial for 
preserving a youthful appearance 
and reversing signs of photodamage.  
www.RhondaAllison.com

CITY SUNSHINE
Urbanites require skin care 
protection that goes a step 

further than shielding them from 
the sun’s rays. City Protect™ 50 

by Matis Paris guards the skin 
against pollution, tobacco, sun 
and toxic city lifestyle, says the 

company. The invisible protective 
fluid delivers antioxidant action 

and SPF 50 protection to the skin.
www.matis-paris.fr
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Top honors! 
LES NOUVELLES ESTHÉTIQUES & SPA MAGAZINE, 
American edition has recently introduced the new LNE & Spa 
Award, created to recognize and express appreciation for out-
standing spas throughout the United States, specifically in the 
Central, Southeast, West and Northeast regions of the country.

The regional Awards honor spas in four categories: Luxury 
Spa, Day Spa, Medical Spa and Green/Wellness Spa. LNE & 
Spa invites owners and managers from each region to en-
ter their spas for consideration. They are asked to answer a 
questionnaire about the unique attributes of their spa that 
set it apart from others. Noteworthy spas are nominated 
for each LNE & Spa Award category. One grand winner is 
chosen from these nominees. 

The panel of judges for the LNE & Spa Awards consists 
of the LNE & Spa educational committee and editor-in-chief 
Denise R. Fuller. The panel selects the final winners based on 
which spas they feel most represent excellence, innovation 
and quality within each category. Their decisions are based 
on the feedback they receive from a mystery client, who vis-
its each of the nominated spas as a guest and completes a 
questionnaire about it for the panel to review. 

On April 3, LNE & Spa honored outstanding spas of the 
Southeastern United States. Grand winners were announced 
and introduced onstage at the LNE & Spa Award ceremony 
during the Miami Beach International Congress of Esthetics 
and Spa General Session. Fuller and LNE & Spa publisher 
Dr. Jean Jacques Legrand presented representatives from 
each of the winning spas with a customized crystal water 
drop to display in their business. All other nominees received 
a customized certificate of recognition for their honorable 
mention to showcase in their spa.

The nominees and grand winners for the Southeast LNE 
& Spa Awards were:

LUXURY SPA
Grand winner: agua Spa at Delano Hotel
Honorable mentions: Biltmore Spa, Spa Terre at Little 
Palm Island, The Standard, Viceroy
DAY SPA
Grand winner: La Bella Spa
Honorable mentions: Eleven Spa Delray, Kaffee’s Garden 
Spa, Lemongrass Day Spa, Sanctuary Salon & Spa, The 
Sanctuary Spa at Tradition
GREEN/WELLNESS SPA
Grand winner: The Spa on Green Street
Honorable mentions: Blue Lotus Day Spa of Tampa, Emena 
Spa, Island Body & Sol Spa, Uhma Spa
MEDICAL SPA
Grand winner: Blue Water Spa
Honorable mentions: Anushka Spa Salon & Cosmedical 
Centre, Blue Med Spa, Brazelia Med Spa, Mandala Med Spa

Read on to learn more about the grand winners, and see 
why each of them has earned the distinction of the Southeast 
LNE & Spa Award of 2011!   4

Dr. Jean Jacques Legrand, publisher of LNE & Spa magazine, presents 
the LNE & Spa Awards with Denise R. Fuller, editor-in-chief

BY AMANDA CLINTON
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LNE & SPA AWARD  
WINNER FOR LUXURY SPA:
Miami Beach is one of the most vibrant and glam-
orous cities in the Southeast United States, so it 
is no big surprise that the 2011 LNE & Spa Award 
recipient for the luxury spa category calls this city 
home. The agua Spa	at	Delano	Hotel	is	a	sanctuary	
of serenity on the rooftop of one of the area’s most 
prestigious	hotels.	The	Delano	Hotel	is	known	for	
its hip nightclub, frequent celebrity sightings and 
first class restaurants onsite. 

The agua Spa itself is every bit as classy as its 
home. Guests receive state-of-the-art treatments 
aimed at rejuvenating the body, mind and spirit in 
pristine white rooms. A well-rounded selection of 
services address every beauty and wellness need. 
Facials, massages, waxing, manicures and pedi-
cures are all available at agua Spa. There is also 
a variety of longer, customized service choices for 
spa goers seeking more extensive treatments with 
special objectives, such as the three and a half hour 
“South	Beach	Beauty”	treatment	and	the	two-hour	
“Heavenly	Hangover”	service.	

Poolside services are another option available 
to agua Spa guests. They can receive a massage, 
manicure or pedicure in a poolside cabana or relax 
in a chair by the pool as they enjoy a massage for 
the feet or the neck and shoulders.

After their treatments, guests can unwind on the 
spa’s large, private open-air terrace. There they can 
sip a drink or have a bite to eat as they savor the soft 
comfort of the ocean breeze and a beautiful, 360-de-
gree panoramic view of Miami Beach. The extraordi-
nary sight is a visual treat for locals and tourists alike. 

The posh setting, indulgent treatments and mag-
nificent views guests enjoy at agua Spa at Delano 
Hotel	easily	live	up	to	the	expectations	of	even	the	
most discriminating spa guests, making it a true 
example of a fine luxury spa.  n

agua Spa at Delano Hotel
LAURA KAIN 

SPA DIRECTOR
1685 COLLINS AVE. 

MIAMI BEACH, FL 33139 
305-674-6100

 LAURA.KAIN@MORGAN-
SHOTELGROUP.COM 

WWW.DELANO-HOTEL.COM
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Laura Kain (spa director of agua Spa/
Delano Hotel) with Christèle de La Haye
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LNE & SPA AWARD  
WINNER FOR DAY SPA:
To say that La Bella Spa has everything spa 
goers could ask for in a day spa is an under-
statement. A trailblazer in modern spa therapy, 
La Bella Spa offers an impressive selection of 
services that encompasses everything from ba-
sic facials to the most cutting edge, high-tech 
advancements in clinical esthetics and holistic 
spa therapies. 

Each and every La Bella Spa client is treated 
to customized care. The team executes a mul-
tifaceted	approach	to	“beauty	intervention”	
by taking a wellness inventory of guests when 
they first arrive. They then design a therapy 
plan to meet the individual’s needs and objec-
tives, with protocols to help them reduce stress, 
boost their well-being and improve their ap-
pearance. Clients who receive high-tech body 
enhancing services consult with Body Shape 
Program Techs, who create an individualized 
service plan to pursue the client’s unique goals. 
La Bella Spa’s menu of body shaping services 
features a full selection of advanced, non-inva-
sive body contouring treatments that address 
all kinds of physical flaws, including cellulite, 
flaccid skin, fluid retention, muscle toning and 
circumferential reduction. 

La Bella Spa’s skill in catering to clients’ in-
dividual needs is further demonstrated by the 

La Bella Spa
JOSEPH MANDATO

DIRECTOR
3505 N. COURTENAY PARKWAY

MERRITT ISLAND FL 32953
321.453.1510

JOEM@LABELLASPA.COM
WWW.LABELLASPA.COM

abundance of treatments 
and experiences designed 
to target specific skin con-
ditions, age groups and 
goals. Similarly, a complete 
assortment of party pack-
ages is geared to particular demographics and 
celebration themes. The spa menu also includes 
a solid selection of services exclusively for men, 
which is still a rarity at modern day spas. 

La Bella Spa even practices their commit-
ment to personalized service with the staff, fol-
lowing	a	“strengths-based”	management	style,	
assigning tasks and projects to staff based on 
their natural gifts. 

The broad variety of specialized services 
available at La Bella Spa could only be possible 
with the asset of a highly skilled team. The staff 
demonstrates their dedication to keeping every 
member at the top of their game by providing 
them with quality education, holding several 
in-house career programs throughout the year. 
Learning directly from respected educators in 
the industry keeps every team member “in the 
know”	about	the	latest	spa	trends	and	devel-
opments. Between the abundance of service 
options and the unique level of individualized 
attention and care guests recieve, La Bella Day 
Spa is truly a shining star in the modern day 
spa industry.  n
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Joseph Mandato, at center
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LNE & SPA AWARD WINNER 
FOR GREEN/WELLNESS SPA:
A focus on health and environmental aware-
ness has been evolving steadily within the spa 
industry in recent years. The changing expec-
tations of increasingly conscientious spa go-
ers has helped this welcome trend to thrive, 
ultimately leading to the rapid growth of the 
green/wellness sector of the industry. While 
many modern spas are incorporating wellness 
services and green initiatives into their busi-
ness practices, there are some that stand out 
for executing these concepts in unique ways. 
One such spa is The Spa on Green Street in 
Gainesville, GA. 

Wellness programs at The Spa on Green 
Street are based on the model of destination-
style spa health retreats. Each client’s program 
is designed to target solutions for their personal 
issues, which range from concerns as common 
as aging and excess body weight to problem-
atic digestion and seasonal allergies. The prod-
ucts used at the spa include botanical-based 
homeopathic formulas, minerals and essences. 
Additionally, an onsite natural pharmacy bou-
tique carries supplements, herbs and homeo-
pathics, serving as a convenient resource for 
guests to pick up home care products.

Regardless of the focus of their wellness pro-
gram, guests at The Spa on Green Street receive 
guidance from highly qualified experts. The pro-
fessional team includes resident naturopath and 
nutritionist Ricardo Boye, who uses his unique ex-
pertise to help clients determine the root causes 
of	their	imbalances.	His	valuable	insight	is	used	
to customize each individual’s wellness plan. 

The Body Sanctuary is The Spa on Green 
Street’s personalized fitness center, which 
specializes in cutting-edge, multi-modality 
programs in individual and small group set-
tings. All personal trainers, yoga and Pilates 
instructors have years of experience and nu-
merous certifications to their credit.

The trainers and instructors customize fit-
ness programs to achieve each client’s personal 
goals, such as strength, flexibility, improved 
performance and pain elimination. The Body 
Sanctuary offers everything from cardio dance 
classes and yoga to intense training programs 

The Spa on Green Street 
TERYL WORSTER 
CO-OWNER/SPA DIRECTOR/ 
FITNESS DIRECTOR  
635 GREEN STREET 
GAINESVILLE, GA 30501 
678.450.1570
TWORSTER@SPAONGREENSTREET.COM  
WWW.SPAONGREENSTREET.COM

utilizing today’s most cutting edge fitness ap-
paratuses and equipment. 

The Spa on Green Street’s individualized 
treatment plans help clients achieve personal 
wellness by improving their physical fitness 
and health, effectively delivering what growing 
numbers of today’s spa goers are looking for. 
Forward thinking green/wellness spas can look 
up to The Spa on Green Street as a model of 
what is to come in the industry.   np
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LNE & SPA AWARD 
WINNER FOR MEDICAL SPA:
Medical esthetics is a consistently growing 
sector of the spa industry. A medical spa op-
erates under the full-time, on-site supervision 
of a licensed health care professional. The 
collaboration between medical and esthetic 
professionals enables a scientific approach to 
esthetics, an exciting development in the in-
dustry with far reaching possibilities. 

LNE & Spa’s choice for the 2011 Southeast 
Medical Spa Award is the Blue Water Spa of 
Raleigh, NC. Owned and operated by board-
certified plastic surgeon Michael Law, M.D. 
and his wife Kile Law, the eight-year-old facil-
ity is a fully integrated plastic surgery medi-
cal spa that provides services in every area 
of esthetics, from laser hair removal and skin 
rejuvenation to facial treatments and pamper-
ing body therapies. Blue Water Spa’s menu 
of services is extensive, covering every area 
of the face and body. Men are definitely not 
an overlooked segment of Blue Water Spa’s 
clientele, as the substantial variety of avail-
able male-specific treatments demonstrates. 
The Blue Water Spa is distinguished as the 
top provider of Botox® and Juvederm® in the 
Raleigh triangle area, and it is one of the lead-
ing Botox providers in the country. 

The vast selection of esthetic plastic surgery pro-
cedures conducted at the Blue Water Spa includes 
everything from facelifts and liposuction to otoplasty 
(ear reduction) and facial fat grafting. Patients are 
in qualified hands, as Dr. Law himself performs all 
major surgeries. Surgical patients receive one com-
plimentary overnight hospital stay with supervised 
care and monitoring to ensure their safety, as well 
as peace of mind for their loved ones. 

The combined expertise of a plastic surgeon, nurs-
ing staff and medical estheticians equip clients and 
patients at Blue Water Spa with the best resources 
available to address all of their esthetic goals. The 
broad, inclusive selection of services and outstanding 
quality of care that patients and clients experience at 
Blue Water Spa are distinctions of true excellence.  n

Blue Water Spa 
KILE LAW, PRESIDENT
10941 RAVEN RIDGE ROAD 
SUITE 10, RALEIGH, NC 27614 
919-870-6066
KILE@BLUEWATERSPA.COM 
WWW.BLUEWATERSPA.COM 
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Blue Water Spa manager,  
Amaris Balkus, at left
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Mystery diagnosis
Just as irritable bowel or chronic fatigue 
has been labeled as a syndrome, adrenal 
fatigue has not been recognized as a real 
diagnosis in the medical field. Adrenal 
fatigue is a term applied to a collec-
tion of nonspecific symptoms such as 

body aches, fatigue, nervousness, sleep 
disturbances and digestive problems. 

Although there no specific tests that 
will provide a true diagnosis of adrenal 
fatigue, there are tests that may con-
tribute to an assessment, such as a pos-
tural hypotension test, an AM cortisol 
test, or an ACTH stimulation test. It is 
customary for a physician to assess the 
adrenals together with thyroid tests to 
rule out insufficiency, which sometimes 
occurs in long-standing hypothyroidism.

Recovery
Nutrition: Recommend your client slow-
ly modify their diet to consume more 
unprocessed foods. Foods straight from 
nature have limited contaminants, stim-
ulants and chemicals. Chose from fresh 
fruits and vegetables, nuts, grains, low 

ANDREW WEIL, M.D., THE 
famous health guru, labeled 
today’s community as the tired 

and wired society. We are exhausted 
from our stressful lives, yet wired on 
stimulants that keep us falsely energized. 
All this overtaxes our bodies and enters 
us into the “adrenal fatigue club.”

The adrenal glands
The adrenals are endocrine glands that 
sit atop each of the kidneys. These two 
glands secrete four primary hormones: 
DHEA, adrenaline, cortisol and norepi-
nephrine. These are the body’s front line 
of defense against stress and danger. 
Under normal conditions, the highest 
levels of stress hormones are released 
in the morning, and lower levels are 
released at night. 

When adrenal function is impaired, 
serious disorders can arise such as low 
blood pressure, low body temperature, 
low blood sugar and a total feeling of 
exhaustion. When stress is prolonged, 
the organs begin to weaken and other 
health related problems can set in.

Telltale signs 
Ask your clients these questions: 
•	 Do	you	feel	tired	all	the	time?		
•	 Do	you	constantly	need	coffee,	

energy drinks or have constant 
salt	or	sugar	cravings?	

•	 Do	you	feel	your	best	after	6	p.m.?	

People who suffer from adrenal fa-
tigue feel tired and frequently unwell. 
Please note that if clients have some 
or all of the above symptoms, it does 
not necessarily mean they suffer from 
adrenal fatigue. Any negative health 
symptom that is in question should be 
examined by a physician.

mercury fish, lean meats. Drink green 
tea, herbal teas and water. Soda lovers 
will enjoy seltzer water with a splash of 
fruit juice. Eat smaller meals throughout 
the day to keep sugar levels balanced.

Particularly important to adrenal 
health is pantothenic acid (100 milli-
grams a day), as a deficiency may re-
sult in adrenal atrophy. Foods rich in 
pantothenic acid include whole grains, 
legumes, cauliflower, broccoli, salmon, 
sweet potatoes and tomatoes.

Sleep: REM (the deepest level of 
sleep) is when the body does its magic 
with repairing and healing. Sleep depri-
vation will affect the mind and physical 
body. Adrenal glands work overtime 
with exhausted bodies trying to keep 
the fight-and-flight mode at bay.

Exercise: Exercise for the mind and 
the body is an excellent outlet for stress 
and exhaustion. Walking or simple med-
itation can do wonders, even if it is for 
30 minutes.

Word to therapists
Keep your energy at optimum levels, 
blood sugar in check and mind sharp. 
At the workplace, have small nutritious 
snacks handy and properly hydrate with 
water (there are some vitamin powder 
packets that have B vitamins and vita-
min C that you can add to your water). 
Take three deep breaths in a row a few 
times a day. Watch your coffee/caffeine 
consumption and try to get your en-
ergy from nutritious foods. 

Remember that your clients can feel 
your energy or lack of it. It is a win-win 
situation for everyone if we can keep 
our minds and bodies in the best con-
dition, both mentally and physically.  n

Donna Dodier is a licensed esthetician 
in Florida and New England. She is an 
educator, writer, lecturer and consultant 
on the subjects of LED photorejuvena-
tion, infrared body treatments (Sudatonic 
method), spa management and wellness. 
Dodier is an educator on the subjects of 
anti-aging with nutraceuticals and holistic 
alternatives for both the skin and body. 
She can be reached at 561.886.8427 or 
quasarbeauty@hotmail.com.

by Donna Dodier
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Properly hydrate with water (there are some 
vitamin powder packets that have B vitamins 
and vitamin C that you can add to your water). 
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1. TOTAL EFFECT 
The bT-Infusion™ Vitamin 
C Masque from Bio-
Therapeutic helps alleviate 
dryness while firming, 
refining and smoothing the 
skin, says the company. 
Active ingredients include 
aloe vera, vitamin C, 
elastin and witch hazel.
www.bio-therapeutic.com

2. TROPICAL RADIANCE
The protective Surya SPF 15 
Mist from Hale Cosmeceuticals, 
Inc. is a sunscreen based on 
exotic tropical oils, providing 
protection against UV rays 
as it replenishes skin lipids 
that get oxidized during sun 
exposure. It also doubles as 
a body toner to tighten skin 
and reduce the appearance of 
cellulite, leaving skin smooth 
and supple, says the company.
www.halecosmeceuticals.com

3. RELAXING 
REFRESHMENT
The Phyto-Aromatic 
Mist from Pevonia 
Botanica’s exclusive 
line of sun products 
provides sweet smelling 
hydration to skin that 
is parched or irritated 
from the sun. The 
soothing blend of aloe, 
chamomile, calendula, 
French rose and 
hyaluronic acid balances 
and restores the skin’s 
natural moisture, 
says the company. 
www.pevonia.com  

4. MOISTURE 
MAINTENANCE 
The Hydro Active product 
range by Dr. Grandel 
features advanced 
ingredients that address 
the needs of both dry and 
combination skin types, 
providing protection 
against moisture loss, 
says the company. The 
Moisture Mask boosts and 
revitalizes skin to reveal a 
fresh, smooth and youthful 
look, says the company.  
www.grandel-usa.com

HERE  
COMES  

THE SUN
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5. SMOOTH 
REAWAKENING
The pistachio mint 
energizing masque from 
yum skin care delivers 
refreshing moisture to 
the skin. The delightful 
assortment of natural 
elements includes pistachio 
pulp purée, Karite tree 
butter, emollient Amazonian 
murumuru butter and 
organic sunflower and 
jojoba oils. Spearmint 
leaf oil revitalizes and 
brightens the complexion.  
www.yumskincare.com

7. HAPPILY HAIRLESS
Lahoria Caramel™’s 
completely natural 
formula is used for a 
highly unique hair removal 
method that incorporates 
traditional sugaring 
techniques by massaging 
hair off in its natural 
direction. The innovative 
formula is applied at room 
temperature, sparing 
clients from unnecessary 
discomfort or risk of 
burns, says the company. 
www.lahoriausa.com  

8. CREAMY CRAVING
Pamper your clients to 
the max with the luxurious 
Body Butter by Mukha 
Essentials, an indulgent 
mixture of whipped shea 
butter, purified sea water 
and soy milk. The easily 
absorbed Body Butter 
improves skin texture, 
pigmentation, dullness and 
tone, says the company. 
It can be used daily to 
help regenerate elasticity.  
www.mukhaspa.com

6. COOKIES ‘N CREAM
Treat your clients to the sinful 
sweetness of fresh baked 
sugar cookies with toasted 
almonds and sweet butter 
cream—for zero calories! 
Crater Lake Company™’s 
delectable Almond 
Buttercream Cookie Body 
Butter is packed with organic 
botanicals and vitamin-rich oils 
that provide major moisture 
to chronically dry skin, says 
the company. The soothing 
blend does not leave behind 
a sticky or greasy feel.
www.craterlakecompany.com

HERE  
COMES  

THE SUN

SAY HELLO TO A HOT AND STICKY CLIMATE 
and good-bye to blustery cold temps! Your 
schedule will soon be packed with summer service 
appointments as everyone rushes to get ready for 
the beach and recover from too much sun. Make 
sure you have everything you need to provide your 
clients with the best treatments possible, and keep 
your retail shelves stocked with the hottest new 
home care products on the market! LNE & Spa’s 
2011 summer product preview helps you do just 
that. Check it out… 4
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here comes the sun

9. CUSTOMIZED 
CAMOUFLAGE
Encourage your clients to give 
their complexion a boost as 
they protect their skin from UVA 
and UVB rays this summer. The 
Tinted Mineral Sun Veil SPF 
15 from G.M. Collin blends 
well with any skin tone. It is 
formulated with natural zinc 
oxide, a non-allergenic mineral 
sunscreen that is suitable for all 
skin types, says the company. 
An all natural pigment is 
added to provide a sheer wash 
of color that enhances and 
evens out any complexion.  
www.gmcollin.com

11. BYE BYE  
DRY EYES!
The richly textured Eye Cream 
from Kahina™ Giving Beauty 
provides intense moisture and 
regenerative antioxidants to 
the eye area for noticeable 
skin firming and smoothing, 
says the company. Argan oil is 
paired with green tea extracts 
to protect and repair skin at 
the cellular level, and soothing 
sea fennel extract reduces 
the appearance of fine lines.
www.kahina-givingbeauty.com

10. PRETTY PERFECTION
Your clients will love the 
Surface Primer SPF 20 by 
Rae Cosmetics®. The high 
quality primer conditions and 
protects while diminishing the 
appearance of imperfections, 
fine lines and large pores, 
says the company.
www.raecosmetics.com 

12. CLEAR COVERAGE 
Sun Defense Minerals SPF 
30 from Éminence Organics 
is a forward thinking form of 
sun protection. The water 
resistant coverage comes in a 
selection of six different shades 
to match any skin tone. Packed 
with bioflavonoids, zinc oxide 
and vitamins A, C and E, it is 
a portable item that is easy to 
carry and applied with a brush. 
www.eminenceorganics.com

13. AMAZING APPLICATOR
The Flawless Face Brush from 
Essential Beauty Supplies 
consists of a blend of both 
synthetic hairs and soft goat 
hairs. Mineral foundation, 
powders and bronzers adhere to 
the bristles for extra coverage, 
says the company. The brush 
head is tapered for accessibility 
around the nose and eye, and 
a short chubby handle makes 
it easy to keep in a purse for 
touch-ups throughout the day.
www.essentialbeautysupplies.com

14. FOUR WAYS TO FABULOUS!
The Paint Palette from Mirabella Beauty’s 
new Artistry Collection contains four 
shimmering wet/dry baked mineral 
shadows. The versatile shades are 
Burnished, Mauvelous, Orange Tarte and 
Pink Pearl.  www.mirabellabeauty.com
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15. DEWEY DELIGHT
The Coplacen Serum by 
DermaSwiss® is a collagen 
booster that significantly 
reduces skin damage 
and elasticity loss, says 
the company. It fights 
wrinkles and gives the skin 
a luminous appearance. 
Coplacen Serum makes 
a good component 
for any revitalizing or 
hydrating services.
www.dermaswiss.com

16. BLEMISH BLOCKER
The Repair Serum from A 
Natural Difference offers 
advanced protection against 
sun damage. Stem cell 
extracts are included in the 
formula to fight photoaging. 
The serum protects the skin 
from UV-induced oxidative 
stress, inhibits inflammation 
and controls cellular 
breakdown caused by UV 
rays, says the company.
www.anaturaldifference.com

17. HOLD ONTO 
HYDRATION   
The Marine Collagen 
Serum is the definitive 
moisturizer from Touché 
Beauty. A luxurious 
blend of ingredients 
combine nature and 
science to reduce trans-
epidermal water loss and 
provide a non-occlusive 
protective barrier from the 
environment. It delivers 
the perfect balance of 
hydration and defends 
the ideals of all skin types, 
says the company.  
www.touchebeauty.com

18. TROPICAL RESTORATION
The Sun Healing Remedy from 
Ola Hawaii is designed to repair 
and heal overexposed or irritated 
skin on the face or body. When 
used regularly after a sunburn, 
skin does not blister or peel, and 
even helps sustain a tan, says 
the company. It can also be used 
following waxing services, or to 
address eczema and insect bites.
www.hawaiianbodyproducts.com

19. OCEAN SPRITZER
Breathe new life into dry, sun-
damaged skin with the Sea 
Vitamin Boost by OSEA. This 
refreshing spray contains potent 
marine ingredients that help to 
immediately restore a softer, 
healthier and younger looking 
appearance to skin, says the 
company. Extracts of red wine and 
pomegranate are also included 
to protect skin from cellular 
damage.  www.oseaskin.com  
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20. CHILL OUT
The skin energizing Bio Cell+ 
Mask from Le Mieux is a 
revolutionary wrinkle reducing 
solution that instantly cools, 
soothes and brightens tired, 
dry and dull complexions, says 
the company. The mask utilizes 
freeze-dried marine collagen, 
along with specially formulated 
peptide technology designed 
for optimal delivery to the 
facial muscles, allowing for 
high concentrations of amino 
acids to retain their properties 
and be released within the 
skin throughout the day. 
www.LeMieuxCosmetics.com

21. SUBTLY 
SENSATIONAL!
The unique new Island Tan 
Matte Bronzer from South 
Seas Skincare® is perfect 
for low key beachgoers who 
simply desire a healthy glow 
without any extra flash. The 
formula is designed to match 
any skin tone and is free of 
shimmer agents. Made up of 
100 percent pure minerals, the 
pressed bronzer blends easily 
and leaves a smooth, streak-
free finish, says the company.  
www.southseasskincare.com

22. ROLL ON RELIEF
The easy and convenient PFB 
Vanish™ addresses unsightly 
ingrown hairs, razor burn 
and bumps that result from 
shaving, waxing, electrolysis 
and other hair removal 
methods. Exfoliants in the 
formula enhance penetration 
of the skin’s barrier properties, 
unroofing blackheads and 
whiteheads, says the company.  
www.pfbvanish.com

23. FRUITY FRESHNESS
The Papaya Pineapple 
Mask from Sanitas Skincare 
is a sweet, creamy formula 
of nutrient-packed fruit 
enzymes that exfoliates 
dead skin and accelerates 
skin tissue regeneration, 
says the company. It helps 
loosen pores and improves 
skin tone and texture, 
leaving it soft and radiant.  
www.sanitas-skincare.com

24. DAMAGE CONTROL
The toll of sun on the skin 
can be minimized with 
the help of the fibrous 
stonecrop gel mask 
from ilike organics. The 
luscious, regenerating 
mask lightens, calms and 
firms all skin types, says the 
company. It is especially 
useful for pigmented skin, 
sunburns and blemishes. 
www.szepelet.com
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25. OUT THE 
OUCH FACTOR 
Spare your clients the painful 
component of waxing 
services with help from 
Skin Blends. Begin with 
the P & P Wax Cleanser to 
reduce bacteria count and 
prevent follicle infection 
and breakout. Ingredients 
menthol and grapefruit seed 
extract help the hair stand 
up for more efficient waxing, 
says the company. The Wax 
Recovery Gel can be used 
immediately after waxing to 
provide cooling relief to the 
skin. It contains botanicals 
with antioxidant properties 
that soothe and hydrate, 
making it a great facial mask 
to use following a sunburn. 
www.skinblends.com

26. SMOOTH AND 
SOOTHED 
Treat ingrown hairs and 
prevent the skin irritation, 
rashes and bumping 
associated with hair removal 
with Relax and Wax’s aptly 
named Get the Bump Outta 
Here! Primarily designed to 
address ingrown hairs, the 
easy to use roll on formula also 
delivers cool relief to sensitive 
skin. www.relaxnwax.com 

27. HAIR-FREE HELP
Help your waxing clients get 
perfectly smooth and healthy 
skin everywhere with a solution 
for their ingrown hairs. Carrioff 
by Épilyss is a formula of 
soothing, moisturizing and 
exfoliating ingredients that 
helps to rid the skin of ingrown 
hairs over time, says the 
company.  www.epillyss.com

28. REFRESHING 
ENDING 
The Satin Cool Aloe Vera 
Skin Soother by Satin 
Smooth® is a soothing 
post-depilatory antiseptic 
gel. Key ingredients 
aloe vera and allantoin 
help reduce redness 
and irritation, says the 
company. It is also a 
great retail product that 
clients can use at home 
after spending too much 
time in the sun or sauna. 
www.satinsmooth.com  
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29. FIGURE ENHANCER
The Crème Amincissante 
Oxygénate MC 110 from 
Biologique Recherche is a 
cutting edge new innovation  
for toning up this summer.  
The slimming cream oxygenates 
and stimulates the epidermis 
to activate microcirculation 
and promote the elimination 
of fat and excess water, 
says the company. The 
cream is also designed to 
exfoliate and repair skin. 
www.biologique-recherche.com

30. GOLDEN GLOW
Help your clients get that 
healthy hue without the 
ultraviolet rays with the 
revolutionary new Tantasia 
by Jane Iredale. This 
sunless tanner works with 
individual skin pigmentation 
to create a customized, 
gradual glow that develops 
over three days so users 
can adjust their level of 
color, says the company. 
www.janeiredale.com

31. BRONZED BEAUTY
Self tanning is now 
available in an eco-friendly 
form with the Golden Glow 
from Plain Jane Beauty®. 
Eco-Cert certified DHA 
gives skin a sun-kissed 
look without the damage 
that comes with it, while 
extra pigment and mica 
serve as a guide to apply 
even, streak free coverage 
and instant tanning. 
www.smbessentials.com 
www.plainjanebeauty.net

32. A STEP UP!
Offer your clients a 
sunscreen that goes 
beyond the basics with 
the UV Smart™ Daily 
SPF 30 Sunscreen 
lotion from HydraFacial 
MD® Edge Systems. In 
addition to providing 
both broad-spectrum UVA 
and UVB protection, it 
helps with anti-aging by 
fighting free radicals and 
environmental damage, 
says the company. Key anti-
aging ingredients include 
vitamins A, C, E, CoQ-10 
and green tea extract.  
www.HydraFacial.com

33. DARK BEAUTY 
Send your clients home with 
the perfect product to create a 
healthy glow. The DermaGlow 
Self Tanner for the Face from 
Dermaquest is formulated with 
erythrulose to provide a gradual, 
streak free tan. The cream 
features advanced liposome 
technology that repairs and 
prevents DNA damage from 
UV and environmental oxygen 
radicals, says the company. 
www.dermaquestinc.com  

34. WHAT LIES BENEATH
The Cellulit’ VIB treatment 
from Ericson Laboratorie goes 
above and beyond the job of 
a typical cellulite cream. Its 
slimming performance is made 
up of three components, which 
include the detachment of 
adipocytes, burning of fatty acids 
and draining of waste, says the 
company. It can also be used to 
maximize and prolong the effects 
of ultrasound therapy sessions. 
www.ericson-laboratoire.com
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35. LASTING SHIELD
Don’t let your clients overlook the 
importance of protecting their lips 
from dangerous rays this summer! 
Provide them with the strongest 
lip protection possible with the 
SolarexMD Lip Protectant SPF 30. 
Products from this special line go on 
clean, dry and clear. One application 
lasts throughout the day, with no 
tacky sheen or greasy feel, says the 
company.  www.solarexmd.com

39. LET ‘EM SWEAT!
Give your heat loving clients 
protection that won’t melt off 
in minutes with TiZO Body 
SPF 35 from Fallene, Ltd. The 
20 percent zinc oxide mineral 
protection formula is great for 
sensitive skin and children, 
as it is free of parabens, 
fragrances, oils and chemical 
sunscreens. It is resistant to 
water and sweat for 40 minutes, 
making it ideal for outdoor 
exercisers and water babies.  
www.solarprotectionformula.com

36. SHOW LIPS SOME LOVE
Your clients can protect their lips and 
be green at the same time with the 
Lip Balm SPF 20 from La Natura. 
The nourishing formula contains 
hydratating ingredients aloe and 
shea butter, along with vitamin E to 
condition lips.  www.lanatura.com

40. VITAMIN VITALITY 
The Essential-C Day Moisture 
SPF 30 from Murad® provides 
powerful protection against the 
sun and environmental damage 
with SPF and vitamin C. The 
addition of phospholipids and 
conditioners provide optimal 
hydration for environmentally 
stressed skin, says the 
company.  www.murad.com

42. SUNNY SOLUTION
Delicate skin types will find everything 
they need in the soothing Repair/Protect 
SPF 30 for Sensitive Skin from Sesha 
Skin Therapy. It is designed with zinc and 
titanium for those sensitive to chemical 
sunscreen, parabens and fragrances. SPF 
protection shields skin from harmful UV 
rays, and a powerhouse of antioxidants 
and botanicals nourishes the skin and 
prevents free radical damage, says 
the company.  www.seshaskin.com

41. SUN SHIELD
The Daily Defense Ultimate 
Preventive Moisturizer SPF 35 
from Image Skincare extends the 
longevity of skin cells and reduces 
the risk of sun-induced free radical 
damage, says the company. The 
oil free, water resistant formula 
also makes an excellent makeup 
base.  www.imageskincare.com

37. SPRAY ALL DAY
The Sunscreen Mist SPF 29 from Saian 
is a perfect addition to your retail display 
throughout the summer. The light, oil 
free and non-comedogenic formula 
is designed for use on the face. It is 
formulated especially for acne prone 
and sensitive skin, and is perfect for use 
following laser treatments, chemical 
peels, microdermabrasion and plastic 
surgery, says the company. It comes in a 
portable spray bottle that is easy to carry 
in a pocket or purse.  www.saian.net

38. DELICATE DEFENSE
PCA Skin®’s Weightless 
Protection SPF 45 delivers 
physical broad-spectrum UV 
protection without a heavy feel. 
The quick-absorbing, super-light 
finish is perfect for hot weather. 
The addition of caffeine provides 
further protection against 
cell damage, and silymarin 
suppresses UVB-induced skin 
edema and the formation 
of sunburn cells, says the 
company.  www.pcaskin.com
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Get your “A” 
game on!

2.5% Retinol

A versatile treatment to help 
improve skin texture, tone 
and blemishes by smoothing 
and resurfacing uneven skin 
and preventing future pore 
congestion.

Retinol
Resurfacing
Treatment

.5% Retinol

This daily anti-aging 
treatment helps improve skin 
tone, texture and overall 
appearance by stimulating 
collagen production to 
restore youthful elasticity.

Rejuven-A

5% Retinol

Professional-strength peeling 
treatment formulated to help 
prevent and diminish the appearance 
of dark spots, milia, blemishes, fine 
lines and wrinkles.

Retinol 
Peeling Cream

Vitamin A is clinically proven to be the single most important nutrient for maintaining skin’s 
health, vitality and clarity. Sanítas offers three incrementally potent strengths of Vitamin A 
specific products to treat a range of skin challenges and maintain overall skin health.

Learn more at sanitas-skincare.com

Sanítas features active, biogenic, paraben-free and preservative-free ingredients in highly concentrated 
amounts that stimulate and nourish skin tissue. The end result is healthy, beautiful skin.

Say you saw it in LNE & Spa and circle #298 on reader service card
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DURING THE PAST FEW 
years, more spas are harness-
ing the power of holistic ap-

proaches to wellness and beauty by 
offering ancient intuitive treatments 
and energy-focused bodywork. When 
clients enter the sanctum of the spa 
environment and leave the stressors 
of their everyday lives behind, they 
receive a much-anticipated moment 
to relax, let go, rejuvenate and heal. 

More people are becoming aware 
and comfortable with seeking holistic, 
preventive approaches to their health 
and well-being—a growing trend. 
According to SpaFinder’s 2010 Spa 
Trend Report, prevention has moved 
front and center in the spa industry. 
Mounting evidence that holistic spa 
services are forestalling illness as well 
as promoting longevity is driving this 
trend. The idea that spa services can 
make one feel and look better is now 
commonly accepted and embraced.

Subtle energy and 
mind-body connection
According to the philosophy of 
Traditional Chinese Medicine, subtle 
energy, known as chi, is the most pow-
erful source of both nourishment and 
direction for the body. Chi enters and 
exits the body through acupoints. This 
energy then cycles through the entire 
body along an interconnected merid-
ian system, forming a complete circuit 

of energy flow through the body. Chi 
supplies energy and also is believed 
to transfer information to the DNA of 
cells. In this way, this subtle energy may 
carry bioenergetic information to the 
nuclei of cells, instructing cells, organs 
and entire systems of the body on how 
to heal and organize properly. 

A fascinating finding by Candice 
Pert, Ph. D., former section chief of the 
Clinical Neuroscience Branch, National 
Institute of Mental Health (NIMH), sup-
ports this bioenergetic phenomenon 
that mind and emotions are unified with-
in the physical body as one “intelligent 
system.” Dr. Pert discovered from her 
extensive research studies that there 
are neuropeptide molecules, mood-
altering substances like endorphins, pro-
duced within every cell in our body, not 
just in the brain. According to Dr. Pert, 
“mind” can be defined as a constant 
flow of information between all the cells 
in our bodies. The nature of this flow is 
in constant motion. To stop any of our 
internal information from flowing is to 
invite stagnation and toxicity.

Mind-body practices 
Spas that offer intuitive and energy-
promoting services assist their clients in 
understanding that they have the power 
to initiate and sustain their own well-be-
ing. Dawn Tardif, owner of BodiScience 
Holistic Day Spa in Beverly, MA ex-
plains, “We as practitioners are not 

‘healing’ someone. We are creating a 
conducive atmosphere for the client to 
heal themselves.” 

 
Massage
Touch nurtures, relaxes and heals, as well 
as stimulates and activates natural energy 
flows in the body. Research has shown 
that massage therapy has a positive ef-
fect on reducing anxiety and depression. 
A study published in the October 14, 
2008 issue in the journal Psychosomatic 
Medicine finds that massage therapy low-
ers stress hormones and blood pressure 
while also enhancing oxytocin, a feel-
good hormone associated with calm-
ing and countering stress. Jenny Norris, 
licensed massage therapist practicing at 
Institut’ DERMed Spa in Atlanta, GA fre-
quently gets positive feedback from her 
clients that therapeutic massage treat-
ments helps them sleep better at night, 
feel better on a more consistent basis 
and have more energy. 

Youlee at Tikkun Holistic Spa in Santa 
Monica, CA says tikkun is an ancient 
word that translates to “repair, restore 
and renew.” Some of the massage tech-
niques that incorporate these ancient 
forms of working with the body’s energy 
flows at Tikkun include:

by Jeri Ross, M.P.H.

intuitive spa services  
for mind-body well-being
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Yoga 
Yoga or any form of conscious breathing combined with 
physical awareness and relaxation is a great way to enhance 
energy and encourage the production of endorphins. At 
Soul Ease in Kirkland, WA, a yoga studio and holistic spa 
are joined to create the concept of a yoga spa. Michelle 
Rust, owner, says that offering yoga for clients cultivates 
a deep inner strength, grace and awareness that has the 
potential to transform the body and mind. 

“We believe that to truly encourage transformation we 
must not only provide superior service but also empower 
through education,” she says. The yoga spa offers interac-
tive workshops on a regular basis about nutrition, energy 
balance, yoga as life coaching, and other topics about health 
and wellness. 

Reiki 
Soul Ease also offers Reiki, a Japanese technique designed 
to relieve pain, restore vitality, heal illnesses and aid spiritual 
growth. Reiki means “universal life energy.” The preventive 
and curative qualities of Reiki can be reduced to two simple 
principles: the cleansing of meridians and balancing of the 
chakras to achieve a harmonious energy flow. Reiki treat-
ments at Soul Ease are aimed toward managing pain, emo-
tional suffering, stress, injury healing, and treating various 
ailments within the body.

Reiki is administered by “laying on hands” and is based on 
the idea that an unseen “life force energy” flows through us 
and is what causes us to be alive. If one’s “life force energy” 
is low, then we are more likely to get sick or feel stressed. If 
it is high, we are more capable of being happy and healthy. 

In the United States, stress-related health care costs amount 
to more than $300 billion annually, with more than $3 billion 
spent on pharmaceutical medications to help cope with stress 
and anxiety. It is estimated that approximately 80 percent of 
physician visits are stress-related. If stress goes unaddressed, it 
can take its toll on health, work performance and relationships. 

One very real solution for people seeking preventive 
health and stress reduction is found in spas that offer services 
for the mind, body and spirit. A holistic approach to wellness 
brings harmony to the whole person allowing lasting, vibrant 
health and beauty to shine from deep within.  n

Jeri Ross, M.P.H., has worked in the 
medical industry for 15 years as a 
health educator administrator. She is 
currently a health educator for Institut’ 
DERMed and contributes her research 
skills to the development of advanced 
cosmeceutical skin and body care 
formulations. For more information, 
visit www.idermed.com or email  
jeri@idermedbody.com.

•	 Shiatsu massage: A therapeutic treatment from Japan—
shi, meaning finger and atsu, meaning pressure—this 
traditional hands-on therapy targets the meridians to 
unblock energy and optimize energy flow.

•	 Thai massage: Originally based on ancient Indian Ayur-
vedic and yoga influences, Thai massage has evolved 
into a unique series of stretching and massage move-
ments that stimulate internal organs, relax muscles and 
increase flexibility.

•	 Signature hot/cold jade stone massage: Heat from the 
stones increase circulation to remove toxins while pro-
viding muscle relaxation and stress reduction. Cold jade 
stones reduce inflammation and invigorate well-being. 

Ayurveda
Ayurveda, the original holistic system of health and reju-
venation, originated 10,000 years ago within the ancient 
Sanskrit Vedas of India, and is still practiced in India today. 
The Ayurvedic system works to correct the underlying imbal-
ances that block the body’s own natural healing processes, 
allowing the body to heal itself. 

Ayurveda teaches how disease develops through an 
imbalance in the many forces constantly at play internally 
(thoughts, feelings, emotions) and externally (the changing 
environment, diet, weather, seasons, stresses). Its therapies 
include rejuvenation, detoxification techniques, massage, 
and the use of medicated oils, heat and water. Treatment 
is defined as anything that will restore balance to the indi-
vidual. Ayurveda promotes wellness and restores health, 
especially to:
•	 Increase	energy
•	 Improve	digestion	and	elimination
•	 Take	charge	of	your	life	and	health
•	 Detoxify	and	cleanse
•	 Rejuvenate	your	immune	system

For the past 20 years, Dawn Tardif has practiced Ayurvedic 
treatment protocols at her spa. At BodiScience Holistic 
Day Spa, facials or body treatments are designed to work 
on meridians and chakras utilizing chromatherapy (colored 
light therapy), lymphatic stimulation, and vibrational therapy. 

One of the spa’s signature, rhythmic oil body treatment that 
is based on Ayurvedic philosophy is Abhyanga and Shirodhara. 
The experience begins after the client completes a brief ques-
tionnaire to determine their dosha or body constitution. Two 
practitioners simultaneously massage a warm sesame oil on 
the body from the scalp down to the toes. A continuous fine 
stream of sesame oil is then poured over the acupressure points 
of the forehead. Most people will commonly notice many of 
the following after receiving the Abhyanga and Shirodhara 
treatment: reduction in stress, improved sleep, vivid dreaming, 
muscle relaxation, improvement in mood, a sense of being 
centered and a temporary blissful state. 

spa|harmonious health and beauty
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Everyone has unexpressed emotion and a spa  
treatment can provide the opportunity to release it. 

 Your skill in handling an emotional opening can 
turn a routine treatment into one of deep healing. 
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AS A SEASONED SPA PROFESSIONAL, YOU 
know that sometimes the most gentle touch can 
bring on spontaneous tears. The first time it 
happened, you probably wondered if you did 
something to set your client off. However, after 
seeing this time and time again, you probably 
learned not to take it personally and now allow 
the tears to flow. Everyone has unexpressed 
emotion and a spa treatment can provide the 
opportunity to release it. Your skill in handling 
an emotional opening can turn a routine treat-
ment into one of deep healing. Whether you 
want to expand your ability to facilitate emo-
tional release or simply want to understand 
more fully what is going on, there are some 
things to consider when the tears start to flow. 

Understanding your client
Every client who comes to you is a complex 
and fascinating composite of physical, mental, 
emotional and spiritual energy, all blended to 
form a whole. You cannot pinpoint where the 
emotional becomes physical or where the men-

spa

BY DENISE LA BARRE

FACILITATING EMOTIONAL RELEASE

tal turns into the spiritual, and you do not need 
to. We all have emotional energy trapped in 
our bodies and recognizing that releasing it 
is normal, natural and healthy is an important 
starting point. In addition to the stresses of 
daily life, a client may be in a relationship cri-
sis, grieving the death of a loved one, worried 
about a sick child or addicted teenager and 
juggling financial worries. If they run from one 
demand to another without taking adequate 
time to rest and process emotion, the energy 
and stress accumulate. 

Deep emotions
Underlying day-to-day stress is the emotion 
that we stifled growing up. Learning not to 
express what we are feeling—not to hit when 
angry or shriek in excitement—is part of so-
cialization. Girls are typically discouraged from 
expressing angry or powerful emotions. Boys 
are often ridiculed if they cry or show emotion 
that appears weak. We quickly learn to sup-

continues
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press emotions that are not 
socially acceptable. Then 
there is all that stuffed-down 
pain from being unseen or 
badly treated. Our mothers 
tell us—in subtle and not-
so-subtle ways—that we 
are not beautiful or our fa-
thers say we are not good 
enough. Many of us have 
been abused without even 
knowing it. 

Letting go
We accumulate layer after 
layer of sadness, fear, an-
ger—even joy that could 
not be expressed—by stuff-
ing down the energy with 
held or limited breath. We 
naturally and unconscious-
ly hold our breath when we 
are scared or do not want 
to feel something. Then 
early on, we learn to suck in 
our stomach in order not to 
look “fat.” Those two pat-

terns compound to create a habit of holding 
in our stomach, breathing minimally and not 
feeling much. This also cuts off our access to 
our intuitive wisdom as the rational mind takes 
over and we live in our heads. Fortunately we 
can interrupt this loop by allowing the belly 
to expand, opening the breathing and allow-
ing emotional energy to flow on through. It is 
a huge relief when long-held emotions finally 
get to move on through and out. 

Breathing is the key. It serves as the trans-
port vehicle out of the head and into the body, 
where the emotional energy is stored, waiting 
for release. Breathing is also the access point 
for the intuitive wisdom we all have. 

Both you and your client have to be will-
ing to breathe fully, i.e., puff out your stomach 
with a deep breath, and draw it into the body. 
Inhale and exhale simultaneously with the cli-
ent to connect with them. This is how you re-
gain access to your intuitive strength, which is 
where the unwanted emotions are held, having 
been stuffed down for processing “later.” When 
emotions overflow in a treatment, that “later” 
has become “now.” 

You can give your clients an amazing gift 
simply by understanding this and surrender-

Breathing is  
the key. It serves 
as the transport 

vehicle out of the 
head and into the 

body, where the 
emotional energy 
is stored, waiting 

for release. 
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ing to what is happening in the moment. You 
do not need a degree in psychology or to be 
a high-level intuitive to facilitate this healing. 
It only takes willingness to breathe deeply and 
go within and hold a space for potentially un-
comfortable emotions. The more you practice 
this, the more you will gain confidence in your 
intuitive ability. You can tell you are in that open, 
intuitive space if you feel loving, warm and 
clear. Thoughts and impulses seem to come 
from somewhere other than your mind. Time 
stops and you feel connected up and out of 
your own personality. When you have touched 
the right point, it can feel like plugging into an 
electrical current. 

The idea is to bring a childlike wonder and 
curiosity to the moment you share with your cli-
ent. Let go of your preconceived ideas, agenda 
and judgment. Let their bodies lead the way. 
If you do not understand something you feel 
in a client’s body, ask it directly. It is amazing 
how willing most bodies are to “speak” when 
given a sincere and willing ear. You create the 
opening with an attitude of allowing far more 
than with any particular technique. Adding your 
breath and intuitive insight to the knowledge 
and experience you already have will expand the 
healing possibilities of your practice immensely.

Key points
To bring all this into a session it will help to re-
member the following points.

Remind your client to breathe when you 
see them hold their breath. They may be 
clenching their muscles and holding their breath 
to suppress scary or overwhelming emotion. 
Remember that it is just energy that is moving. 
Sometimes the expanded breathing lets the 
emotion move through without much drama. If 
the drama and energy increase, that is your cue 
to increase the breath, both theirs and yours. 
Like a wave, it will eventually run its course.

Deepen your attitude of acceptance and 
allowing. This way you create a space for feel-
ings and clients can let down their defenses. 
Suspend your judgment as much as you can and 
simply see them as a person, possibly in pain 
and definitely in need of comfort. Whatever they 
are working through is their business. You do 
not have to have the answer for them or solve 
the problem—in fact it is better if you do not. 
Your biggest gift is to be a nonjudgmental wit-
ness. Clients may want to release the emotional 

continues
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NOVATHERM   
IT WILL NEVER BE THE SAME! 

Hard wax: for hypersensitive skin 
including the face and address 
those rare cases were the client  
is perhaps allergic to resin. 

Lukewarm :  minimize discom-
fort, redness and can grasp even 
the tiny hairs often left behind by 
other waxes.

GIVE YOUR CLIENT CONFIDENCE  
AND RECOVERY! 
GIVE THEM SMOOTH FLAWLESS SKIN!

THE EXFOLIATOR! is composed of 
Himalayan Pink salt and magnesium 
oxide. These elements help our skin 
heal and restore balance. 

CARRIOFF to respond to problematic 
ingrown hair skin types, hydrates and 
exfoliates , rendering future depilation 
free from post wax issues. 

PROHIBIT, FIGHTING POWER! will 
fight back hair re-growth and further-
more dissipate ingrown hairs, pimples, 
raised tissue and redness associated 
with the waxing process.  

ALOE POST-DEPILATION GEL 
COOL COMFORT! 

Drawn from one of the most 
ancient medicinal plants on our 
planet this product will deliver re-
lief immediately leaving a residue 
free, calm surface. Wonderful on 
warm days, keep it cool for imme-
diate effects!

We have the solutions!
accept no substitutions

PRE-DEPILATION GERMICIDAL  
LOTION WITH THE MOTION!

Not only rids the surface of the skin 
bacteria, germs and yeast but leaves 
the skin hydrated and soothed for the 
waxing motion to begin. Even odours 
are reduced immediately after appli-
cation. Completely alcohol free which 
means not drying the skin or expo-
sing the client to unnecessary follicle 
breakage.

   Step 1 Safe, clean and germ free!

                 Step 2 reSin free, hypoallergenic, non Sticky = better grip!

           Step 3 cool comfort! reStore and moiSturize!

      Step 4 avoid complication!

 

TO YOUR CLIENTS

www.epillyss.com toll free 1.800.363.1929
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when they are holding their breath or breathing 
shallowly. If you see your client is breathing fast 
or shallowly, that is a sign they are unconsciously 
working to hold down emotional energy that is 
trying to surface. Encourage them to breathe.

Trust that what is meant to happen will. 
While everyone has emotional energy that might 
need to be released, not everyone is willing or 
ready. And you may not be the right one to re-
lease it at that moment. Do not push, but simply 
offer the opportunity and wait to see what hap-
pens. I cannot tell you how many times I stayed 
present, followed my intuition and then thought 
nothing particular happened only to have my 
client say, “that was exactly what I needed.” 

Help your client come to closure well be-
fore the end of the session. If you notice you 
are nearing the end of the treatment time, and 
your client still has emotions pouring out, do not 
be afraid to explain the limits of your setting. If 
you can extend the time, offer that possibility. 
If not, ask, “what can we do to bring this to a 
safe	and	satisfying	conclusion?”	Often	simply	
acknowledging that they are not finished and 
that you want to accommodate their process is 
healing. They might not know exactly what they 
need, but discussing it is better than ignoring 
it or abruptly cutting them off.

 
New level
It is beautiful when you can create a space where 
a client feels safe enough to let down their de-
fenses and release some tears. Remember to 
come back into your body with your breath and 
get out of the way. Your understanding of the 
emotional release process and attitude of ac-
ceptance becomes a healing gift to your clients 
and will take your work to a whole new level.  n

Denise La Barre is a li-
censed massage thera-
pist, emotional intuitive 
lecturer and teacher 
with decades of spa 
experience. La Barre is 
the author of Issues in 
Your Tissues, a book in-
tended to help readers 
connect with their bodies and release trapped 
emotional energy. It is a great resource for 
spa professionals. She can be reached at 
www.healingcatalyst.com.

burdens they carry, but not feel 
that it is safe or socially accept-
able to go into anything deep. 
Your acceptance will allow them 
to meet the layers of emotions 
tangled within. They will find 
their own resolution if given the 
space to do so. If you feel soft 
and compassionate, they will 
sense it and relax. 

Make sure you are breath-
ing fully. Take a deep breath 
yourself and relax. If you are wor-
ried about their emotions, they 
will be, too. As you breathe, you 
will relax and they will naturally 
begin to open their breathing to 
entrain with yours. As you slow 
down and connect within, so will 
your client. Have them deepen 
their breath. This will help re-
lease the stuck energy. All you 
have to do is hold the space, 
breathe and open yourself.

Ask questions and encourage them. Ask 
gentle	questions	like,	“what	did	you	feel?”	or	
“can	you	describe	what	just	happened?”	If	you	
feel something—warmth, energy flow, see a 
color, etc.—ask your client if they had the same 
experience. Often you will have similar expe-
riences, but your client may not have the vo-
cabulary or confidence to speak first. If you 
describe what you notice, e.g., “I noticed your 
shoulder relax,” you give an opening for them 
to comment further. As you practice, you will 
gain confidence in your ability to intuit what is 
going on and respond appropriately.

Do not be afraid to ask the body what 
it wants ... silently or out loud. It is amazing 
how willing most bodies are to “speak” when 
given a sincere audience. You can say something 
like, “if your shoulder could speak, what would 
it	say?”	The	opening	comes	more	from	an	at-
titude of allowing than any given technique. If 
you understand that emotional energy is part of 
a person and that it simply needs a safe place 
to release, you will more easily get out of the 
way and facilitate the process. 

Always go back to the breathing. Whatever 
they are feeling, it is simply energy, even if it 
is intense, and breathing is the vehicle for it to 
move and release. You can easily see and feel 

spa|tears on the table

Your understanding 
of the emotional 
release process 
and attitude of 

acceptance becomes 
a healing gift to 

your clients and will 
take your work to a 

whole new level.
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Perfect Pigmentation
Experience our NEW Professional Treatment that offers exceptional clarity for 

hyperpigmented, acneic, dull or environmentally stressed skin. Yüm Gourmet Skincare is 

the original Vegan certified, naturally focused skin & body care collection that meets the 

standards of the Professional Skincare Market. Each exquisite product is formulated and 

manufactured following our “Philosophy of Purity” which extends to our clean energy 

sources, eco-friendly manufacturing, use of recyclable materials and packaging to cruelty 

free practices.  A complete line for Men and Women, all skin types and conditons.

TEL +1 604.279.5525
FAX +1 604.288.5013

TOLL FREE +1 877.YUM.LINE

www.YumSkinCare.com

U P C O M I N G  S H O W S 

Esthetique Spa International 
Toronto, Ontario, Canada 
May 1-2, 2011 Booth 1905

IECSC — Las Vegas, NV
June 18-20, 2011 Booth 2707 

THE NEXT GENERATION OF PRIVATE LABEL

For free information & samples contact us toll free at 1.877.902.2332 or info@vitellelab.net.
Visit our web site at www.vitellelab.net.

Copyright 2011 Vitelle Dermatology Laboratories Inc. All Rights Reserved.

Since 1997 the branding experts at VITELLE have helped hundreds of clients create their own 
exquisite private label collection. Our exceptional formulas and fully integrative labeling system, 
combined with multiple upgrade and packaging options make us the top rated private label 
manufacturer in the professional skin care market. 

VITELLE OFFERS THREE COMPREHENSIVE COLLECTIONS RANGING FROM CLINICAL TO 
ECO-FRIENDLY SKIN & BODY CARE. 

ECODERM™ — paraben, SLS, FD & C color free professional line for face & body.
RAINFOREST COLLECTION — eco-friendly, vegan, natural & organically based skin & body care.
MED SCIENCE™ — active clinical skincare focused on acne, pigmentation and anti-aging.

OUR PRODUCT LINES FEATURE: 

› 5 attractive, instock packaging options to choose from 
› 4 color, high resolution fully labeled product with your brand (no overlabel) 
› $199.ºº basic set up fee for most clients 
› $250.ºº minimum order 
› 300+ products to choose from
› free business mentoring and educational opportunties

UPCOMING TRADESHOWS:  IECSC - LAS VEGAS, JUNE 18-20, 2011 BOOTH 2709
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WHILE THE PURSUIT OF 
health and wellness is mul-
tifaceted, there are obvious 

primary basic needs we must all meet. 
A key piece of our vitality that is over-
looked is rest. We put a tremendous 
amount of pressure on ourselves and our 
bodies every day. We demand that our 
bodies work, work well and get aggra-
vated when it does not perform to our 
expectations. Often we do not supply 
it with the proper fuel, maintenance or 
recreation. It sounds like I am speaking 
about a car, but really, that is how we 
treat our bodies sometimes. 

Circadian rhythm
Sleep, or lack of it, is one of the most 
underrated tools we have in our con-
trol. Lack of sleep can affect our weight, 
immune system, moods, stress levels 
and relationships. It can even speed up 
the almighty aging process. Long-term 
sleep disruption can also negatively 
impact a person’s circadian rhythms. 
Circadian sleep rhythms are physical, 
mental and behavioral changes that fol-
low a roughly 24-hour cycle, responding 
primarily to light and darkness in our 
environment. The cycle is found in most 
living things, including animals, plants 
and many tiny microbes. Circadian 
rhythms can change sleep-wake cycles, 
release of hormones, body tempera-
ture and other important bodily func-
tions. Disruption of sleep and circadian 
rhythms have been linked to various 
sleep disorders, such as insomnia and 
disrupted sleep-wake cycles. Abnormal 
circadian rhythms have also been asso-
ciated with depression, bipolar disorder 
and seasonal affective disorder (SAD).

Sleep allows your body and your 
mind to recharge, renew and heal. In 
various studies, people who are not 
getting the recommended six to sev-
en hours of sleep a night have shown 
higher mortality rates. There has even 
been medical speculation that lack of 
sleep on a continuous basis can be 
more harmful than smoking. While I 
am not a medical doctor, I do pay at-
tention to the signs and the studies 
that can affect not only my health, but 
the health of my clients. Bottom line 
… get to bed.

Get to bed
Mind and spirit are powerful pieces 
to the wellness picture. Those of us 
who have chosen to make the service 
industry our profession know all too 
well that people openly neglect them-
selves in order to push on to more im-
portant things at hand. Of course so 
many things are more important than 
ourselves … OK that is sarcasm. Truly, 
those of us in this profession need to 
lead by example. When we sacrifice our 
sleep and rest, we can alter not only 
our health, but our relationships with 
the people who are our livelihood.  n

Alicia Kirschenheiter is the owner of 
Evolution Total Wellness Inc., provid-
ing health and wellness solutions for 
individuals and businesses. She is a 
certified personal trainer, fitness coach, 
wellcoach and weight and lifestyle man-
agement consultant. Kirschenheiter is a 
published fitness, health and wellness 
writer, and the author of the children’s 
book Oscar and Otis—Fat Fighters. 

by Alicia Kirschenheiter
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catching up on  
ZZZZZZZs for your health

Sleep treatments at Spa at  
Blythswood Square, Glasgow,  
Scotland, ila Dreamtime 120 minutes  
This soporific journey has been created to 
deeply relax the whole nervous system and 
restore the natural rhythm of sleep and dream-
ing. The journey begins with a mantra as a fo-
cus of letting go. A dreamtime scrub soothes 
and restores the lymphatic system in prepara-
tion for the body treatment. The potent com-
bination of organic essential oils and herbs 
such as vetivert, valerian and hops deepens 
the effects of the chakra massage, restoring 
the nervous system to leave mind and body 
blissfully peaceful. The second phase of the 
journey is the Dream Time facial, promot-
ing deeper relaxation and supporting the 
natural process of cellular rejuvenation with 
ingredients such as fresh royal jelly and or-
ange blossom.

Power Nap in New York, NY
The YeloNap is a proprietary version of the 
power nap. It may be experienced on its own 
for rest and rejuvenation, or combined with 
a Yelo Reflexology or massage treatment to 
balance, heal and energize your body and 
mind. Emerge feeling relaxed, refreshed and 
ready to go.

A session takes place in a cocoon-like 
treatment room called the YeloCab, where 
you can completely customize your aroma-
therapy, sound and lighting. Lay back in the 
zero-gravity experience YeloChair where 
your knees are lifted above your chest al-
lowing your heart rate to slow down. This 
helps to induce a deep state of relaxation.

YeloNaps are available in five-minute 
increments from 20-40 minutes.
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THE HEALING POWER OF

TOUCH
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IN THE ESTHETIC AND SPA FIELD, WE HAVE 
the privilege of touching a great variety of peo-
ple. Touch deprivation is prevelant in our soci-
ety and clients are desperately seeking healing 
based therapies. Your touch during a facial or 
body treatment may be the only nurturing feel 
your client receives on a regular basis. Therefore, 
take the time to enhance your treatment by 
learning and understanding the transfer of ener-
gy and the healing benefits of releasing blocked 
energy with the power of touch.

Reiki, therapeutic touch and the laying on of 
hands are all based on the life force or energy 
field that surrounds us, and the very spirit that 
defines who we are. Energy workers believe that 
all manifestations of physical pain, discomfort 
and illness are the direct result of problems that 
reside in a nonphysical energy field. The goal of 
an energy therapy is to help restore a healthy 
balance and energetic flow, and ultimately heal 
disease, pain and discomfort within the body.

Touch therapy in treatments
You can easily incorporate energy work into the 
treatment room while doing facials, massage 
and other body treatments. The means through 
which energy is coaxed or released into flowing 
in a free-balanced manner comes through many 
healing modalities, including: focusing intention 
of your touch, prayer, essential oils and herbs. 
Each healing herb has a vibration or a life force 
within it and around it.

When preparing for your treatment, take 
three deep breaths, inhaling and exhaling, 
using essentials oils to breathe in. Essential 
oils, such as lavender and patchouli, are great 
because they are grounding oils. They prepare 
your body and mind to go into a Zen-like state, 
and they protect not only you from receiving 
negative energy from the client or unhappy 
co-workers, but they also help you to not give 
it out to them. 

Leave all your personal thoughts at the 
door and focus your intention on the client as 
you start your treatment. While working, pay 
attention to the changing energy flow of the 
client’s body and work from a state of mind of 
love, peace and healing. Slow your movements 
and learn to recognize the different feelings 
or sensations of energy flow. 

Your hands may grow warmer or colder as 
you are touching your client, and sometimes 
by intuition alone you will learn to recognize 
energy blocks. As you touch your client, you 
are transporting a healing energy flow to them 
while helping unblock a negative energy that 
could be causing them physical pain, illness or 
other discomfort. 

Research shows that the power of touch can 
make your immune system stronger, lighten 
your mood, reduce stress, lower blood pres-
sure, heal wounds faster and aid in the proper 
growth of children and adults. Our need for 
human contact is necessary and healthy.  4

BY JULIE STARR

let your hands guide you
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Touch your client as a nurturing, loving moth-
er would touch a child: gently, kindly, slowly and 
with good intent. My students study massage 
while learning anatomy and physiology. As they 
massage, their eyes are closed. This teaching 
technique helps them to truly feel and not just 
see what they are touching. It is an interesting 
way to learn, but the students and clients feel 
the difference in their touch. It is an ideal way 
for anyone to learn nurturing, healing touch.

As clients relax in a Zen-like state and re-
ceive good intent through your healing touch, 
the spa treatment will not only benefit their 
physical body but also their spiritual side. They 
will be surrounded by such a powerful, peace-
ful sensation and they will come back to you 
time after time.  n

Julie Starr is a master 
esthetician, apothecary 
and healing practitio-
ner. She is the owner of 
Starr’s Esthetic Training 
School and A Time to 
Heal and founder of Hhy 
Mo’zen Sessions (life 
balance), specializing in 
the art of holistic healing and stress manage-
ment. Starr is also an advisory board member 
of the Virginia State Association for Skin Care 
Professionals and the director for the National 
Aesthetic Spa Network in Virginia. She can be 
reached at healing@hhy-mozenlifebalance.com.

spa

Visualize a healing white light around you 
and the client as you are working. Have your 
thoughts and intentions focused on your cli-
ent for healing, peace, prosperity, love and 
kindness. Use essentials oils and herbs that 
complement your spa service, as they also 
play a part in creating the healing treatments 
that you give your clients. 

During your facial, massage or body treat-
ment do not be chatty; speak softly and stay 
focused. When you feel an energy change, 
lay hands on that area for a brief moment. 
You do not always have to be moving during 
the massage, but do not lose contact. Always 
keep one hand on your client, and flow from 
one place to the next. Do not jump around on 
the face or body. Have a smooth, consistent 
method and work with a slow rhythm. When 
this section of your treatment is over, slowly 
move your hands from their body or face. This 
keeps your client and their spirit calm. They 
feel nurtured, peaceful and relaxed.

Appealing to clients
Our society is starting to become a “hands to 
ourselves environment,” and as therapists, this 
gives us the opportunity to be nurturers and heal-
ers within the spa atmosphere. Some might be 
concerned with liability issues, sexual harassments 
and being too touchy, but use wisdom with clients. 
In my opinion, if you have clients question your 
touch, then perhaps your mind is not focused 
on healing and nurturing thoughts. Instead, you 
are working from a physical aspect and rushing 
to get through your treatments and therapies. 

Always keep one 
hand on your 

client and flow 
from one place to 

the next. Do not 
jump around on 

the face or body.
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MORE NEWS

spa|news
body, equipment and supply products

BEYOND SPF
BIONOVA Sport™ is a highly 
innovative line of products, 
consisting of skin care for athletes 
that is customized according to 
gender, skin problem, type of sport 
and climate conditions, to name a 
few. BIONOVA has created a UV 
Chromosphores Nano-Complex 
(a UV-protectant) by imitating 
substances in the body that 
provide natural protection against 
sun radiation and burn, says the 
company. Amino acids, nucleic 
acids, unsaturated fatty acids and 
melanin are included in the formula 
to enhance the body’s natural 
ability against the sun’s harmful 
radiation.   www.bionovalab.com

HOLD ONTO HYDRATION
Dr. Grandel has developed a 
forward thinking concept for 

hydration retention with the HYDRO 
ACTIVE Hyaluron Body. An algae 

and sea water complex delivers 
intense hydration, restructures 
and improves the skin’s natural 

moisture retention factors, says the 
company. The enhanced moisture 
makes skin look and feel smooth. 

www.grandel.de

SPORTY REFRESHMENT
The Cell Science Foot Spa by GlyMed Plus® is the perfect 
accessory for your athletic clients. The AHA fortified cream 
gently removes dry, keratinized skin and calluses while 
energizing feet with invigorating peppermint and spearmint 
extracts, says the company. Shea butter and jojoba seed 
oil are added to the combination of salicylic, glycolic and 
lactic acids to soften heels.   www.glymedplus.com

PERK UP!  Germaine de Capuccini’s 
Deluxe Coffee Body Mask is a body wrap 
containing toasted green coffee, yerba mate, 
caffeine and silanol. It is a diuretic and gives 
the body an energy boost while modeling 
and sculpting the body and providing 
firmness and flexibility to the skin, says the 
company.  www.germaine-de-capuccini.us
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Say you saw it in LNE & Spa and circle #149 on reader service card

ROUGH EDGE REMOVAL  Adopt a safe and 
effortless process for smoothing out calluses. The Eliminer™ 
Callus Removal System is designed to eliminate tiring hand 

labor and achieve better results in less time, says the company. 
A disposable file cap is attached to a nail rotary tool with the 

Eliminer Callus Removal System. The starter kit includes 20 
disposable caps, two reusable bases, Prep Solution, After Care 

Cream and an instructional DVD.  www.eliminer123.com

SPRAY OF SUNSHINE
Sun exposed skin is instantly 
invigorated and nourished with 
the Hydrating Body Mist by 
Travertine®. Known as “dry oil,” 
it sprays on wet but rubs in dry to 
deliver the same deep nourishment 
as a top-notch body cream, says 
the company. Key ingredients 
include jojoba oil and other 
moisture-balancing essential oils.
www.travertinespa.com

ENHANCED 
EXCELLENCE
Bio-Therapeutic 
introduces an advanced 
technology that sets a 
new standard of comfort 
in microdermabrasion, 

says the company. The Bio-Hydroderm™ system 
combines unique technology with a patented handpiece 
to deliver liquid cooled diamond peeling, AQUAFUSE 
hydrodermabrasion, vacuum stimulation and complete 
product infusion.  www.bio-therapeutic.com
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Samples 
If you are unsure of your ability to “sell” 
to a client, try giving them samples of 
the products. Samples are a great way 
for a client to test the products for per-
sonal results, and you can teach them 
how to portion control the product to 
get the results they want for the best 
dollar value. Explain that professional 
products, when used correctly, are ac-
tually cheaper than over-the-counter 
products. Professional products have 
higher levels of active ingredients, so 
less of the product is needed to achieve 
results, thus making the products less 
expensive to use.

Team effort 
Retail items are said to be the employee 
that never takes a day off. However, 
you can have the very best products 
available, but if the entire staff does not 
know what each product does, how can 
they assist clients in your absence? Hold 
a training class with your entire staff to 
explain how each product works and 
keep a cheat sheet or quick breakdown 
of each product’s use near the display. 
Perhaps offering commission on sales 
made in your absence, whether mea-
sured in dollars or product, will encour-
age other staff members to assist you 
in selling the products. 

Remember, it is not our job to be 
concerned about how clients spend their 
money. It is our job to ensure that the cli-
ent is getting the best home care to meet 
their particular needs and expectations. 
Clients who feel their expectations are 
being met through services and home 

RETAIL. THE WORD CAN SEND SHIV-
ers of dread through some estheticians 
and for others it is an opportunity to go 
further in fulfilling our clients’ skin care 
expectations and to put more money 
in our pockets.  

The service does not end with the 
treatment. Regardless of how good we 
are as technicians, the real long-term 
work is done at home. The only way 
to ensure our clients’ compliance is to 
provide products that will enhance and 
prolong the treatment. Why dazzle your 
client with your skills in the treatment 
room only to have them head off to the 
nearest grocery store for their home 
care products? Yet, some estheticians 
do just that. They are afraid to seem 
pushy or worried about spending the 
client’s money.

Overcoming the objection 
The objection is not that your client 
does not want to buy products. It is 
often the tech’s reluctance to sell. If 
you are concerned about a client’s fi-
nancial obligation, choose two or three 
key items that do the most to enhance 
their skin. For a client with mature skin, 
choose a cleanser that can be used 
morning and evening, a product that 
stimulates collagen or cell production 
and a hydrator like hyaluronic acid. 
Keep it simple. If a client is not used to 
using professional home care, they may 
become intimidated by many products, 
which could result in them using noth-
ing at all! Simplify in the beginning and 
add new or change targeted products 
as the client sees improvement.

care will be more likely to recommend 
you to others. So do not be afraid to sell 
that retail—it results in happy clients and 
extra dollars for you.  n

Nadine Toriello is the owner of All 
About You Day Spa in Key West, FL. 
She is also an esthetician, licensed body 
wrap specialist and CEU provider in 
Florida.

by Nadine Toriello

if you have it, 
they will buybusiness 
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Retailing tips
1. Put top-selling products front and 

center at the edge of the shelf so they 
are easy to grab and buy.

2. Have small items near the register for 
those last-minute impulse buys.

3. Mark prices on the bottom. Make sure 
the area is well lit, and be sure to dust 
the retail area daily.

4. Make sure shelves are fully stocked 
daily and change the display every six 
to eight weeks for the new season.

5. Track inventory and analyze the 
numbers. It should turn over regularly. 
Eliminate slow movers. Purchase what 
your clients are buying.
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I HAVE A CONFESSION TO MAKE TO ALL OF MY PRO-
fessional skin care colleagues and day spa operators who 
have listened to my urging to become great successes in 
business: it may be just as well or even better not to. 

Am I suddenly saying that success is not a good thing to 
aspire to? No, not at all, that is, unless the price of business 
success is the loss of your love for what brought you there. 
That was a price paid by many of my skin care colleagues 
during the boom years of the early 2000s, myself included. 
We traded the joy and satisfaction of working closely with 
customers for the rigors, risks and stress of churning out 
fast profits from our day spas. To do that, we also borrowed 
heavily, leveraged everything and worked super-human 
hours—all to achieve the financial security and comfortable 
lifestyle that only a big income can provide. After all that 
toil, investment and self-sacrifice, many of us would privately 
say that the deal just was not worth it, especially those who 
lost most or all of their money, their marriage and happi-
ness in the effort to enrich them. That was no small number 
of spa owners either, and many more are still slipping into 
the abyss of misguided ambition. Dozens of them were my 
own business clients, helping them rise to the great heights 
of wealth and glory—that is, until the floor dropped out.

Measure of success
Success: that mysterious, arbitrary, nearly mythical place all as-
piring entrepreneurs dream of. It is the holy grail of hard work 
and delayed gratification. It is the hard-driving idea that fuels 
ventures fraught with hazards and many, many miserable hours, 
days, weeks and years of frustration and struggle. Success is the 
thing that will make all of the hardship, fear and sleepless nights 
worth it in the end. Maybe or maybe not. But one thing is cer-
tain: it all began with a dream to do something wonderful and 
personally satisfying. For many, those very qualities were cast off 
as excess baggage somewhere far back on the long, hard trail.

But let’s get some real down-to-earth perspective on 
this. If we think about the reasons we first wanted to enter 
the skin care or spa industry, was managing a big, compli-

cated operation or reaping huge financial dividends among 
them? I find few spa and skin care professionals ever agree-
ing with that. In fact, when I poll these same professionals 
about their own motivation for selecting their careers, the 
usual responses stack up like this:

1. To help others achieve better-looking skin
2. To feel like they have made a  

difference in the lives of their clients
3. Ability to do work they  

feel good about
4. A genuine passion for skin  

care and health/well-being
5. To have a career they can take anywhere

Money, management or even working hard has almost 
never shown up in these polls as desires or motives for be-
ginning a spa career. The reason for this is obvious: ours is an 
experiential career, one of giving, service and generosity—
hardly the grinding gears of great industrial ambitions. Now 
the collapse of the easy-money era has reunited spa service 
careers with certain realities that have long governed them, 
that is, that most of what you get out of your work is equal 
to what you invest in it personally, and the larger the scale 
you do that on, the harder it is to make it either enjoyable or 
financially worthwhile. For all the hoopla 10 years ago about 
the emergence of large multi-door spa chains set to spring 
up everywhere, the truth is that the vast majority of spa and 
skin care services are still performed in small, compact facili-
ties or individual practices. The fundamental reason for this 
is that most customers of these services do not require any-
thing more to enjoy them. Intimacy reigns, vastness alienates. 
Did you envision working in a palatial spa when first consid-
ering a place to offer your services? Most professionals say 
they did not, and if customers prefer services in grand spa 
environments, why is it that the majority of them patronize 
the opposite? The larger the facility, the harder it is to deliver 
the “personal” in service, and our services are personal.  4

BY DOUGLAS PRESTON

RETHINKING
SIZE AND STRATEGY
HAVING IT ALL ... IS IT WORTH IT?
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Downsizing
Paul Hawken of Smith and Hawken wrote a wonderful book 
called Growing A Business, which includes a memorable 
chapter entitled “Small, Fat and Happy.” In it Hawken de-
scribes a place a small, successful company will arrive at 

where a decision must be made to either hold the line on 
growth and enjoy the rewards or to expand and revisit the 
uncertainties of beginning a new business. I remember the 
chapter so well because at the time of reading it, my own 
small skin care business was just that—small, fat and happy. 
Our hours were long but only because of our surging desire 
to turn that sweet little three-cabin studio into the large, 
costly and complicated day spa it eventually became—a 
business freighted with responsibility and overhead, but 
stingy as an enjoyable career experience. 

We finally did claw our way to a decent income. In retro-
spect, I see how the same financial result could have been 
accomplished from the smaller operation, only with far less 
debt, risk and headache thrown into the mix. Many were 
the times I longed to return to those simple and closer-to-
the-heart days of owning a skin care business, days when I 
actually looked forward to my work and put my tools down 
when there were still a few hours left to enjoy before bed. 

California esthetician and former spa owner Michele C. ex-
plains the reason for downsizing her former day spa operation:

“My reasons for going to a solo esthetics business again 
are very simple. I’m a person who thrives in an environment 
where I can work independently. My entrepreneurial spirit 
and business sense are strong, and I enjoy challenging 
myself to continue learning and improving my craft. I love 
the ‘process’ of delivering acne/facial treatments along 
with retailing and providing great customer service, and  
I feel a great sense of accomplishment when I’ve helped 
someone feel better about themselves. Hiring, training and 
managing staff just doesn’t bring me the same joy—but, 
I had to try it out for awhile to be sure. Now it’s very clear 
to me where I truly shine. I’m now seeing clients three to 
four days a week and I work ‘on’ my business one or more 
days a week doing marketing and administrative tasks. I 
enjoy my work. My stress level is very low. My income is 
comfortable and I know what to do if I want it to grow and 
expand. The choice is mine and I am not getting caught 
up in the build-it-bigger-and-they-will-come syndrome. I 
understand balance. Life is good!”

Know yourself
It comes down to this: if you know what you want to achieve 
from your own career in skin care, it may be wise to obligate 
yourself with just enough business collateral to get the job 
done. You can always grow larger if demand and good sense 
justifies it but you may also find that a small operation full of 
happy customers is the perfect model to describe your own 
idea of success. Remember, if you do find yourself with the 
unexpected need to “reduce” the size of your facility, it is a 
lot easier to do with a smaller business. 

We are fortunate to work in careers that offer so much 
personal peace and comfort to others. Our industry allows 
us to expand our career or spa if we want too. We have the 
power to change how people see themselves, infusing a 
positive and uplifting influence into their outlook and self-
confidence. What we do in a single hour may produce a 
life-enhancing experience never to be forgotten by a client. 
We truly can work miracles if we choose to. Follow your 
dream, plan for your own definition of success and allow 
yourself to balance prosperity with occupational pleasure. 
You will be far happier if you do.  n

Douglas Preston, president of 
Preston Incorporated, is a licensed es-
thetician, business consultant and fre-
quent lecturer for the day and medi-
cal spa industry. He has appeared on 
television and is a regular contributor 
to spa trade publications. Preston 
has served as president of Aesthetics 
International Association and commit-
tee chairman for The Day Spa Association. In 2006, he was 
named The Day Spa Association’s “Spa Person of the Year.”

business|rethinking size and strategy
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It comes down to this: if you know what you 
want to achieve from your own career in skin 

care, it may be wise to obligate yourself with just 
enough business collateral to get the job done.



USA – NORTHEAST
call: 1-877-DRG-4SPA (374-4772)

infovivari@gmail.com 
www.vivari.us 

CANADA
call: 1-800-561-3766
buymagna@aol.com 

www.magnaesthetics.com 

USA – MIDWEST
call: 260-444-2275

grandelusa.midwest@gmail.com
www.grandelusa-midwest.com 

USA – SOUTHEAST
call: 1-888-845-1191

grandelusa_southeast@
estheticsupply.com 

www.grandelusa-southeast.com 

USA – WEST
call: 1-866-693-7006

grandelusawest@gmail.com 
www.grandelusa-west.com 

USA – SOUTHWEST
call: 1-888-266-0820
Grandelsw@aol.com 

www.grandelusa-southwest.com

Fast – reliable – convenient. For more information contact:

P E R F O R M A N C E 3 D

High-tech skin care

PERFORMANCE3D utilizes the

latest in technology to take a

multi-dimensional approach to

correcting the signs of time.

The unique blend of high-tech

actives used in PERFORMANCE3D

offers a genuine alternative to

wrinkle filling injections and

laser treatments.
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As it turns out, we guess about much more than 
what we are reading, as our logic of assumption plays 

a significant role in all aspects of human nature. 

I HAVE ALWAYS HAD GREAT 
vision. I have never worn glasses, 
nor had any concerns about my 

eyesight. About a year ago, I began 
having difficulty seeing my computer 
screen clearly, typically after long hours 
of work. I chalked it up to exhaustion, as 
it seemed to be something associated 
with my energy level and working late at 
night. When out to dinner, I began hav-
ing difficulty reading the flowery fonts 

of the menu in the ambient light, and 
thought to myself, how in the world do 
these people expect anybody to order 
anything with these crazy menus that 
are impossible to read? 

It was not until I was putting to-
gether my son’s new dresser, that I re-
alized that I had a serious vision prob-
lem. While struggling with my project, 
Kenji looked over my shoulder and 
asked me why I put the drawer tracks 
on upside down. I told him that it was 
impossible to know which way was 
correct from the picture, so I had to 
take a guess at it. He then pointed to 
an etching on the track that said “this 
side up.” He laughed at me thinking 
that I had just overlooked this crucial 

point, which I did. However, it was not 
due to ignorance, but rather to lack 
of sight. After I cleared my eyes and 
looked very, very closely, I could just 
faintly see the words. 

Sight reading
Reading is a cognitive process of de-
coding symbols with the intention of 
deriving meaning, i.e. reading compre-
hension. It is the mastery of this basic 

cognitive process that allows attention 
to be focused on understanding and 
analyzing the meaning.

Studies on word recognition via eye 
tracking suggest that humans do not 
read word for word, but rather fixate on 
keywords while automatically filling in the 
blanks with what would seem logical to 
form a sentence. This process allows for 
very rapid reading and skimming, which 
leads to the question, do we really read 
or do we skim? Taking it a step further, 
we also have the ability to recognize a 
word by sight without the need to read, 
similar to how you may recognize a stop 
sign, a company logo or your own name. 
In short, the reality of the matter is much 
of what we “read,” we do not read at all, 

but rather guess using the combination 
of logic, linguistic patterns and memory.

If you have children, you have likely 
experienced this when they are learn-
ing to read as they commonly guess 
words that they do not know. As it turns 
out, we as adults are not so different. 
We use the same method of “sight 
reading” at a more sophisticated level, 
as we have a much larger vocabulary to 
draw from. It is no mystery why it takes 
most people such a long time to real-
ize and admit that they need glasses, 
as they can “wing it” for quite some 
time before their infrastructure finally 
begins to break down and mistakes 
begin to happen.

See clear
The moment I put my new glasses on 
I was agog. I could not believe how 
much detail I had been missing; it was 
almost like seeing an entire new world 
for the first time. I immediately noticed 
that my level of production increased 
and my attention to detail intensified. I 
believe that subconsciously I had been 
putting many tasks and projects on the 
back burner, because they were chal-
lenging from a sight standpoint. 

Guessing at skin care?
Applying this to skin care, how much 
do we guess and/or assume with the 
work that we do as a skin therapist, from 
the consultation to the service itself? It 
is ironic that we can realize the idea and 

set your sights on the pathway to success

by David Suzuki

business|see clear, be clear!
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continues

philosophy of sight reading, and the 
benefits of proper vision, while at the 
same time not apply this to our pro-
fession. How many treatment rooms 
have perfect light? How many skin 
therapists have perfect vision? 

A lighted mag lamp is a good 
start to seeing the skin clearly with 
magnification. An even better solu-
tion is the battery operated self-lit 
vision visor that can be worn by the 
skin therapist at all times. Most vision 
visors come with multiple magnifica-
tion lenses ranging from 1X to 4.5X 
magnification. The better versions of 
these vision visors come with three 
white-light LEDs with the ability to ad-
just the lights brighter and/or dimmer 
depending on your needs. This solves 
the challenge of keeping a comfort-
able ambiance while still being able 
to see your “canvas” perfectly. Unlike 
a mag lamp that is used momentarily 
and then put away, vision visors are 
worn on the head of the skin therapist 
at all times, which allows for assess-
ment of the skin during consultation, 
and as importantly, during the service 
as the skin is changing and reacting. 

These hand devices are battery op-
erated and light in weight, they can be 
used in any environment, in the room 
or out, as well as in the retail area. The 
best thing about this tool, is that they 
are extremely attainable, generally 
available for less than $45. 

A closer look
Another must-have tool for perfect and 
quick skin care analysis are the mini skin 
loupes that are making their way on to 
the market. These nifty little gadgets 
allow up to 20X magnification, so that 
you can precisely and quickly analyze 
areas of concern. They are small, com-
pact and battery operated so as like the 
vision visors, they can be used in any 
environment and kept on your person 
at all times. Most skin loupes also come 
complete with white-light LED illumina-
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tion, giving you the ultimate clarity of 
what you are analyzing, regardless of 
the available light in the service room. 
As with the vision visors, this hand-held 
tool is also available for less than $45. 
In short, for less than a $100 invest-
ment, you can up your “game” to a 
level of focused perfection.

Benchmarks 
and measurement
As importantly as being able to see the 
skin precisely, we also need to know 
as much about the hydration level of 
the skin as possible. This information 
creates a benchmark measurement of 
where we are, and helps us establish 
goals of where we would like to be. 
The comment, “you are dehydrated” 
is understandable, however, extremely 
broad. When the client returns after 
using a well prescribed regimen, the 
comment, “you are not as dehydrated” 
can be interpreted as positive, however 
still completely ambiguous. 

The point being is that without de-
pendable measurements for reference, 
we have no basis of where we were, prog-
ress that we have made and where we 
are going. This is like anything else in 
life—if you cannot define success, how 
would you ever know if you achieved 
your objectives? 

Hydration measurement
New devices available for the skin ther-
apist using bio-impedance technology 
allow dependable, bio-marker hydra-
tion measurements that can be used to 
precisely assess the moisture content 
(or lack thereof) of the skin. Forward-
thinking companies use very specific 
membrane sensors that come in contact 
with the skin. The sophisticated sensors 
have a maze of electronic traces that 
allow an extremely low level of cur-
rent to flow through them. The internal 
computer of the device measures the 
amount of time that the current takes 
to make its way through the traces, 
which then reflects the level of con-
ductivity and its reciprocal, resistance. 
Hydrated skin is very conductive, where 
as dehydrated skin is very resistant. This 
information is then calculated by the 
device and translated to a hydration 
number level ranging from 1 to 65; 1 
being completely dehydrated and 65 
being completely hydrated. 

Hydration levels on the face and 
neck can be extremely different in each 
zone. With that in mind, it is suggested 
that as many as seven different measure-
ments are taken and documented. Each 
measurement takes only a few seconds 
or so, and most well-designed devices 
come complete with memory function 

that will store all seven measurements 
so that you can document them all at 
one time, saving the skin therapist pre-
cious time. The entire process takes no 
more than a minute or two. 

As like the other two tools noted 
above, hydration meters are generally 
available on the professional market 
for less than $95.

Work smarter
As it turns out, we guess about much 
more than what we are reading, as our 
logic of assumption plays a significant 
role in all aspects of human nature. As 
clear as a mere set of glasses can make 
your vision, the tools noted above can 
open up an entire new world for you 
as a skin therapist, and provide results 
that will keep your customers com-
ing back. The information that you 
will be able to share with your clients 
will assist you in setting measurable 
objectives, which help relate and de-
fine success with professional services 
and great products. There has never 
been a time in history where it has 
been more important to establish ef-
ficacy and results, as today’s consumer 
is deliberate, savvy and responsible. 
Get equipped now and see the clear 
pathway to success!  n

David Suzuki, 
president of Bio-
Thera peutic, Inc., 
has been an ac-
t i ve  l i censed 
member of the 
esthetics indus-
try for more than 
18 years. He is an 
authority on technology and regulatory 
issues, including FDA submission and 
acquisition. Suzuki serves as an advi-
sor to institutions and state boards, 
writes for numerous industry publica-
tions and journals and conducts edu-
cational seminars and classes. E-mail 
him at dsuzuki@bio-therapeutic.com or 
visit www.bio-therapeutic.com.

The point being is that without  
dependable measurements for reference, we 
have no basis of where we were, progress that 

we have made and where we are going.
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MORE NEWS

spa|news
body, equipment and supply productscommerce, trade, industry and people

biz|news

REWARDING 
RECOGNITION  
DermaConcepts, the distributor 
of Environ Skin Care for the 
Eastern United States, has 
received recognition as one of 
two top picks for Distributor 
of the Year at Environ’s 20th 
Anniversary International 
Distributor Conference, held in 
South Africa in December 2010. 
The partnership between the 
two companies includes industry 
education, promotional support 
and customer service, with the 
goal of helping a medical or spa 
business achieve high patient 
satisfaction and increased 
profitability. The award also 
recognizes DermaConcepts 
for their contribution to the 
Environ brand through the 
establishment of national 
accounts and for authoring 
100 articles in various journals.  
www.dermaconcepts.com

ORGANIC AT THE OSCARS   
Éminence Organics was a welcome guest at the 
83rd annual Academy Awards on February 27, 2011, 
hosting a gifting suite as part of the Red Carpet Style 
Lounge at the Beverly Wilshire Hotel in Beverly Hills, 
CA. The company unveiled their new organic and 
mineral cosmetics collection, Organic Beauty. Big 
name stars including Catherine O’Hara, Diedre Hall, 
Natalie Portman and Amy Adams were among the 

lucky stars that picked up goodie bags from Éminence at the A-list affair.  
(Above: Alice Greczyn of The Lying Game )  www.eminenceorganics.com

ENERGY EDUCATION  Spa professionals can learn a 
great deal from Energetic Skincare, Naturally!, a book written 
by Joe Canas, president of Labatoire Gibro S.A. Central topics 
discussed in the book include energy balancing products and 
modalies, along with explanations of vital energy and “energetic” 
products. It also addresses the often misunderstood issues of 
“organic” and “natural.”  www.Energetic-Skincare.com

ATTENTION SPA OWNERS  Keith West-
Harrison and Ana Loiselle of My Sacred Fig are leading 
a three-day workshop geared to spa owners entitled 
“POWER UP! Spa Business Revivial,” from June 5-June 
7 in Albuquerque, NM. They are discussing everything 
spa owners need to know to build a successful spa and 
improve a spa’s operations.  www.mysacredfig.com

Carol and Rob Trow
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business|news

Say you saw it in LNE & Spa and circle #183 on reader service card

JOINING FORCES
Neill Technologies™, maker of 
SalonBiz and SpaBiz software, 
has selected Demandforce®, a 
leader in reputational marketing 
and communications, as their 
strategic partner for marketing 
and communication automation. 
Under this new partnership, salons 
and spa will drive revenue growth 
through guest re-acquisition, 
recruitment, retention and 
promotional campaigns. Neill 
Technologies is the solutions 
provider to more than 10,000 
salons and spas internationally, 
and Demandforce connects 
small businesses to more than 30 
million consumers through email, 
texting and online services.
www.neilltechnologies.com  
www.demandforce.com

BRAND 
DEVELOPMENT
International spa and wellness 
consultant Catherine Swinscoe 
has partnered with the award 
winning Bellus Academy to 
develop a brand/template to 
support the Academy’s vision 
for expansion across the nation. 
The brand she is now developing 
will include operations manuals 
for each department, standard 
and quality assurance guidelines, 
marketing programs, technical 
enhancements for the classroom 
and the business and capital 
school enhancements.
www.bellusacademy.edu

MAKEUP MASTERS  The Empire Education Group has 
acquired the renowned Westmore Academy, a leading name in 
makeup education. The acquisition marks the beginning of Empire’s 
makeup curriculum expansion. Empire will operate “The Westmore 
Academy at Empire” as a makeup academy for salon, spa, television, 
motion picture, theatre, runway and session makeup artists at 
its Burbank, CA location. Empire is also rebranding its makeup 
academy in New York City under the moniker, and expanding 
Westmore programs throughout the country.  www.empire.edu



Say you saw it in LNE & Spa and circle #245 on reader service card
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business|news

TV FAVORITE
South Seas Skincare products 
are rapidly taking over the en-

tertainment industry as the “go 
to” products used by makeup 

artists on the stars on the sets 
of numerous hit TV shows, says 
the company. A few of the shows 
South Seas products are featured 

on include Mad Men, Brothers 
and Sisters, True Blood, Modern 

Family, Bones and House, among 
others. South Seas is also used 

a few upcoming movies, includ-
ing Pirates of the Carribbean 4.  
www.southseasskincare.com

Say you saw it in LNE & Spa and circle #180 on reader service card

Distributed by 5 Star Formulators
Toll Free: 888.200.3977 Offer expires June 30, 2011.

 
                                     FORMULATORS

10 Steps to Perfect Skin: 
The Champagne & Roses 

Anti-Aging Facial 

Make this treatment 
                your Signature Facial!

Combining antioxidant multivitamin 
extracts distilled from Champagne 
grapes and Bulgarian roses, this sig-
nature facial treatment infuses skin 
with lasting moisture and elasticity. Your 
clients will love the delicious smell, 
exquisite feel, and truly amazing 
results! 10 easy steps that guarantee 
your client will come back again 
and again.  

30 + facial treatments  
Special Price $235.00!*

GIVING BACK
Salon 926 in Wilmington, DE takes pride in staying active 
in community service through numerous annual projects 
throughout the year. Most recently, Salon 926 provided 
a home-cooked meal for the families staying at the 
Ronald McDonald House of Delaware. “While cooking is 
the main event, it also brings a feeling of camaraderie and 
accomplishment to our team,” says Salon 926 owner Kerri 
Marioni. “We hope to continue serving our community in 
ways that enrich all of our lives.”  www.Salon926.com

LEARN THE LATEST 
The Advanced Brazilian Bikini 
Waxing DVD from Video Shelf 
includes new techniques and 
colorful, creative twists on bikini 
waxing. Watch demonstrations 
on four different types of bikini 
waxing services, ranging from 
the traditional to the latest 
updated options, including the 
classic Brazilian, the sphinx, 
customized designs and color.
www.videoshelf.com
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hands. Rub gently to warm and spread 
the oil. Gently hover hands above the 
client’s face and allow them to breathe 
in the fragrance and finish with a deep 
exhale. Repeat this three times. 

For a quick lemon scrub for clients 
with oily skin, combine one part lem-
on zest, one part powdered milk, two 
parts almond meal and half-part lemon 
juice in a large bowl. Apply to the cli-
ent’s face and neck in circular, upward 
movements. Remove thoroughly and 
continue with the rest of the treatment. 
This lemon facial scrub can also be 
used on the chest or back.

A banana and lemon foot and hand 
massage treatment is a great smoother 
and brightener. Gather half of a lemon, 
2 bananas, 2 tablespoons of fine sea salt 
and 2 teaspoons of grapeseed oil. Slice 
bananas into a bowl and mash. Add the 
juice of the lemon and the rest of the in-
gredients. Mix and massage the mixture 
into feet and hands. Leave on for 10 to 
15 minutes. Rinse off with warm water, 
dry thoroughly and apply moisturizer. 

Nails and cuticles can benefit from 
lemon treatments too. Try a citrus cu-
ticle soak using 2 teaspoons freshly 
squeezed lemon juice, 1 teaspoon 
honey, 1/2 cup warm water and a cu-
ticle stick. In a small bowl, combine the 
freshly squeezed lemon juice and the 
honey. Stir vigorously for two minutes. 
Add the warm water to the mixture and 
continue to stir. Dip the tips of fingers 
into the cuticle soak. Let hands soak for 
five to seven minutes. Remove hands, 
rinse in warm water and blot dry. 

Gently push cuticles back with a cu-
ticle stick and apply cuticle oil or lotion.

Freshly squeezed lemon juice can 
be added to your regular brightening 

WHETHER IT IS SWIRLED IN A TALL, 
frosty glass of lemonade, delicately 
squeezed over plump jumbo shrimp, 
garnishing a cool slice of lemon me-
ringue pie or used in a refreshing spa 
beauty treatment, the lemon is a favor-
ite fruit of many.

The common lemon, properly cat-
egorized as Citrus x limon is used for 
culinary and non-culinary purposes, and 
primarily for its juice—though the pulp 
and rind (zest) are also used, mainly in 
cooking and baking. Although the ex-
act origin of the lemon has remained 
undetermined, it is widely thought that 
lemons first grew in India and China. In 
South and Southeast Asia, it was known 
for its antiseptic qualities and was used 
as an antidote for various poisons. 

 
Citrus-inspired beauty
Lemon-based services are a versatile 
addition to any spa menu. Many gen-
erations of women have used lemon for 
bleaching freckles, age spots, stained 
fingernails and more. Today, we still 
love the lemon’s acidic qualities for 
beauty applications. 

Although recipes have varied some-
what, the lemon has come out of the 
refrigerator and into the treatment 
room with greater frequency. 

Today’s treatments
Lemongrass essential oils are a great 
pick-me-up for a client’s flagging spir-
its. Lemongrass oil revitalizes the body, 
relieves jetlag symptoms, clears head-
aches and helps combat nervous ex-
haustion and stress-related conditions. 

Before you begin your facial or mas-
sage treatment, apply several drops 
of lemongrass oil to the palms of your 

mask for pizzazz, and the fragrance will 
wow your clients. After their treatment, 
serve them a tall glass of chilled water 
with lemon. 

Cleaning duty
Get a shine on your windows and mir-
rors with this eco-cleaning solution. 
Combine 1 liter water, 1/4 cup of vin-
egar and 2 tablespoons of lemon juice 
in a spray bottle. Shake well and use 
as a window cleaner. 

However, if you choose to use this 
lovely, tart little powerhouse, you cannot 
lose. Perhaps lemons, not diamonds, 
are a girl’s best friend.  n

Mary Turner is the owner of Mary 
Turner Skin Care and Day Spa in New 
Castle, PA. She has been a licensed 
cosmetologist since 1983. Turner has 
worked as an artist for runway model
ing and television, and she has been 
the lead makeup artist for profession
al modeling shoots. Contact Turner 
at 724.657.5156 or via her website at 
www.maryturnerskincare.com.

by Mary Turner

green spa 

green corner 

GREEN THUMB
Organically grown lemons taste 
better and are also more effective, 
because they are naturally grown 
without chemicals. If you purchase 
a non-organic lemon, use an eco-
friendly produce cleaner to remove 
pesticides and possible germs.

lemon love
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Nature’s Spa 
BEING GROUNDED IS BECOMING HARDER IN A WORLD FILLED 
with technology, distractions and the chaos of modern times. However, 
just a little over an hour’s drive from San Antonio and Austin is an amaz-
ing retreat that allows visitors to take a step back from chaos, slow down 
and get back to the basics with herbs, hand-delivered baked goods, 
massage and healing treatments. 

Founded in 1846 by German settlers, Fredericksburg, Texas, remains 
true to its origins–in fact many of its buildings are designated on the 
National Register of Historic Places in Texas. Warmth and hospitality run 
rampant at the newest spa in the heart of Texas wine country at Nature’s 
Spa at the Fredericksburg Herb Farm.

Charm and stature
Nature’s Spa has both charm and stature. Upon arrival, visitors will no-
tice they are in a special place. The grand entrance has electronic access 
to assure tranquility for the guests. The building is a rock silo made of 
limestone with tall, thick wooden doors and ceilings ranging from 10 to 
14 feet in height. The interior hosts a cedar shake cylindrical roof con-
struction, natural lighting and local artwork. The artisan features bring a 
unique beauty to the space.

AT FREDERICKSBURG HERB FARM
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green spa

BY KRISTI KONIECZNY 
AND VANESSA NOTMAN

Nestled behind the spa sits an extensive herb garden managed by 
a master gardener. The garden has winding, crushed granite paths so 
visitors can enjoy the fresh scents, beautiful butterflies and humming-
birds as they relax in nature. The Poet’s House, a gift shop tucked away 
in an old cottage, sells products made onsite, including glycerin soaps, 
candles, toiletries and endearing garden items. 

The featured products used in the spa were mindfully selected to em-
brace the German roots of the area and stay true to being organic. These 
product lines are eco-certified and in accordance with the key values of 
the company. Another standout feature of the spa is its Apothecary line, 
which features handcrafted products infused with the property’s herbs, 
made by the in-house alchemist, Patricia.

Kick back and relax
Owners Rosemary and Richard Estenson are prominent entrepreneurs in town, 
having successfully revamped both the Hangar Hotel and the Fredericksburg 
Brewing Company as well. Rosemary stated this was the toughest project to 
date. She has some pretty specific rules that she acquired from experience 
… no computers, no phones, no children running rampant. The perfect mix 

continues

The Poet’s House, 
a gift shop tucked 
away in an old 
cottage, sells 
products made 
onsite, including 
glycerin soaps, 
candles, toiletries 
and endearing 
garden items.
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Rianna Riego Zaminsky of Global SpaVantage consulted 
on the building and opening of Nature’s Spa, bringing her 
vast array of talent to the project. Recognized as one of the 
industry’s top leaders she holds a spot on the Green Spa 
Network’s board of directors and has positioned the spa to 
be as green in as many capacities as possible.

The spa is tucked back in a quaint Frederick sburg 
neighborhood but within walking distance to town and 
a quick drive to many local must-sees. Nearby, there is 
plenty of hiking; antiques; galleries; the Enchanted Rock 
State Park (be sure to hug the rock); Luckenbach, the self-
proclaimed center of the universe; The National Museum 
of the Pacific War; wineries; and so much more. With its 
dedication to sustainability, the perfect mix of earthy and 
lavish amenities, Nature’s Spa is a destination green spa 
you cannot miss.  n

Kristi Konieczny has worked in many capacities within 
the spa industry. She founded The Spa Buzz in 2005. The 
objective of the organization is to strengthen relationships 
among spa professionals and create opportunities for net
working. Spa Buzz has hosted more than 100 events in the 
major North American spa markets, as well as gatherings 
in Europe, Canada, the Caribbean and Mexico. Konieczny 
is now working on a nationwide consumer initiative to pro
mote the spa lifestyle in 2011 called “The Buzz Bus Tour.”

Vanessa Notman is the director of alliances and commu
nity relations for Spa Buzz. She is passionate about the spa 
and wellness industry.

of charming and sassy, she believes visitors are coming to her 
spa to relax. Therefore, she insists: You. Will. Relax. 

What better place to relax than one of the cozy Sunday 
house cottages? Sunday house cottages are unique to the 
Fredericksburg area; they are inspired by cottages built by 
German settlers, for weekend use, who needed to visit town 
to purchase provisions and attend Sunday church services.

Each Nature’s Spa cottage is unique, with a different color 
and named after an herb. All cottages are decked out with 
a huge, welcoming king-size bed, stone-floored showers 
and rocking chairs lining the inviting front porches. Do not 
be surprised to find delicious, warm baked goods tucked in 
the mailbox, a little treat from the beautiful restaurant, The 
Rockhouse Bistro, also on site. It is just another example of 
the historic feeling and hospitable nature of the spa.

Green layout
The 5,000-square-foot spa includes men’s and women’s 
locker rooms with infrared saunas, a co-ed relaxation area, 
sun patio and 8 treatment rooms. Seeking to provide guests 
with authentic experiences, Nature’s Spa has massage, facials 
and wet treatments--many of which incorporate holistic rem-
edies including fresh herbs hand-picked from the property.

The herbs are not the only green aspect of the spa. 
Thoughtful sustainable initiatives can be found everywhere, 
from the commercial-grade energy efficient laundry system 
to the tank-less water heating system, bamboo robes, LED 
lights, and the use of natural lighting and well water for hos-
ing the herb garden. In addition, local granite and limestone 
were used in the construction of the spa and local craftsman 
participated in its building.
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STAFFING FOR SUSTAINABILITY 
requires more than attracting candi-
dates who are “green-minded.” It re-
quires building a culture of conscious 
creation and a core foundation for con-
sistency during the inevitable moments 
of change. Employee selection, com-
pensation and development, space 
management, and new business cre-
ation all contribute to an ongoing 
healthy and wealthy business. 

Culture of 
conscious creation
The goal of sustainable staffing is es-
sentially to create both a healthy and 
wealthy organization that, above all, 
can operate smoothly and profitably 
in the absence of management. This 
vision requires a culture of conscious 
creation that is most easily established 
during the spa startup phase, but can 
be achieved at any point in time. As spa 
management, it starts with your own 
health and managing yourself and the 
health of your business in a sustainable 
way. Before you build and reinforce a 
culture of conscious creation, you have 

to be committed to wellness and sus-
tainable practices and be honest with 
yourself about where you are with them. 

Ask yourself the following questions:
•	 Do	you	show	up	in	a	positive,	

conscious way? 
•	 Are	you	committed	to	balanced	

living and your own wellness?
•	 Do	you	value	your	own	personal	

and professional growth?

•	 Are	you	aware	of	your	own	
strengths and therefore look to 
reinforce them?

•	 Do	you	understand	how	you	
would like to be supported? 

•	 Beyond	skill	sets	do	you	have	
an idea of what core values your 
staff should possess?

Staff selection
Staff that support this vision and natu-
rally contribute to a culture of conscious 
creation usually possess core values and 
traits such as creativity, a sense of pur-
pose, flexibility, integrity, compassion, 
clear communication, commitment to 

their own wellness, and a desire to be 
of service and to contribute to some-
thing bigger than themselves. Core 
values are distinctive from skill sets, 
which should be diverse. 

Attracting sustainable staff will hap-
pen naturally, as like attracts like, as you 
share the same core values. Think of 
them more as your creative partners. 
This creative partnership supported by 
shared core values will drive an organic 
accountability and a natural buy-in to 
any goals you set as management (or 
creative director). It will also create a 
structure for easy identification of suc-
cession and a foundation for consis-
tency during change. 

Foundation for 
consistency during change
Change is inevitable in most business 
but especially in the spa world, and is 
necessary for growth. The ability to flow 
and quickly adapt to change is critical. 
Attrition will happen as your culture 
and foundation solidify and staff who 
are not in alignment will naturally gravi-
tate out. Like-minded individuals will 
naturally hold the organization’s vision 

by Tricia Bannister

the essentials of  
creating a conscious team

green spa|

continues

The goal of sustainable staffing is essentially to 
create both a healthy and wealthy organization 

that, above all, can operate smoothly and 
profitably in the absence of management. 

sustainable  
staffing
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in place, emulate leadership and carry on the meaning in their work as it will sus-
tain them. New staff will again be attracted due to their shared values and bring 
new energy that will re-energize a sustainable organization and act as a beacon 
of light to attract new business. 

Compensation and development
This natural reenergizing creates a foundation for consistency and model for 
growth that will attract regular business, with clientele that care about wellness. 
Staff should be incentivized for professional development in holistic/wellness mo-
dalities, accountability, repeat clientele and contributions to operating a green 
spa. Goal setting with staff—allowing them to set their own goals—is a way for 
individual staff and teams to own their own destiny; creates an environment of 
co-creation, self-determination and empowerment that puts staff in the driver’s 
seat; and creates a business-owner mindset. 

New business creation 
Now with a solid foundation and adaptable organization, like-minded, conscious, mo-
tivated staff can control their environment and manifest business in a conscious way. 
Incentivizing wellness and green practices will creative efficiencies and staff will be 
naturally motivated and mobilized to consciously contribute to a healthy business.  n

Tricia Bannister is a certified hypnotherapist and licensed 
esthetician. Her work with Mia Spas is focused on build
ing workplaces that are physically, energetically and finan
cially sustainable. Bannister has previously managed the 
Spa at The Standard on Miami Beach, and has opened 
several other noteworthy spas in South Florida, including 
The Spa at the Setai, The Spa at David Barton Gym and 
the Cheeca Lodge and Spa in Islamorada. Contact her at 
triciamiaspas@gmail.com.

green spa|sustainable staffing

SPACE MANAGEMENT
•	 A	healthy	spa	is	a	wealthy	spa.
•	 Our	spaces	are	our	temples.	

Sacred, healthy spaces support 
healthy minds and bodies.

•	 Daily	mindfulness	and	cleanliness	
prevents necessity of deep clean-
ing, which normally requires toxic 
chemicals.

•	 Air: Air quality and temperature 
are critical to customer experi-
ence. Educate property manage-
ment on customer needs. 

•	 Water: The word “spa” origi-
nates from the word “water,” so 
it is no surprise that water usage 
is high in spas. Find ways to re-
duce water usage and reward staff 
accordingly. 

•	 Design: Often spas are not de-
signed to maximize operations. 
Employ an expert in Feng Shui or 
Vastu to identify potential “fixes.” 

•	 Recycle,	reduce	and	reuse:	 
the holy trilogy of green,  
healthy living.
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Staff that support this 
vision and naturally 

contribute to a culture 
of conscious creation 
usually possess core 

values and traits such 
as creativity, a sense 

of purpose, flexibility, 
integrity, compassion, 
clear communication, 

commitment to their own 
wellness, and a desire 

to be of service and to 
contribute to something 
bigger than themselves.
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CONSIDER THIS WHEN MEAL PLANNING—SUNSCREEN 
for breakfast, lunch and dinner. Seriously, this is a grand idea 
and, no, this does not require strange creams from a tube or 
jar literally on your dinner plate. Most likely you have “sun-
screen foods,” like spinach, eggs, broccoli, tomatoes and 
other deeply colored and tasty foods already on the menu. 
In addition to your ultraviolet protective meal should be a 
sunscreen dessert of chocolate with berries, of course.

Botanical ultraviolet protection
In 2009, at the 7th Scientific Wholistic Aromatherapy Con-
ference in San Francisco, CA, a full array of foods, herbs and 
essential oils were presented that have been well-researched 
for both internal and topical use, and have displayed posi-
tive results in protecting cells from sun and tanning booth 
ultraviolet radiation (UVR) induced: 

•	 photoaging	
•	 erythema	(sunburn)	
•	 basal	and	squamous	 

cell carcinoma and melanoma 

The common factor in all of the researched botanicals is 
their powerful antioxidant action. This is another reason to 
incorporate ample amounts of highly antioxidant foods into 
your diet. Antioxidants protect against free radicals produced 
by UVR, which cause damage to cells and disrupt DNA.

Today’s sunscreens 
Over-the-counter sunscreen use is the most widespread 
approach to protection from sun damage, skin cancer and 
photoaging. Though useful, reports from publications such 
as Life Extension Magazine, spotlight how sunscreens are 
currently under fire for inadequate prevention of solar ul-
traviolet-induced skin cancer and photoaging. This may be 
due to improper use and/or incomplete spectral protection. 
Common sunscreens are designed to protect against sun 
damage by either reflecting or scattering ultraviolet rays, with 
the physical sunscreens titanium dioxide and zinc oxide, or 
by absorbing the ultraviolet rays, using chemical sunscreen 
agents that include oxybenzone and methoxycinnamate.

Questions have been raised regarding the safety of sun-
screens to humans and their harmful effect on the environment 
and aquatic life. The current fear-of-the-sun mentality and, 
debatably, the use of sunscreens, are related to population 
deficiencies of the necessary nutrient vitamin D. Commercially 
available sun protection may not be best that we can do. The 
mainstream consumer is now recognizing alternate strategies 
incorporating botanical antioxidants present in a healthy diet, 
which have demonstrated a reduction of skin cancers and de-
layed photoaging process by way of prevention. 

Reports from the journal Photo dermatology, Photo
immunology & Photo medicine show antioxidants are ca-
pable of preventing UVR-induced skin cancers through BY JIMM HARRISON

AN APPETITE 
FOR SUNSCREEN
INCORPORATING FOODS WITH  
ULTRAVIOLET PROTECTIVE CAPABILITIES
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green spa

their capability to quench free radicals and inhibit many 
UVR-induced cell-damaging effects. Botanical antioxidants 
are growing in popularity, as many mainstream makers of 
sunscreens are now using them in their products in com-
bination with traditional sunscreens. 

Though it is still being suggested that clients use the 
regulated sunscreens, the highly recommended addition 
of food-based measures further protect skin and health 
from UVR damage.

Eat your sunscreen
Like the familiar orange color of beta-carotene, many ul-
traviolet protective compounds are the ones that provide 
the variety of color to foods, giving evidence to the food’s 
high-powered antioxidant value. The families of beneficial 
compounds, and some foods that contain them, are: 

•	 carotenoids: carrots, tomatoes,  
green leafy vegetables, sweet potatoes,  
egg yolks, melons, berries

•	 flavonoids: grapes, apple, berries, green and black 
tea, black-eyed peas, broccoli, ginger, turmeric 

•	 polyphenols: grapes, red wine, berries,  
green and black tea, chocolate,  
olive oil, peanuts

The average daily recommendation of fruits and vege-
tables is 3 to 6 servings of fruit and 4 to 10 servings of veg-
etables. Or, as suggested by the Harvard School of Public 
Health, 2.5 to 6.5 cups of fruits and vegetables daily. That 
is a basic guideline and not documented amounts for sun 
protection. To boost antioxidant protection, spice up your 
meal with ginger, basil, turmeric and other richly fragrant 
and colorful herbs and spices. 

Be sure you are eating the freshest whole foods, and 
organic, whenever possible. A raw food diet, though chal-
lenging, is ideal as cooking has a tendency to deplete nu-
trient values. If you do heat the foods, be cautious to never 
overcook. Instead, lightly steam vegetables for no more 
than three to four minutes for the best retention of nutri-
ents. Juicing is a great way to get a high concentration of 
botanical nutrients and antioxidants. Also, supplement with 
antioxidant formulas and other botanical nutrients and vita-
mins for added benefit. 

There is a buildup of protection provided by the foods 
and their compounds. Studies point to a specific quantity 
consumed for a period of time before they will actually pro-
vide adequate defense. So do not think that after eating a 
grape you are set to go. It was a period of 10 to 12 weeks 
before botanicals began offering protection from sun dam-
age. One study reported 10 weeks of daily consumption of 
16 mg of lycopene, equating to approximately 40 grams of 
tomato paste, for the resulting protection from ultraviolet-
induced erythema.

Melanoma, basal and  
squamous cell carcinoma 
Antioxidants are often touted for their anti-carcinogenic prop-
erties. Many foods and vitamins are recommended for the 
prevention of, and, in some cases, the reversal of tumors. 
Flavonoids have been examined for their effect on cell pro-
liferation and cell cycle distribution in human melanoma cells. 
Among the compounds studied, quercetin and luteolin, cor-
related to a Gl cell cycle arrest, kaempferol and apigenin cor-
related to a G2 block, which causes apoptosis, or cell death, 
in tumor cells. This is just one of many examples of how foods 
and related compounds reverse skin cancer. These effects, 
though well-documented in peer-reviewed studies, are not yet 
available for treatment through conventional medical channels. 

Food on the body
Extracts from foods can be used topically to provide anti-
oxidant and anti-inflammatory protection from sun damage. 
Luteolin, for example, has been shown to penetrate into hu-
man skin and displays specific anti-inflammatory and anti-
carcinogenic effects, which can only partly be explained by its 
antioxidant and free radical scavenging capacities. Botanicals 
are not yet accepted as replacement for conventional sun-
screen, though within time (and provided regulations and 
corporate considerations are made) they may eventually 
become available as natural full-spectrum sunscreen. 

For now, let us look at what ultraviolet protective ingredi-
ents are already being used. Many of the above mentioned 
foods and their extracted compounds, along with vitamins C 
and E, are finding their way into skin and body care products. 

The more natural the color, usually a brownish-red or gold, 
you see in products claiming their content, the more assumed 
benefit you get from the compounds. Here is a short list of 
ingredients already documented for topical sun protection.

continues

IDEAL SUNSCREEN
Feeling creative? Try the following formula 
to create a topical sun protective oil-based 
lotion for a 60-milliliter container (approxi-
mately 2 ounces).
olive oil: 22 ml (0.75 oz.)
sunflower seed oil: 22 ml (0.75 oz)
cranberry seed oil: 6 ml (0.2 oz )
rosehip seed oil: 6 ml (0.2 oz)
d-alpha- tocopherol (vitamin E): 1 ml (0.04 oz)

Essential oil blend: 3 ml (0.1 oz): 
example oil blend: 20 drops palmarosa, 
15 drops lavender, 10 drops Australian 
sandalwood, 10 drops frankincense, 5 
drops clove
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•	 alpha-santalol and sandalwood oil: Studies suggest that 
alpha-santalol, and the use of sandalwood essential oil, 
is a potential chemopreventive agent in UVB-induced 
skin tumor development. 

•	 Eugenol, 4-Allyl-2-methoxyphenol:  4-Allyl-2-
methoxyphenol (eugenol), a compound most commonly 
related to clove (Eugenia caryophyllata) essential oil, was 
found to be a potent inhibitor of melanoma cell prolif-
eration. A 2004 published study showed that eugenol 
produced a significant tumor growth delay and an almost 
40 percent decrease in tumor size.

•	 Frankincense: Antitumor and chemopreventive ef-
fects were shown in a study using an isolated isometric 
compound containing alpha- and beta-boswellic acid 
acetate isolated from the plant Boswellia carteri. The 
authors concluded that the compound, and the oil of 
frankincense, would be useful in the prevention of pri-
mary tumor invasion and metastasis.

•	 Copaiba oil: Experiments showed copaiba oil, ob-
tained from the resin of Copaifera multijuga, reduced 
melanoma cell line viability in a concentration and 
time-dependent manner. 

 There are several other oils that have documented anti-
tumor properties such as thyme (especially the species 
containing carvacrol or p-cymene), oregano, Rosmarinus 
officinalis, Eucalyptus globulus and limonene, a compound 
in many essential oils and especially high in citrus oils. 

Better skin and health
There are many more botanicals and extracts that could be 
listed. The information provided is meant to create aware-
ness, but there is much left to know before you can self 
treat or provide adequate professional recommendations 
for ultraviolet protection using botanicals. 

If you begin or continue to use or recommend the dietary 
suggestions and topicals mentioned in this article, you will 
not only be providing added protection from UVR-related 
skin damage, but will also be increasing your clients’ overall 
health and beauty.  n

Jimm Harrison is an author, educa
tor and consultant on essential oils 
and holistic health with more than 25 
years of experience in the beauty in
dustry. He has developed programs, 
workshops and aromatherapy certifi
cate courses for esthetics, medispa 
and nutritional skin care. Harrison 
shares how to create the Essential 
Oil Natural Health and Medicine Kit 
at www.jimmharrison.com.

•	 Olive oil: an ideal ultraviolet protective skin condition-
ing lotion. Use olive oil daily and under your current 
sunscreen for beautiful, healthy skin. You may include 
sunflower and jojoba oil for similar action.

•	 Shea butter: provides an emollient and moisturizing ef-
fect, with ultraviolet protection, to lotions and creams. 

•	 Astaxanthin: a red algae (Haema tococcus pluvialis) su-
percritical carbon dioxide extract that is known for its 
powerful antioxidant action and ultraviolet protective 
quality. It is a deep red/orange color and difficult to in-
corporate into skin care, but worth it.

•	 Vitamin E mix: Vitamin E is a popular antioxidant and 
is now known to protect from sun damage. A good mix 
will contain the naturally extracted tocopherol and to-
cotrienol forms of vitamin E.

This list could go on and include, pomegranate oil, the 
carotenoid beta-carotene, green tea extract and more. As 
an added benefit, many compounds, like glucosamine and 
niacinamide have the ability to reduce hyperpigmentation. 
The flavones, such as hesperidin, eriodictyol and naringenin, 
may have potential as skin lightening agents when used in 
cosmetics designed to treat hyperpigmentation.

Essential sun care
The cell regenerative and other skin healing properties of 
essential oils is well known and have additional properties 
for sun-related skin care. They have anti-inflammatory and 
antioxidant benefits, reduce sensitivity and relieve burns. 
Now there are more reasons why essential oils are a must-
use in any skin and body sun care regimen. Several essential 
oils, along with compounds extracted from the oils, have 
been studied and documented for use in chemoprevention 
and prevention from photoaging. 

The following is a list of essential oils and compounds 
that have been researched and documented for their suc-
cess in the prevention and suppression of skin cancers and 
photoaging.
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MORE NEWS

ecofriendly skin and spa products and therapies

green spa|news

CLEAN AND FRESH  Kaia Naturals™’s fruit scented 
bamboo facial cleansing cloths are soaked in natural vitamins. 
Both the cleansing cloths and the liquid are sourced from nature, 
containing oat protein, sunflower oil and organic honey to keep 
skin soft and clean. The formula does the work of a cleanser 
and toner. The delightful aroma selections include grapefruit, 
tangerine, lemon/lime and spearmint.  www.kaianaturals.com

TREAT FOR THE FEET  
Add something special to your pedicure 
services with the 19 delightful scents 
of the soybean based Soy Spacasso’s 
Mani/Pedi Soy Cream Exfoliator. 
The aromatic blends of ocean salt 

and sugar are enriched with aloe, chamomile, sage, wheat germ, 
avocado, soya cream and shea butter. The nourishing combination 
provides nutrients to dull, dry and rough skin, and improves circulation 
to reinvigorate the feet, says the company.  www.spacasso.com

RISE AND SHINE  The Royal Ginseng Energy 
Soak from Jadience Herbal Formulas™ creates an 
all-natural East Asian energy ritual that promotes mental 
clarity and alertness and increases circulation, says the 
company. The powerful formulation consists of organic 
and wild-crafted herbal ingredients like royal ginseng 
and goji berry, which for centuries have been known 
to reduce stress and fatigue while energizing the mind 
and body, says the company.  www.jadience.com

READY TO 
RECHARGE
Active clients will appreciate 
the relaxing effects of the 
Juniper Muscle Soother 
Body Wash by Kneipp. 
Tired, strained muscles 
will be refreshed by the 
pH balanced herbal 
formula, which includes 
Juniper essential oil.
www.kneippus.com
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green spa|news

Say you saw it in LNE & Spa and circle #104 on reader service card

CLEAR CANVAS  Protect skin’s 
texture and hydration levels to enable a 
flawless makeup application with Prime 
from Michael Marcus Cosmetics. Packed 
with nutrient-dense calming ingredients 
such as chamomile, vitamin E, hemp oil, 
jojoba oil and aloe vera, Prime benefits 

the skin by fighting free radicals and reducing the appearance of redness, 
fine lines and irritation, says the company.  www.michaelmarcus.com

SOOTHING 
SOLUTION
Certified organic custom 
laboratory PRIMA FLEUR 
introduces a skin care regimen 
that includes four products 
for sensitive skin. Each of 
the ECOCERT® certified 
organic products features 
powerful natural actives to 
fight the effects of aging from 
internal and external stress. 
www.primafleur.com

NATURE’S WAX
France Laure has taken a 
green initiative with the Ma 
Chérie waxing collection. All 
waxes in the line are made from 
refined resin extracted from 
pine. The lukewarm waxes are 
packaged in recyclable jars, 
which can be heated in the 
microwave or by traditional 
wax heaters, says the company.  
www.francelaure.com
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sunscreen (not sunblock). This is 
the most popular ingredient in 
mineral makeup and sunscreens. 
In sunscreens, it does not pose a 
health risk because of the molecular 
structure. In mineral form however, 
it has been classified as a class 2b 
carcinogenetic. When inhaled, it 
can stick to the tissue in your lungs 
and cause scarring.

•	 Dyes: these are found in our hair 
products lipsticks, nail polishes, and 
are classified by the U.S. standards 
as FD&C, D&C or EXT D&C. Instead 
of overloading clients with what not 
to look for, it may be easier in this 
case to inform them of some natu-
ral, organic dyes such as henna or 
beet extract, carrot oil, caramel col-
oring or fruit and vegetable juices.

•	 Mineral oil: also known as liquid 
petroleum, it is a liquid byproduct 
of petroleum to produce gasoline. 
It is clear, odorless and can be 
found in baby oil, lotions for the 
face and body.

•	 Fragrances: there can be as many as 
200 of them in a myriad of products 
that can cause headaches, dizziness, 
rashes, hyperpigmentation, cough-
ing and vomiting. They are almost 
always listed simply as “fragrance.”

•	 Parabens: are preservatives giving 
any product a longer shelf life and 
“filling” the product with less-than-
stellar ingredients. Parabens can be 
found in moisturizers, shampoos, 
hair products, toothpaste, topical 
pharmaceuticals and personal lubri-
cants. While studies seem to support 
both sides of the argument (safe or 
not safe), informing your client is 
always the best thing to do.

ADVERTISEMENTS ENTICE 
and eventually persuade us to 
purchase those rainbows of 

color. But do we really know what is in 
those beautiful palettes? Learning to 
read labels and understanding the long 
and sometimes unintelligible words on 
our skin care and makeup containers is 
more important than ever. Our clients 
demand to know what is in these es-
thetically pleasing containers that will 
reveal a more beautiful them. Being 
able to give clients information will 
build trust with you, the licensed pro-
fessional, and empower clients to make 
clearer, better choices for their skin.

We know to avoid dyes, fragrances, 
parabens, mineral oil and talc espe-
cially for skin types that have sensitive 
or acne prone skin. These are used as 
fillers to bulk products and can be ir-
ritating to the skin. Explaining what 
these ingredients are and what they 
can do to your clients’ skin and pos-
sible overall health is more important 
now than ever. 

Other ingredients to research, un-
derstand and pay attention to in your 
skin care and makeup are: 
•	 Bismuth oxychloride: this is the 

byproduct of chlorinated lead and 
copper, which can clog pores and 
cause itching, rashes on sensitive 
skin and even cystic acne.

•	 Carmine: also known as cochineal, 
natural red #4. It is boiled, dried, 
powdered female beetles and is 
common in makeup as a colorant 
in foundation, blush and eye shad-
ows. It is not vegan friendly.

•	 Titanium dioxide: an inorganic 
white powder used as a pigment 
and functions as a UVA and UVB 

•	 Talc: typically found in baby pow-
der, it is a mineral composed of 
hydrated magnesium silicate. As 
with titanium dioxide, it is known 
to settle in the lungs when inhaled 
and cause scarring.

•	 Dimethicone: silicone derived in-
gredient, it is used to impart a 
smooth finish to the skin and fill in 
fine lines. It is found in makeup and 
skin care. When used in hair care, it 
coats the cuticle to give a smoother 
appearance.
When the client is clear about the 

labels they read on their skin care and 
cosmetics, they will be more decisive 
about the products they want to pur-
chase and use on their skin. Assure your 
clients that it is not necessary to be-
come overwhelmed by advertisements, 
sales or pretty packaging. All they need 
to know is right on the label.  n

Denise Otterson is a licensed estheti-
cian and owner of Organic Splendor Skin 
Care & Cosmetics, a line of vegan- based 
products. Otterson is quickly becoming 
a sought after makeup artist in the Palm 
Beaches of Florida. She can be reached 
at deniseotterson@comcast.net.

image what is really  
in that jar?
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SUMMER IS OFFICIALLY HERE. MOST OF US LOVE SUMMER AND 
everything that goes along with it—trips to the beach, boating on the 
lake and sipping fruity drinks by the pool. But let’s face it, summer is all 
about sweat. Though we would love to spend our time relaxing in the 
sun and cooling off with a splash in the pool, unfortunately most of us 
still have to work, run errands and dash to appointments—and do it all 
in triple digit weather. So how do you survive a long, hot summer with-
out looking like a hot mess? Here are my top five summertime beauty 
secrets for you and your clients.

Lighten up
Lighten up your makeup routine a bit. Skip the heavy foundation and 
opt for a lightweight, oil-free tinted moisturizer. Look for one with zinc 
oxide and titanium dioxide. Zinc oxide is insoluble in water, so it will help 
the product stay on, even when you sweat. It also has anti-inflammatory 
properties that can help calm skin on a scorching hot day. Titanium di-
oxide is a super-concentrated pigment, so you need to wear very little 
to get great coverage. It is also the purest and most effective sun pro-
tection, the most important step in making sure you look good, not only 
this summer but for the many summers to come. 

Before you apply the tinted moisturizer, apply a primer. It may seem like 
an extra step in an already busy morning, but you will be happy you took the 
extra 20 seconds. A primer provides a smooth, matte surface to apply your 
makeup and extends the wear, keeping it in place longer. Look for a primer 
with SPF as well. Ultraviolet rays cause 90 percent of sunspots, wrinkles and 
other signs of aging. So enjoy the summer but lather on the sunscreen.  

Liven up lashes
Simplify things a bit for summer but do not skip your lashes. You really get the 
most bang for your buck from long, lovely lashes for a simple summer look.

Curling lashes makes them instantly more noticeable as well as ap-
pear longer, so you do not have to wear as much mascara. For those 
clients who are anxious of the torturous-looking device, recommend a 
precision lash curler, a much smaller version of the traditional curler that 
targets only one section of lashes at a time. This design makes it easy 
to reach even the tiny lashes on the inner and outer corners of the eyes 
without pinching skin. Starting near the roots, squeeze the curler tight. 
Hold it in place for a couple seconds and then release. Repeat this three B
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to four times as you work your way out toward the tips of the lashes. 
Curl lashes before applying mascara; curling after smashes the mascara, 
causing it to appear thick and clumpy. 

Unless you spend all day splashing around the pool, do not wear 
a harsh waterproof mascara every day. Choose a gentle, water-resis-
tant mascara. It will last all day without smudging and smearing, but 
is less harsh on your lashes and can be removed easily, causing fewer 
lashes to be lost. 

Bronze beauty
You may not be spending your days basking in the sun, but it is sum-
mertime, so why not look like you have been. A little bronzer will do the 
trick. Go with a shade close to your natural skin tone. Just a shade or 
two darker will give you the natural, healthy glow of a nice summer va-
cation, not a lifetime of sun damage. Too dark and you can look dirty or 
splotchy. Never go darker than your skin would actually get after a week 
or so in the sun. Avoid too much shimmer in bronzer. Shimmery bronzers 
tend to look fake and make it harder to get an all-over smooth blend.

Apply bronzer to the areas where your skin would actually get the 
most color if you were to spend a day at the beach. Apply to the cheeks, 
tops of cheekbones, forehead, nose and chin. I also like to apply it to 
a client’s chest and shoulders, if they bare it. Add a pop of a pink blush 
shade to the apples of the cheeks for a natural sun-kissed look. Mineral 
powder bronzer is the easiest to apply and looks the most natural. 

Love your lips
Though most of us remember to protect the skin on our face and body 
from the scorching summer sun, we often forget the delicate skin on our 
lips. Many lovely shades of lipsticks and glosses now have sunscreen. 
This not only protects, but keeps them beautifully un-chapped. Opt for 
light pinks and natural corals for the summer—the lighter shades look 
less messy if you have to wipe the sweat off your upper lip.

Blot and go
Finally, blotting papers; I love them and cannot live without them. They 
are cheap, convenient, easy to use and carry. They are simple to retail 
and remind clients that they are convenient to put in their purse, work 
desk or in the car. Just press a sheet or two or three on the skin to get rid 
of the excess shine. You can dust on a bit of powder if you really need it, 
but always blot first to keep the powder from caking on to sweaty skin. 
A quick blot will leave a nice glow.

Go out and enjoy your summer, soak up the sun, and do not be 
afraid to sweat!  n

Rochelle Rae is the creator and CEO of Rae Cos-
metics, a mineral-based cosmetics line designed 
specifically for women with active lifestyles. Rae 
is an award-winning makeup artist and was edu-
cated at the prestigious Makeup Designory in 
Hollywood, CA. She has earned a reputation as 
a premier makeup artist and beauty entrepre-
neur. Contact her at 512.320.8732 or by email at  
rochelle@raecosmetics.com.

image|beat the heat

Opt for light pinks 
and natural corals 
for the summer—
the lighter shades 

look less messy 
if you have to 

wipe the sweat off 
your upper lip.
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BY GABRIEL I. NODA
PHOTOGRAPHY BY GIL DUPUY, GGM STUDIO

BEAUTY 
UNDER SCRUTINY

PERFECT 
BEAUTY 
IN HIGH 

DEFINITION

SINCE THE CREATION OF PHOTOSHOP, A SOFTWARE 
program that allows users to manipulate, alter and correct to 
achieve the ideal of beauty in digital images, women all over 
the world feel added pressure to look a certain way, as these 
optical illusions confuse society’s perception of what is real. 

Everything that we see in advertising and magazines is 
separated from reality, and it becomes frustrating to try to 
project an image that is acceptable by society’s standards. 
There are scientific rules to follow to achieve what is con-
sidered “ beauty,” and to be able to work with your client’s 
unique features and create their most beautiful face.  

Corrective makeup techniques enable professionals to 
understand that beauty is based on creating features, alter-
ing them to follow a pattern of proportional measurements 
to recreate our own appearance.  4

MODEL: ALENA SMDYARUK

MAKE-UP AND HAIR: BY 

GABRIEL I. NODA, 

GABRIEL PRODUCTIONS

ASSISTANT: ERNESTO FERRO

ASSISTANT: DANIEL AVALOS

FASHION DESIGNS  

BY “DIVINE BOUTIQUE”
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LONGER-LOOKING 
NATURAL LASHES!

62 %

THICKER-LOOKING 
NATURAL LASHES!

54 %

DARKER-LOOKING 
NATURAL LASHES!

62 %

MORE CURL TO 
NATURAL LASHES!

60 %
G 
S!

G 
S!

G
S!

S!

12 week independent double blind clinical test 
conducted with women between 22-56 years old.

SAFE,
AFFORDABLE,  
(and always) 

EFFECTIVE!

Available at fi ne 
spas, salons, medical 

practices & online!

877-760-6677 
www.tryrapidlash.com  

CLINICALLY PROVEN

GREAT 
FOR 

EYEBROWS
TOO!

image|beauty under scrutiny

1. The first step is to start with flawless skin. Good 
skin condition extends the life of makeup.

2. Since the creation of digital HDTV, there has 
been pressure on manufacturers from ce-
lebrities, models and professional makeup 
artists to create specialized makeup lines 
that do not reflect light to the face, but 
rather blur visible wrinkles and expression 
lines to create flawless beauty.

3. One of the best products of the HD era are 
primers that also work as silicone base se-
rums. Primers refract the photographs and 
set lights to get the face “camera ready.” 
Apply them after moisturizers.

4. To minimize skin imperfections by reducing 
redness or age spots, use color correctors, 
complimentary colors that neutralize prob-
lematic skin.

5. Finding the right foundation can be a chal-
lenge due to factors such as texture, in-
compatible color and ease of application. 
Find a foundation that works with your life-
style—not with your skin type. They need 
to work with facial expressions, making 
them elastic. I recommend a “liquid water 
hydrating foundation” rather than a pow-
der foundation, which emphasizes lines 
and wrinkles. Always select the color that 
exactly matches the skin tone or is one 
shade darker to effect a more natural look. 
To test, apply foundation to the jaw line, 
which ensures an accurate match in tone, 
rather than the back of the hand, as there 
is a difference between the shades. 

6. High cheekbones are the symbol of youth, 
creating more symmetry and better balance of 
the face. You can create perfect cheekbones 
by contouring under the cheeks, preventing a 
flat looking face. Contour can be used on the 
side of the forehead, under the chin and side 
of the nose for a beautiful, well balanced face.

continues

Contour can be used on the  
side of the forehead, under the 
chin and side of the nose for a 
beautiful, well balanced face.
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12 week independent double blind clinical test 
conducted with women between 22-56 years old.
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CLINICALLY PROVEN

GREAT 
FOR 

EYEBROWS
TOO!

Say you saw it in LNE & Spa and circle #224 on reader service card
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7. The ideal for eyes has a space proportion-
ate to the length of another eye between 
tear ducts. Using a dark eye liner halfway 
under the eyes creates the appearance of 
a happy face.

8. Smokey eyes enhance eyes, giving them 
a romantic expression that lifts them and 
perfects the frame for a more open eye. 
Adding a highlighter under the peak of the 
brows raises them to a new position. 

9. For lips, apply foundation and powder for a 
beautiful mouth. Using lip liner that is one 
shade darker draws in the lips and balances 
them with the size of the eyes. A face should 
have the same size of eyes and lips, those 
being the two most important features of 
the face. Using the right shade, we can alter 
the size of the lips, making them bigger (by 
using light colors) or smaller (by using dark 
colors) according to your clients’ prefer-
ences. Glossy lips are more appealing and 
have additional dimension to them.
Ultimately, the most important thing to un-

derstand is this: The pursuit of beauty is really 
the pursuit of one’s inner beauty, and the con-
nection of both creates a beautiful and unique 
human being.  n

Gabriel I. Noda is pres-
ident of Gabriel Pro-
ductions International 
and a licensed estheti-
cian. Voted “The Best 
Makeup Artist of South 
Florida” by Miami Metro 
magazine, Noda is an 
award winning beauty 
expert with 30 years of experience in televi-
sion, film and theater. He has worked with 
companies such as Stagelight, Esteé Lauder, 
Cover Girl, Clinique, Sisley, Professional and 
more. View Noda’s work at 
www.gabrielproductionsinternational.com.

Using the right shade, we 
can alter the size of the lips, 

making them bigger (by using 
light colors) or smaller (by 

using dark colors) according 
to your clients’ preferences.
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dayspa skincaremakeup massage

co-locating with and FREE ADMISSION TO:

For more information 
and to register, visit 
www.premieredayspa.biz 
or call 800.335.7469

Orlando/Orange
County Convention Center
Orlando, Florida

Beauty Industry Professionals Only

Follow us on:

June
4, 5 & 6

2011
Exhibit Floor Open 

Only June 5 & 6

      the
   education
  you need
    to succeedTM

Over 110 Educational Classes
Advanced Education
Hands on Workshops
Live Demonstrations
New Product Launches
Latest Treatments
Newest Equipment and Technology

REGISTER on or before
June 3rd for a $10 SAVINGS!

scan for more
information
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THE ABPs 
OF BUILDING 
A SUCCESSFUL 
MAKEUP 
BUSINESS

PART II

BY MARIA CALABRESA-ECHELARD

DID YOU TAKE THE CHALLENGE TO SHIFT THE OPERA-
tional focus of your makeup business following the ABPs out-
lined in last month’s issue? If so, congratulations! It is time to 
promote your newly revitalized makeup business. By posi-
tioning yourself as the resource for beauty, you will achieve 
your goal of building your makeup business into a solid profit 
center. Remember every happy client and artist is a potential 
member of your personal marketing team. The following are 
the promotional “Ps” to facilitate those relationships.

Personalize
What is the difference between a customer and a client? 
A customer can be anyone who makes a purchase; a client 
is the person whom you have built a relationship with and 
becomes a repeat customer. 

Who are your clientele? Clientele customers are those who 
show potential in becoming a client. They are the ones who al-
ways wear makeup, frequently “play” at the makeup tester unit 
and inquire about the latest colours. Do not forget the “natu-
ral Noras.” They may be a “glam Gloria” waiting to shine with 
help from your team. Do not prejudge. These particular clients 
may never have experienced the wonderful world of makeup.

Why do we have clientele? We have them to personal-
ize a service, drive a better business and provide ultimate 
customer service.

How do we clientele? We should compile information 
on past and present clients and prospects. Whether you 
capture information in a software program or on a card in 
a client file, document key information. An effective client 
database will include a personal profile, preferred method of 
contact, level of interest in new product and color launches, 
purchases of product and services and staff follow-up. 

What makeup questions should you ask? Expand your cli-
ent card to reflect your expanded makeup services. Questions 
should appeal to the clients’ “virtual vanity.” What types of 
services interest them? Seasonal updates? Applications? 
Lessons? What is their style? Do they wear makeup regularly? 
How much time do they spend applying makeup? What types 
of makeup do they use: drug store or department store? Do 
they own brushes? Also, do not forget to observe clients when 
they first walk through the door.

How easy is it to get started? It is as simple as obtaining 
a verbal agreement with the client at the closing interaction 
asking permission to follow up.

Polish
Do you make your first impression the best impression? 
Research finds that during the first three seconds of meet-
ing a new customer, you are evaluated … even if it is just 
a glance. An immediate judgment is made based on your 

SHIFTING YOUR  
PROMOTIONAL FOCUS
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looks, wardrobe, style, implied social status and 
likeability. People make amazing assumptions 
about your professional credibility and perfor-
mance based upon your appearance during a 
first meeting. It is very difficult to overcome a 
poor first impression, regardless of knowledge or 
expertise. Whether we like it or not, first impres-
sions matter and are lasting. Use your appear-
ance as a professional tool. Your appearance, 
makeup, hair and clothes are as important as 
your smile. How many of you have spent more 
time designing marketing materials, such as 
business cards, brochures, websites, etc., than 
fine-tuning your personal image?

The best way to inspire clients to play with 
color is to wear it yourself. Everyone working in 
your salon/spa should radiate beauty. Impeccable 
hair, skin and nails should be the norm versus the 
exception. Clients look to us for beauty inspira-
tion. Institute a five-product rule. Staff must wear 
a minimum of five cosmetic products to work. 
Remind the “natural Noras” on staff that even a 
polished natural look requires makeup. 

Presentation
Product presentation will significantly impact 
how people will perceive your makeup busi-
ness. Your makeup station must look inviting 
at all times. Tester units should be cleaned and 
sanitized between each client. Provide appropri-
ate applicators for safe sampling of products.

In addition you should: 
•	 Prominently	display	vendor	visuals.	
•	 Post	all	post-graduate	 

certifications of resident artists. 
•	 Create	a	look	book	with	pages	from	mag-

azines and face charts representing  
a variety of makeup looks.

•	 Refresh	the	station	visually	 
on a regular basis.
The tester unit should not be used for paid-

for services. To offer a menu of paid-for services, 
you must invest in a professional kit box with 
the products and brushes your artist will need 
to complete a professional makeup application. 
Many times these products will not be the same 
products that you retail. These are pro-products 
with pay off and staying power on the skin ap-
propriate for photography and video. When 
promoting retail throughout the appointment, 
select the retail counterparts for the client so 
they can replicate the look at home.

Programs
Investigate giving back. When interviewing 
cosmetic vendors, inquire about social con-
sciousness programs they are involved with. 
Contact local charities to donate your services 
such as the American Cancer Society, Women 
in Distress or Becca’s Closet. In your market, be 
the beauty industry leader with a conscience. 
Remember, beauty starts from the inside out. 

Promote
Now, let everyone know about your makeup 
business. Promotion: a relatively small word, yet 
it packs a big punch. In addition to the afore-
mentioned ideas, here is a list of promotional 
opportunities. They are in no specific order of 
importance. However, they are all important to 
at least think about.

Update your website to reflect your makeup 
business. Include images, a menu of service and 
information about the product line you are retail-
ing. Post a brief biography about your makeup 
artist. Do not forget to use makeup-related key-
words to increase search engine optimization.

Investigate eRetailing. Contact your vendor 
to see how you can optimize the online retail-
ing of their products with a link to your website.

Use your network. Look at your current cli-
ent base. Share your excitement about your new 
business. Most of your loyal clients are already 

TIPS FOR MANAGING  
THE FIVE-PRODUCT RULE
Instituting the five-product rule ensures 
your staff will look better, increases their 
product knowledge, and also displays 
your cosmetic products and services 
from a place of authenticity. 
•	 Let	staff	purchase	 

the products at a discount. 
•	 Have	staff	come	in	15	to	20	minutes	

before their shift and be the models 
for your budding makeup artist.

•	 Have	staff	police	themselves.	Ask	
them to check their makeup after 
breaks and lunch. 

•	 Warning: Make sure the colors 
your staff wears are from your line.

continues
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promotions or rewards. Gain loyalty and trust 
with your consistency. Many businesses do not 
stay in contact and it shows. Be different.

Reward and thank your customers.
Demonstrate products through compli-

mentary touch-ups after every service. 
Build referral networks with event planners, 

dermatologists, plastic surgeons, oncologists, 
actors, models, caterers, trendy boutiques and 
dress shops.

Give workshops for women’s groups. 
Make word-of-mouth advertising work for 

you. Do a great job with every client. Address 
their individual needs from beginning to end. 
Ask for repeat business and referrals; make sure 
clients are extremely pleased and ask for the 
opportunity to work with them again as well as 
their friends and family.

Bringing out the swan
Over the past two articles, we have discussed 
the ABPs behind every successful makeup busi-
ness. Focusing on action, beauty and the many 
“Ps,” we have explored the keys to your success 
and profitability. Remember, the ultimate goal 
of both your operational and promotional focus 
is to position yourself as a resource for beauty 
and in the process build a solid profit center. 
Explore what business model you can design 
now to give you the best results in moving to-
ward this goal, simply. Create a flow chart as 
to how you can build your business one action 
at a time. Just as our clients are beauty works 
in progress and we love bringing out “the 
swan” within, our makeup businesses are just 
as dynamic and will continue to grow every 
day if we do not forget these “Ps”: priority, 
people, possibilities of beauty you can create 
and profits you can realize. Happy painting.  n

Maria Calabresa-Eche-
lard is a makeup art-
ist, licensed esthetician 
and owner of Gamine 
Productions. She spe-
cializes in modern beauty 
makeup and has experi-
ence in runway, retail, tele-
vision and print. Echelard 
teaches courses in makeup and esthetics for both 
seasoned and future professionals. Contact her at  
maria.echelard@me.com or 954.461.1226.

image|the ABPs of building a successful makeup business

familiar with your spa/salon, and will be eager 
to support your new services.

Take advantage of the different social me-
dia marketing aspects of the Internet: Facebook, 
Twitter, blogs, etc. One of the best ways to utilize 
Facebook is to participate in Facebook groups. 
There are many groups dedicated to beauty 
and makeup. Offer value and share makeup tips 
and pointers there. If the customers are able to 

get good content, they will learn to trust your 
business and be more willing to spend money 
on your services and products. 

Use video marketing. Video marketing is 
huge in the makeup industry. Many makeup 
artists, companies and schools are using sites 
like YouTube to connect with potential cus-
tomers, generate sales and rapidly grow their 
business. Video marketing is a great way to 
build a relationship with leads and build trust 
and rapport with clients. You can share your 
products with more people and on autopilot. 
Before publishing any visual images, whether 
video and/or print, make sure those images 
showcase impeccable makeup and hair. 

Advertise. Depending on the size of your 
business, e-mail is an inexpensive form of 
advertisement.

Contact clients and follow through. Mailings 
get a 30 percent response when consistent. 
Mail and e-mail information with education, 
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again as well as their 
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FOR MORE THAN A DECADE, SPRAY 
tanning has offered a healthy alterna-
tive for that sun-kissed glow. A com-
mon misconception is that a spray tan 
will turn you orange. With proper tech-
niques and the right spray tan solution, 
the results can be flawless. 

Adding the service
The common ingredient in all self tanners 
(creams, lotions, mousse, spray tan so-
lutions, etc.) is dihydroxyacetone (DHA) 

derived from sugar beets or sugar cane. 
DHA reacts with the amino acids on the 
top layer of your skin to produce a gold-
en brown tone. There are several levels of 
DHA in spray tanning solutions ranging 
from	5	to	12	percent.	Higher	percent-
ages are better for dark skin tones, but 
if you are looking for a universal solu-
tion, select one closer to nine percent. 
When too much DHA is applied, unde-
sired results, such as orange coloration 
and poor leopard-like fading can occur. 

If you are contemplating adding 
spray tanning to your menu, here are 
a few things to consider:

1. Room setup: You only need a 
space of approximately four-feet by four-
feet for the treatment. You may opt to 
spray in a wet room, shower, portable 
pop-up tent or treatment room. Good 
lighting is a must. If you are offering 
this treatment in a spa, where sound 
is an issue, quiet systems are available.

2. Startup costs/ROI: Spray tanning 
is one of the most profitable treatments 
today. Minimal investment is required. 
Appointments can be scheduled in 

15-minute	increments,	though	the	treat-
ment	can	be	completed	in	less	than	5	
minutes, with an HVLP (high volume-low 
pressure) system. With a conventional 
airbrush system, it may take up to 20 
minutes. The average price for a spray 
tan	is	approximately	$35	to	$50,	but	can	
range based upon location. 

3. Preparation: The spray tan is the 
“icing on the cake.” Any spa treatment 
should be finished prior to the spray 
tan. Exfoliation, whether done at home 
or as a treatment prior, is helpful. It is 
OK to have lotion on prior to treatment. 

by Julie Nostrand

steps to a  
flawless spray tan

image|

continues

When too much DHA is applied,  
undesired results, such as orange coloration 

and poor leopard like fading can occur. 

bronzed  
beauties  
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Most female clients will wear panties and no top for their 
appointment as well as dark, loose clothing, as the instant 
bronzer of some solutions may rub off. 

4. The treatment: Whether you choose an HVLP or air-
brush	system,	spray	5	inches	from	the	body	and	10	inches	
away from the hands and feet. This will prevent overspray 
and	allow	for	more	accuracy.	Use	a	maximum	of	1.5	ounces	
of solution per treatment. Only spray the body one time as 

Order toll free by phone 888-388-7546    Order online at www.skincarefun.com

Skin ResurfacerTM • Collagen Facial Masks • Alginate Powder Masks • Collagen Crystal Masks 
• Whitening Treatments • Anti-Aging Treatments • Acne Treatments 

• Chemical Peels • Eyelash Extensions

No Minimums. Great Prices. Quality Products.
Superior Customer Service

Beautiful Skin is Fundamental

Private label available

Skin Resurfacer™

Eliminate skin tags, age spots,  
     keratosis, cholesterol  deposits, 
       calcium bumps and more...
          in just one treatment!

Private label available

Only $1995

IECSC Las Vegas
June  18 -20, 2011 

Booth 1762

Join us for two outstanding 
classes at IECSC Las Vegas

The Skin Resurfacer™: Learn 
How to Eliminate All Types 
of Skin Growths Safely 
and Effectively. 

Sunday, June 19, 12-2 pm

A MicroCurrent Workshop: 
Understanding the What, Why, 
and How to Get Optimum 
Results from MicroCurrent. 

Monday, June 20, 9-11 am

Join us on Facebook and receive special promotions

Say you saw it in LNE & Spa and circle #113 on reader service card

If the product looks wet, or begins to 
drip on the skin, you need to spray faster 

or adjust the setting on the spray gun. 

“less is more.” If the product looks wet, or begins to drip 
on the skin, you need to spray faster or adjust the setting on 
the spray gun. Generally, clients can get dressed as soon as 
the treatment is over. If they feel they need to wait to dry, 
too much product was applied. 

5. After care: Your client should wait six to eight hours 
to allow the tan to fully develop before showering or swim-
ming. As DHA is drying to the skin, they should hydrate 
regularly. There are products available for home use to 
prolong or “touch up” your spray tan.  n 

Coming next month in LNE & Spa: “Part II, How to Build a 
Successful Spray Tan Business.”

Julie Nostrand founded South Seas Skincare in 2001. She 
has personally trained the staff of some of the world’s most 
elite spas, as well as makeup artists from the sets of Disney, 
HBO, Warner Bros., NBC, ABC, CBS and Fox. Nostrand can 
be reached at Julie@southseasskincare.com or 866.961.9903.

image|bronzed beauties
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MORE NEWS

spa|news
body, equipment and supply productsmakeup, tools and trends

image|news

ENDURING ENHANCEMENT
Be among the first to offer the revolutionary 
new professional semi-permanent 
CryBaby™ Mascara treatment, launching 
in spas now. The service, which is 
customized for each client, adds volume, 
length, color and curl to lashes, says the 

company. CryBaby does not flake, chip or run, even during exercise and 
swimming. Over three weeks, CryBaby wears off evenly, disintegrating 
and sliding from lashes undetected.  www.crybabymascara.com

DOUBLE DUTY
The weightless AM Clear Sun Powder from Brushes by Karen 
is an ideal mineral blend for balmy summer days. It minimizes 
fine lines and pores while smoothing skin to a flawless finish, 
making it a great translucent primer or setting powder. The 
reflective and refractive properties of titanium dioxide and zinc 
oxide provide instant protection from environmental pollutants 
and UV rays, says the company.  www.BrushesbyKaren.com

PRETTY POUT
The Lip Shine Sticks from the 
new h.wood beauty can be worn 
either on their own or over lipstick. 
The mixture of mango butter, 
shea butter, jojoba oil, avocado 
butter, cocoa butter and camellia 
oil is formulated to moisturize, 
nourish and heal the lips. Lip 
Shine Sticks are available in five 
diverse colors, including ruby, 
rose, poppy, plum and sheer. 
www.hwoodbeauty.com

SOOTHING SOFTNESS
The Bio-Certified Lipstick from [comfort 
zone]’s Sacred Nature Collection delivers 

natural lip nourishment. The lip balm is 
formulated with Sacred Nature’s custom 

blend of buriti oil and other natural 
and organic ingredients to soothe, 

soften and heal chapped lips, says the 
company.  www.comfortzone.it
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LIGHTWEIGHT 
AND LIVELY
The Mineral SheerTINT SPF 
20 from Beauty Addicts has 
every quality you could ask for 
in a summertime concealer. The 
mineral based moisturizer is 
oil-free, ultra sheer and contains 
both sun protection and extra 
nutrients for the skin. A blend 
of ingredients includes ginseng 
root extract and vitamins 
A, C and E. It is available in 
seven different shades.  
www.beautyaddicts.com

Say you saw it in LNE & Spa and circle #248 on reader service card

Say you saw it in LNE & Spa and circle #355 on reader service card

SMOOTH STROKES
J & D Beauty’s new Lure Makeup 

Brush Collection features everything 
makeup artists need to apply mineral 

makeup, loose powders, blushes, 
bronzers, eyeshadows, liners and 

more. It includes an extensive 
selection of brushes designed 

for specific variations of cosmetic 
products. Brushes are crafted with 

sleek, full length professional handles 
for precise application, says the 
company.  www.jdbeauty.com

TAKE IT OFF!  
Shavasana Eyelash Extensions’ 
Cucumber Chamomile 
Makeup Remover is specially 
formulated for use with 
Shavasana Eyelash Extensions. 
The oil free botanical formula 
soothes the area as it effectively 
removes all makeup and residue 
from the lashes, says the company. 
www.eyelash-extensions.com
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PRODUCTS
Refectocil Tint
Pure Black,  Blue-Black,  Natural Brown, Light Brown, Deep 
Blue, Graphite, Chestnut, Red and Blonde Bleaching Paste. 
1.877.547.5463	www.dermagraphicsinc.com

WAXING SUPPLIES: Berins, Epillyss, Escential & Alaska 
Waxes. Berrywell Lash Tints, Spa Aprons, Esthetic 
Supplies & Waxing Educational DVD’s. Visit online 
www.ssmoothskinsupply.com	or	call	877.473.1032

A Gift is Waiting for You at www.stonejourney.com 
Receive your Complimentary Gift of the month from 
Stone Journey/Esthetic Alternatives. Visit our website at  
www.stonejourney.com and Click on Free Gift.

EDUCATION / TRAINING
ONLINE Medical Aesthetics Education! Learn the basics of 
microdermabrasion, laser hair removal, Botox and much more! 
Visit www.cosmedical-training.com for more information!

AIRBRUSH MEDIA MAKEUP ONE WEEK CLASS For Ads, 
HDTV, Film, Fashion, Weddings. Portfolio included. While spa 
clients decline in weak economy, high paid, exciting, Media 
Airbrush work remains strong. AwardMakeupSchool.com 
310.364.0665

EMPLOYMENT   
Éminence Organic Skin Care is looking for their next outstanding 
International Trainer. Must be a licensed esthetician, have 
2 years experience with Éminence products and willing to 
travel extensively. Previous training experience an asset. 
Visit www.eminenceorganics.com to learn more.

Make More Money Now. New Technology in Anti Aging. 
Attack Aging at Its Source. All Natural Products/Genetically 
Based Science. Need distributors Capture Expanding Global 
Market.	Call	866.426.0417

We are a French cosmeceutical skin care company distributed 
through	a	network	of	70	business	partners	in	64	countries	
around the world. We are actually looking for an exclusive 
business partner in the USA. For more information please 
visit our website at www.ericson-laboratoire.com or send 
an e-mail to export@ericsonlaboratoire.com. 

MISCELLANEOUS
Feeling Left Out? Place your classified ad with Les Nouvelles 
Esthétiques & Spa and get national exposure for a fraction 
of the cost. It’s just $2 a word, with a $30 minimum. Sign 
up online, and preview your ad before it is published in the 
magazine. For more information, please contact Maria Gil 
at	800.471.0229;	e-mail	maria@LNEONLINE.com;	or	visit	
www.LNEONLINE.com.

products • distributors  • services  • training  • new/used equipment  • employment
classified ads

To place an ad, please call 800.471.0229 ext. 103, e-mail maria@lneonline.com or visit www.lneonline.com.

WWW.LNEONLINE.COM

WEB-EXCLUSIVE ARTICLES ...
DAILY BREAKING NEWS ...

TRADE SHOW INFORMATION ...
AND SO MUCH MORE ...

DAILY BREAKING NEWS ...
WWW.LNEONLINE.COM

WEB-EXCLUSIVE ARTICLES ...
TRADE SHOW INFORMATION ...

AND SO MUCH MORE ...

* WINNERS WILL BE CHOSEN MONTHLY BY A RANDOM DRAWING AND WILL BE NOTIFIED BY E-MAIL.
PRIZE WILL BE SENT DIRECTLY FROM THE SPONSOR.

Primary/Power Pumpkin Resurfacer
This month win a grand prize from

Dermaquest valued at $80
Check out the working steps from Dermaquest

and enter the drawing for a chance to win!*

ENTER THE STEP-BY-STEP DRAWING!



Page 124 • www.LNEONLINE.com  Les Nouvelles Esthétiques & Spa • May 2011

MAY 2
Advanced Peeling Techniques 
for Complex Skin Conditions 

by PCA Skin.
Albuquerque, NM.
877.PCA.SKIN.

Advanced Treatment 
Technologies Seminar 

by PCA Skin.
Scottsdale, AZ.
877.PCA.SKIN.

MAY 2-8
Airbrushing &  
Creating a Portfolio 

by Award Studio. 
Burbank, CA.
AwardMakeupSchool.com.

MAY 3
Advanced  
Peeling Techniques for 
Complex Skin Conditions 

by PCA Skin.
Scottsdale, AZ.
877.PCA.SKIN.

MAY 10
Skin Biology  
& Chemical Peel Seminar 

by PCA Skin.
Scottsdale, AZ.
877.PCA.SKIN.

Seasonal Peels 
and Unusual Actives

by A Natural Difference.
Encinitas, CA.  
888.568.3150.

Seasonal Peels and  
Unusual Actives

by A Natural Difference.
Long Beach, CA. 
888.568.3150.

Seasonal Peels and  
Unusual Actives

by A Natural Difference.
Seattle, WA.  
888.568.3150.

MAY 1
Skin Biology  
& Chemical Peel  
Seminar (students)

by PCA Skin.
Albuquerque, NM.
877.PCA.SKIN.

Skin Biology & Chemical 
Peel Seminar (students)

by PCA Skin.
Los Angeles, CA.
877.PCA.SKIN.

Skin Biology & Chemical 
Peel Seminar (students)

by PCA Skin.
Scottsdale, AZ.
877.PCA.SKIN.

West

MAY 
(ONGOING)
Advanced  
Chemical Peels  
with Skin Assessment

by A Natural Difference.
Encinitas, CA. 
888.568.3150.

Advanced Chemical Peels  
with Skin Assessment

by A Natural Difference.
Long Beach, CA.
888.568.3150.

Advanced Chemical Peels  
with Skin Assessment

by A Natural Difference.
Seattle,	WA.	888.568.3150.

Antiqua Prima  
Level I Introductory Classes

by Laura L. Root.  
Webinars held every Monday and 
Friday.	866.358.1694	Ext.	4.
Distance learning available.

Full-Spectrum Reiki for Beauty 
Professionals: Integrated 
Reiki Spa Treatments

by Linda Bertaut at Bertaut Beauty. 
Pasadena and San Francisco, CA. 
626.405.0424.

West
Central
East
International

 WEST | CENTRAL | EAST

CALENDAR OF EVENTS
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MAY 23
Advanced Peeling Techniques 
for Complex Skin Conditions 

by PCA Skin.
San Jose, CA.
877.PCA.SKIN.

Skin Biology &  
Chemical Peel Seminar 

by PCA Skin.
Honolulu, HI.
877.PCA.SKIN.

Skin Biology & Chemical 
Peel Seminar (students) 

by PCA Skin.
Salt Lake City, UT.
877.PCA.SKIN.

JUNE 5
Skin Biology &  
Chemical Peel Seminar 

by PCA Skin.
Santa Barbara, CA.
877.PCA.SKIN.

JUNE 6
Combat the 7 Types of Acne

by Sanitas Skincare.
Sherman Oaks, CA.
888.855.8425.

Product Knowledge Training
by Sanitas Skincare.
Sherman Oaks, CA.
888.855.8425.

MAY 17
Bio-Hydroderm Certification 

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

MAY 18
Bio-Synthesis Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

MAY 19
Bio-Oxygen Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

MAY 20
Bio-Brasion Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

MAY 22
Skin Biology  
& Chemical Peel Seminar 
(professionals and students) 

by PCA Skin. Denver, CO.
877.PCA.SKIN.

Peel Fundamentals
by PCA Skin. Honolulu, HI.
877.PCA.SKIN.

MAY 15
Skin Biology  
& Chemical Peel Seminar 

by PCA Skin.
Los Angeles, CA.
877.PCA.SKIN.

Skin Biology & Chemical 
Peel Seminar (students) 

by PCA Skin.
Portland, OR.
877.PCA.SKIN.

MAY 16
Advanced Peeling  
Techniques for  
Complex Skin Conditions 

by PCA Skin.
San Diego, CA.
877.PCA.SKIN.

Bio-Ultimate  
Platinum Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

Peel Fundamentals
by PCA Skin.
Los Angeles, CA.
877.PCA.SKIN.

Skin Biology  
& Chemical Peel Treatment

by PCA Skin.
Boise, ID.
877.PCA.SKIN.
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Skin Biology & Chemical 
Peel Seminar (students) 

by PCA Skin. Seattle, WA.
877.PCA.SKIN.

JUNE 21
Skin Biology  
& Chemical Peel Seminar 

by PCA Skin. Seattle, WA.
877.PCA.SKIN.

JUNE 26
Skin Biology & Chemical Peel  
Seminar (students) 

by PCA Skin.
Newport Beach, CA.
877.PCA.SKIN.

Skin Biology  
& Chemical Peel Seminar 

by PCA Skin. 
San Diego, CA.
877.PCA.SKIN.

Skin Biology & Chemical 
Peel Seminar (students) 

by PCA Skin.
San Francisco, CA.
877.PCA.SKIN.

JUNE 27
Anti-aging  
Makeup for the  
Maturing Woman

by Sanitas Skincare.
Boulder, CO.
888.855.8425.

JUNE 28
Product Knowledge Training

by Sanitas Skincare.
Boulder, CO.
888.855.8425.

JUNE 14
Advanced  
Hyperpigmentation Treatments

by Sanitas Skincare.
Boulder, CO.
888.855.8425.

Bio-Hydroderm Certification
by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

JUNE 15
Bio-Synthesis Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

JUNE 16
Bio-Oxygen Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

JUNE 17
Bio-Brasion Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

JUNE 18
Exploding Common Skin 
Care Ingredient Myths

by Sanitas Skincare.
Las Vegas, NV.
888.855.8425.

JUNE 19
Hormones and Skin Care

by Sanitas Skincare.
Las Vegas, NV.
888.855.8425.

Skin Biology & Chemical 
Peel Seminar (students) 

by PCA Skin.
Thousand Oaks, CA.
877.PCA.SKIN.

JUNE 7
Chemical  
Peel Training

by Sanitas Skincare.
Boulder, CO.
888.855.8425.

JUNE 12
Skin Biology &  
Chemical Peel Seminar

by PCA Skin.
Portland, OR.
877.PCA.SKIN.

Skin Biology &  
Chemical Peel Seminar

by PCA Skin.
Riverside, CA.
877.PCA.SKIN.

JUNE 13
Bio-Ultimate  
Platinum Certification

by Bio-Therapeutic.
Seattle, WA.
800.976.2544.

Lymphatic Stimulation 
Massage Technique

by Sanitas Skincare.
Boulder, CO.
888.855.8425.

Skin Biology &  
Chemical Peel Seminar

by PCA Skin.
Scottsdale, AZ.
877.PCA.SKIN.
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JUNE 25
Ingredient &  
Product Knowledge Seminar 
(professionals and students)

by PCA Skin. Houston, TX.
877.PCA.SKIN.

JUNE 26
Skin Biology  
& Chemical  
Peel Seminar

by PCA Skin.  
Houston, TX.
877.PCA.SKIN.

Skin Biology  
& Chemical  
Peel Seminar 

by PCA Skin.
Kansas City, MO.
877.PCA.SKIN.

Skin Biology & Chemical 
Peel Seminar (students) 

by PCA Skin. Lombard, IL.
877.PCA.SKIN.

Skin Biology & Chemical 
Peel Seminar (students)

by PCA Skin.
San Antonio, TX.
877.PCA.SKIN.

East

MAY (ONGOING)
Advanced Chemical Peels 
with Skin Assessment

by A Natural Difference.
Atlanta, GA.  
888.568.3150.

MAY 24
Advanced  
Product Knowledge  
and Treatments

by Dr. med. Christine Schrammek. 
Houston, TX.
800.729.1242.

MAY 30
Green Peel Certification Class 
and Basic Product Knowledge

by Dr. med. Christine Schrammek. 
Chicago,	IL.	800.875.2950.

JUNE 5
Skin Biology  
& Chemical Peel Seminar 

by PCA Skin.
Springfield, MO.
877.PCA.SKIN.

JUNE 6
Skin Biology  
& Chemical Peel Seminar

by PCA Skin.
Austin, TX.
877.PCA.SKIN.

JUNE 12
Skin Biology  
& Chemical Peel Seminar

by PCA Skin.
Chicago, IL.
877.PCA.SKIN.

JUNE 20
Skin Biology & Chemical  
Peel Treatment

by PCA Skin. 
Baton Rouge, LA.
877.PCA.SKIN.

Central

MAY 
(ONGOING)
Advanced Chemical Peels  
with Skin Assessment

by A Natural Difference.
Dallas,	TX.	888.568.3150.

MAY 2
Advanced Peeling Techniques 
for Complex Skin Conditions

by PCA Skin. 
Birmingham, AL.
877.PCA.SKIN.

MAY 9
Advanced Peeling Techniques 
for Complex Skin Conditions 

by PCA Skin.
St. Louis, MO.
877.PCA.SKIN.

MAY 23
Full Body Waxing

by Satin Smooth. 
Austin,	TX.	512.444.6777.

Full Body Waxing
by Satin Smooth. 
Gulfport, MS.
228.868.9071.

Full Body Waxing
by Satin Smooth. 
Houston, TX.
713.944.3444.

Green Peel Training 
by Dr. med. Christine Schrammek. 
Houston, TX.
800.729.1242.
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MAY 13
Advanced Peeling Techniques 
for Complex Skin Conditions

by PCA Skin. 
Fort Lauderdale, FL.
877.PCA.SKIN.

MAY 14
Advanced Treatment 
Technologies Seminar

by PCA Skin. 
Fort Lauderdale, FL.
877.PCA.SKIN.

MAY 15
Skin Biology & Chemical Peel 
Treatment (students)

by PCA Skin.
Fort Lauderdale, FL.
877.PCA.SKIN.

Skin Biology &  
Chemical Peel Treatment

by PCA Skin.
Rochester, NY.
877.PCA.SKIN.

Skin Biology &  
Chemical Peel Treatment

by PCA Skin.
Tampa, FL.
877.PCA.SKIN.

MAY 16
Peel Fundamentals

by PCA Skin. Tampa, FL.
877.PCA.SKIN.

MAY 21
Skin Biology &  
Chemical Peel Treatment

by PCA Skin. Ann Arbor, MI.
877.PCA.SKIN.

Seasonal Peels 
& Unusual Actives

by A Natural  
Difference.
Atlanta, GA.  
888.568.3150.

Seasonal Peels 
& Unusual Actives

by A Natural Difference.
Columbus, OH.  
888.568.3150.

Seasonal Peels 
& Unusual Actives

by A Natural  
Difference.
Ft. Lauderdale, FL.
888.568.3150.

Seasonal Peels 
& Unusual Actives

by A Natural Difference.
Philadelphia, PA.  
888.568.3150.

Seasonal Peels  
& Unusual Actives

by A Natural Difference.
Wilmington, DE. 
888.568.3150.

MAY 1
Advanced Treatment 
Technology Seminar

by PCA Skin.
Charlotte, NC.
877.PCA.SKIN.

MAY 2
24K Gold  
Treatment

by DPC International. 
Edison, NJ.
732.346.9426.

Advanced Chemical Peels  
with Skin Assessment

by A Natural Difference.
Columbus,	OH.	888.568.3150.

Advanced Chemical Peels  
with Skin Assessment

by A Natural Difference.
Ft. Lauderdale, FL.
888.568.3150.

Advanced Chemical Peels  
with Skin Assessment

by A Natural Difference.
Philadelphia, PA. 
888.568.3150.

Advanced Chemical Peels  
with Skin Assessment

by A Natural Difference.
Wilmington, DE.  
888.568.3150.

Antiqua Prima  
Level I Introductory Classes

by Laura L. Root.  
Webinars held every Monday  
and Friday.  
866.358.1694	Ext.	4.

Designing Your Face: 
Corrective Makeup 
Techniques for Daytime

by Gabriel Productions. 
Coral Gables, FL.  
305.444.1999.

Evening and Glamour 
Makeup Program

by Gabriel Productions. 
Coral Gables, FL.  
305.444.1999.

Knowledge Is  
Power Series

by A Natural Difference Skincare.
Cooper City, FL.
888.568.3150.
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JUNE 14
Chemical Peel  
Certification Course

by DermaQuest  
Skin Therapy. Dublin, OH. 
800.213.8100.	Ext.	236

JUNE 19
Skin Biology  
& Chemical  
Peel Treatment

by PCA Skin.
West Palm Beach, FL.
877.PCA.SKIN.

JUNE 26
Skin Biology  
& Chemical  
Peel Treatment

by PCA Skin.
Virginia Beach, VA.
877.PCA.SKIN.

Skin Biology &  
Chemical Peel Treatment

by PCA Skin.
Orlando, FL.
877.PCA.SKIN.

MAY 22
Advanced  
Peeling Techniques for 
Complex Skin Conditions

by PCA Skin. 
Orlando, FL.
877.PCA.SKIN.

Advanced  
Peeling Techniques for 
Complex Skin Conditions

by PCA Skin. 
Virginia Beach, VA.
877.PCA.SKIN.

Peel Fundamentals
by PCA Skin.
Ann Arbor, MI.
877.PCA.SKIN.

Skin Biology  
& Chemical Peel  
Treatment (students)

by PCA Skin.
Chattanooga, TN.
877.PCA.SKIN.

Skin Biology  
& Chemical Peel Treatment

by PCA Skin.
Stamford, CT.
877.PCA.SKIN.

MAY 23
Advanced Treatment 
Technologies Seminar

by PCA Skin. 
Virginia Beach, VA.
877.PCA.SKIN.

Green Peel Certification and 
Basic Product Knowledge

by Dr. med  
Christine Schrammek.  
Orangeburg, SC.
800.826.1193.	

Understanding  
Ingredients and  
Delivery Technology

by SESHA  
Skin Therapy.
Philadelphia, PA. 
888.977.3742.

JUNE 5
Skin Biology  
& Chemical Peel Treatment

by PCA Skin.
Washington, DC.
877.PCA.SKIN.

JUNE 11
Ingredient &  
Product Knowledge Seminar 
(professionals and students)

by PCA Skin.
Atlanta, GA.
877.PCA.SKIN.

JUNE 12
Skin Biology  
& Chemical  
Peel Treatment

by PCA Skin. Atlanta, GA.
877.PCA.SKIN.

JUNE 13
Advanced Ingredient Knowledge 
& Resurfacer Certification Course

by DermaQuest Skin Therapy.  
Dublin,	OH.	800.213.8100.	Ext.	236

calendar|east

TRADE SHOWS
Sponsored by Les Nouvelles  

Esthétiques & Spa and Dermascope

The International Congress of 
Esthetics and Spa, Long Beach 2011
September	11-12	•	Long	Beach,	CA
1.800.471.0229

The International Congress of 
Esthetics and Spa, Philadelphia 2011
October	23-24	•	Philadelphia,	PA
1.800.471.0229
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Since 1994

The Jojoba Company

The Jojoba Company’s
HobaCare® Jojoba

means

P U R I T Y
ELIMINATE SYNTHETICS!

The Jojoba Company’s
HobaCare® Jojoba

means

P U R I T Y

HobaCare® is 100% Pure, Unrefined, First-Press Golden Jojoba.
Nature's Conditioner for Skin, Scalp and Hair

HobaCare® is 100% Pure, Unrefined, First-Press Golden Jojoba.
Nature's Conditioner for Skin, Scalp and Hair

We’ve been advocating purity to skin care and massage 
professionals since 1994. Customers are demanding a higher
standard. Skin care and massage professionals are responding.
Move away from formulations; come home to HobaCare, our
100% pure jojoba. Do it for your benefit, for the sustainability
of the planet, and for your clients.

We’re very proud that our professional customers use our
HobaCare Jojoba on their clients AND on themselves as part
of their personal care regimens. They know it’s essential for
skin and hair revitalization. Use it to remove make-up, for
facial massage, and to deep-cleanse the skin. HobaCare Jojoba
is effective with any full body massage modality requiring
direct contact with the skin. It does not stain; it's non-allergenic;
it does not clog pores, and it has an indefinite shelf life. Our
pure HobaCare Jojoba is nature’s emollient, akin to the natural
fluids of our skin. A few drops go a long way.

www.jojobacompany.com
1-800- 2 JOJOBA

HobaCare Jojoba is especially helpful with sensitive skin, 
including newborns’. Try our recipes — or use your own —
to blend essential oils. And, rest assured there are absolutely 
NO synthetics, fillers or additives. 

HobaCare Jojoba is available in your choice of pesticide-free
or USDA Certified 100% Organic. Licensed
aestheticians, skin care professionals, 
massage therapists and aroma 
therapists may call or e-mail today 
for a free sample of pesticide-free 
HobaCare. Just mention this ad 
in Les Nouvelles Esthétiques & Spa.
(Offer expires July 31, 2011.)

e-mail: hobacare@jojobacompany.com

no animal testing / cruelty-free
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USA 1.800.341.1531 ·  www.gmcoll in.com

A leAder in innovAtive
skin care solutions

Beauty reborn
where nAture 
meets technology

state-of-the art manufacturing facilities

scientifically advanced r&d

high-tech skin care solutions

objective clinical evaluations on volunteers

clinically-proven and exceptional visible results

exclusive treatment provider at the Academy Awards since 2005

Award-winning dermo-corrective products

creative marketing and business development programs for depositaries

Best customer service in the industry

R & D

Results

Recognition

Support

Say you saw it in LNE & Spa and circle #115 on reader service card


