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Welcome to the new Spa Inc. magazine! This
is an exciting time in the magazine’s history.
We’re the same great magazine you know
and love, but with a new name to symbolize
our commitment to your business and our
growing presence in the industry.
Spa Inc. will continue to bring owners,
managers and other professionals in the spa
and esthetics market in Canada, all of the
practical advice and new products you need
to run a successful business. For example,
we will be continuing our wildly popular
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See page 20 for this issue’s installment,
Setting Up Shop. This year also marks the
launch of a new section dedicated to
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our Canadian readers. Check out Global
Wrap on page 6.
With a new decade upon us, we’ll explore
the subtle shift from pampering to prevention
in the spa world. Other hot button topics for
spas in 2010 will be spa hybrids
(incorporating a gym and spa in one facility,
for example), wellness tourism, as well as
developing that sense of belonging and
membership in a spa to drive revenue.
The prospects are limitless.
I am thrilled to be a part of this journey
and would love to hear what you think.
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People, and particularly clients, are attracted to leaders. So
if you’re the first one to use infrared light for weight loss or pain
management, tell everyone. Advertise it, promote it, and get the
word out. And if your spa is greener than green (healthy materials,
natural products, recycling habits…), please say so!
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What’s Your Nature?

But most of all, if your spa offers work perks that are “out
of this world,” talk about it with whoever will listen. It just
might bring you the “star employees” you’ve been looking
for to take your business to the next level.

Tammy White
twhite@dvtail.com

Spa Inc. will review unsolicited submissions
(hard copy or digital texts, photos or illustrations)
for editorial consideration but does not guarantee
their publication. The submitted material may
be used without consent or payment.
PRINTED IN CANADA

Joanne Brouard Corbeil
French Editor, Esthémag Pro
Printed on paper with 10% post-consumer
waste. This magazine is recyclable. Please
recycle where facilities exist.

Helping you to radically
fight the aging process
Bio-Lift Skin Care
• Anti wrinkle Hexapeptide a clinically tested ingredient
capable of de contracting the skin thereby smoothing out
fine lines and reducing the depth of wrinkles caused by
repeated facial movements
• Improve the tone, elasticity and moisture of the skin with
Marine Collagen, Hyaluronic Acid and a blend of Swiss
Herbs
• Powerful anti oxidants including Vitamin C, E & A prevent
and reduced damage caused by environmental exposure

DAY 0

DAY 30
* Twice daily application during study period

Alpha-Beta Peel
• A modern skin resurfacing peel containing the latest
generation of Beta and Alpha Hydroxy Acids with other
skin agents to dramatically improve skin textures
• Eliminates the guess work and risks usually associated
with other strong peels on the market
• This unique synergistic formula produces a controlled
peeling action.
• Simple and easy to use on all skin types including acne,
rosacea and aged skin

DAY 1

DAY 15

DAY 30

• Immediate Results after a single treatment skin appears
smoother, more firm and radiant.
• Within 3 weeks of use up to 50% reduction in fine lines.
• Over 80% see younger looking skin.

Exclusive Importer : Intercosmetics
Visit www.intercosmetics.ca | 1-800-263-4333
www.swissmedskincare.ca

g l o b a l w r a p | inter national spas

Eau Spa by Cornelia at the Ritz-Carlton
Palm Beach, U.S.

Wishing Well
• Guests may light a tea light
and make a wish on what
they hope to achieve from
their time at Eau Spa.
Self-Centered Garden
• Plants and foliage selected for
medicinal, aromatherapy or
butterfly attracting benefit.
• Waterfall bench with heated
water to massage neck, back
and shoulders.
• Hanging chairs suspended
above 3”-deep reflection pond.
• Only area of spa without music.
Natural elements will be the
sound effect—wind chimes
and water features.
• Many of the plants grown in
the garden are used in Eau
Spa treatments—lavender,
jasmine, mint, etc.

Photo Credit: Patricia Parinejad

Scrub and Polish Bar
• On-site mixologist is a
dedicated scrub guru,
making a fresh-to-order
scrub that guests apply
themselves or with a therapist.

A

new gathering place for indulgence, decadence and fun opened in December, 2009,
as Eau Spa represents the culmination of an extensive $120 million transformation
of The Ritz-Carlton, Palm Beach. The glamorous 42,000 square-foot spa offers a
sublime retreat to engage in a magical spa experience.
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Treatment Rooms
• 12 of the 19 treatment rooms
have private outdoor gardens.
The single garden rooms have
a hanging chair and shower
outside, and the double garden
rooms have a bathtub, shower,
waterfall and day bed.
• Guests have the option
of choosing music therapy,
aromatherapy and colour
therapy. Each time a guest
returns for another service,
the room can look
completely different.
www.eauspa.com

Evason Ma’In Hot Springs & Six Senses Spa
Jordan

Photo Credit: Six Senses Spa

L

ying 264 metres below sea level, the Evason Ma’In Hot
Springs, set like an oasis in the dramatic terrain, is a perfect
retreat to relax and be pampered whilst enjoying the therapeutic
benefits of Ma’In hot spring waterfalls. The classically designed Six
Senses spa sits directly under one of the natural hot spring
waterfalls that elegantly cascades into the main pool and
relaxation area. Treatments focus on the therapeutic properties of
the mineral-rich waters, offering healing mineral and deep sea
therapies combined with Asian and Six Senses signature
treatments to ensure pure pampering.
www.sixsenses.com/evason-ma-in

Macdonald Bath Spa Hotel
Bath, England

S

tay in one of Britain’s historic houses and take to the healing
waters of Bath at the Bath Spa Hotel’s luxury spa. Retreat
from everyday life with treatments designed exclusively for the
spa by Decléor. Indulge in a soothing herbal back massage or
surrender to an all-day retreat. Then wrap up in a bathrobe, settle
into a soft leather recliner surrounded by fragrant aromatherapy
candles, and gradually rejoin the world in the softly-lit comfort of
the relaxation room. Enhance your well-being with an individually
tailored health and fitness program, refresh in the indoor
swimming pool and outdoor hydrotherapy pool or simply relax
in the thermal suite.
www.macdonaldhotels.co.uk/bathspa

Hôtel du Palais
Biarritz, France

F

ormerly the summer mansion of Napoleon III and Empress
Eugenia, the Hôtel du Palais overlooks Biarritz’ main beaches
and the Atlantic beyond. The main hall, the private salons, the
dining room and the grounds have all maintained their Second
Empire style that defines Biarritz as a refined sea resort. The spa
offers a range of Guerlain treatments and massages adapted to
the guest’s needs including, shiatsu, foot reflexology or shirodara.
In 2008, Hôtel du Palais was awarded Best European Resort
Hotel; Condé Nast Traveler, Readers’ Choice (USA); Best
European Hotel Spa, Condé Nast Johansens (GB); and Best
Hotel Spa in Europe by European Press.
www.hotel-du-palais.com
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a m b i a n c e | riverstone spa
by Theresa Rogers

Historic Site gives Spa

Inspiration
E

verywhere guests turn in Riverstone Spa, they are
enveloped by the calming sense of Mother Nature.
From the slate floors to the waterwall to the river that
runs through the spa, nature is plentiful. The history and
spirituality of the local First Nations is reflected as well.
The inspiration comes from the spa’s location in Winnipeg’s most
historical area, The Forks. This junction is where the Red and
the Assiniboine rivers meet and where thousands of years ago,
First Nations people settled and lived in harmony with nature.
“We don’t want to be what the other spas are,” says Janice
Colatruglio, Spa Director. “We want to be something different.”
Though the indigenous influence is captured in many of the
facial treatments and manicure/pedicures, Riverstone’s
signature treatments are its hot stone massages, including
a new jade stone massage.
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With the support and encouragement from the First Nations
community, the “Riverstone Indigenous Hot Stone Massage”
was created. This peaceful and grounding treatment incorporates
aboriginal traditions and practices into the ancient art of massage
using hot basalt and cold marble stones. Cedar and sage teas are
served and sweet grass candles are lit to further enhance the
spirituality of the treatment. Braided ribbons and a star blanket
made exclusively for the spa are incorporated into the decor.
In its efforts to create an authentic experience, the Riverstone Spa
was presented with an authentic eagle feather. The feather is
used in the ceremonious segment of the treatment when the
client and treatment room are cleansed or “smudged” using
smouldering sage leaves.
Riverstone has some special and unique practices to achieve
balance and harmony both within the spa and within clients:
the spa looks to Mother Nature as a positive energy force to
re-energize its massage stones. To capture this energy, at the
onset of the full moon, basalt massage stones are placed in
full view of the evening sky. They remain for the duration of

the full moon, open to the energy transmitted by the universe.
The need to stabilize and clear the air of negative energy before
each massage treatment is considered essential. Energy-clearing
crystals are used as each treatment room undergoes its
cleansing procedure, leaving it in a new state of balance and
ready to offer a more enriching experience.
At the end of each day, the entire spa undergoes an ancient
cleansing ritual of the smudging with sage. This leaves the spa
free of built-up negative energies and revitalized for the start of
a new day.
Having been open for five years, Colatruglio is looking forward
to the next five.
“In this business, what is new today is old tomorrow, so we’re
always looking to keep our menu fresh. We find ideas from our
clients in terms of what they are looking for and check our
product lines and treatments. We’re always looking for
something bigger and better.” v

Opened: 2004
Size: 5,500 square-feet
Number of treatment rooms: 10
Number of staff: 32
Retail: Akhassa, Comfort Zone,
DERMed, Deserving Thyme,
Footlogix, Gehwol, Jane Iredale, OPI
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Bio Sculpture Gel has been
changing the Nail Industry
world wide for the last
22 years
The original inventors of:

Soak-Off Gel
Color Gel
Sculpting Gel
Bio Sculpture Gel is doing
it again
 Now bringing you a new

range of Treatment Gels to
customize each application
to suit the clients’ nail condition!
 A new range of Spa Manicure Products
 Spa Pedicure like never seen before!
Bio Sculpture is available all
over Canada from our
account executives/educators,
only to qualified professionals

Contact:
1877-424-6435
www.biosculpturenails.com

salon & spa carole st-pierre | am b i a n c e
by Joanne Brouard Corbeil

All Things Green
From renos to services, everything’s green at Salon & Spa Carole St-Pierre

S

pas are usually planned according
to clients’ needs, but owner and
general manager Carole St-Pierre,
went one step further and included her
staff’s needs as well.
“My team deserves to work with healthy
products, in a healthy environment,” she
says. “What is good for our clients, is also
good for us, and ultimately good for the
planet.”
The new and improved Salon & Spa Carole
St-Pierre, located in beautiful Hudson,
Quebec, has been completely renovated
with health and environmental issues in

mind. Everything was changed and
reconfigured, from the reception area to
the massage and skincare rooms, along
with new manicure and pedicure areas,
an “eyebrow and mineral makeup bar,”
and a “health bar.”
“Our ‘health area’ has been redesigned
and now offers organic meals from a local
organic resto-grocery store called ‘Que de
bonnes choses,’” says St-Pierre. “We chose
to offer fair trade organic coffees and green
teas, organic fruit juices and local mineral
waters. Even our muffins, soups, quiches

and pizzas are organic.”
Low VOC-emitting paints, natural floors and
recycled material furniture were used to
complete the extensive renovations. All
construction and demolition materials
were sent to regional recycling centres.
Skincare and wellness products offered and
used at Salon & Spa Carole St-Pierre are
exclusively organic or formulated with
botanical extracts and pure essential oils,
without parabens, preservatives, artificial
scents or colours.
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a m b i a n c e | salon & spa carole st-pierre

Here are six other eco-friendly and
health-conscious ways Salon & Spa Carole
St-Pierre practices business every day:

1. Recycle is the word

Recycled paper is used for office purposes, and recycled toilet
paper and tissue from Cascades are found throughout the spa.

2. Healthy linens

All towels and sheets are made of cotton, bamboo and
microfibres, which not only makes them extremely soft and
absorbent, but also reduces their drying time by 25 per cent.

3. Low “bag” print

Plastic bags are 100 per cent biodegradable and the print
is made with either soya or vegetable-based ink. Paper bags
“without trees” are made of rock fibres (calcium carbonate) using
a technology that does not require the use of water. There is no
chemical whitening agent required and no emission of toxic gas.

4. Eco maintenance

Spa cleaning is performed exclusively with eco-friendly products.
The disinfecting of tools and furniture that are in direct contact
with clients is done with ACCEL products, which are medicalgrade, anti-bacterial, anti-viral, fungicidal and tuberculocidal
biodegradable formulas containing hydrogen peroxide.

5. Eco energy

Responsible use of natural resources includes an efficient water
management system—rainwater is used to water the garden—and
the use of eco-friendly light bulbs. Bioethanol fireplaces were
chosen as a secondary heating system. All taps are eco-friendly—
water flow is reduced by 30 per cent—and water filters are
installed on all taps to reduce the use of water bottles.

6. Waste no more

Organic waste is composted and all glass, cardboard, paper and
plastic waste is recycled. Recycling bins are strategically placed
all over the spa while garbage bags are 100 per cent
compostable and biodegradable. v
Size: 4,000 square-feet
Staff: 20
Skincare: Eminence, GM Collin and Mary Cohr
Haircare: haircolour Chi (no ammonia), Chi organics (no sulfate
shampoos), and Tosca (organic hair products without parabens)
Nailcare: NSI gel (no odour), OPI and CHI nail polish with nano
silver(anti-microbacterial), with no formaldehyde, toluene or
dibutyl phthalate (DBP).
Website: www.carolest-pierre.com
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TEETH WHITENING
Today’s

BRIGHTEST
Idea for the Beauty Industry

Tap into the $14 Billion Dollar Industry
• The Best Results
• Money-Back Guarantee
• Marketing Support / Training

The # 1 System among Beauty Professionals

Toll Free 1-866-WHITE-15

www.beamingwhite.com

s t r a t e g i e s | work perks
by Joanne Brouard Corbeil

What’s In It for Me?
Creative work benefits keep your team happy

T

he days when people stayed with a company for 20 years
or more are definitely a thing of the past, particularly in
salons and spas, where staff turnover is not only extremely
high, it is almost expected.
“Our staff turnover is approximately 30 per cent per year,
which is the industry’s national average,” says Elaine Cabana,
Operations Director for Amerispa, which is located in 10 major
hotels across Quebec.
Most businesses–and spas in particular–can only achieve
long-term success by developing employee retention strategies.
If you want your salon to grow, you’ve got to take good care
of your staff.
Of course, you can give your employees competitive pay and
benefits, but you must also show that you care about them and
their families. Most importantly, you must give them something
they can’t get anywhere else.
There are no magic packages that will ensure staff loyalty, but
you can custom-create a benefits package that fits both what
you can afford and what your staff reacts to the most.
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Non-traditional perks
Nowadays, workers place great value on perks, such as flexible
scheduling or recognition rewards. Salon owners looking to
develop employee retention need to spend time developing
a benefits package that will cater to their staff’s personal needs
and self-esteem.
Above and beyond industry standards, such as spa services
discounts, birthday presents and sales commissions, how
do you decide which perks to offer?
Lucie Octeau, Social Media Manager for Spa Eastman has created
a special committee to find out what its employees were looking
for. “A continuing staff improvement and well-being committee
meets once a month to specifically find out what Spa Eastman
can do to keep its staff happy.”
Perk promotion
Another important part of perks is promotion. What good does
it do to invest in innovative perks if your staff doesn’t even know
they exist? Give a list of your perks to all new employees and talk
about them during staff meetings. Let everyone know the
benefits of working in your spa. v

… From the Industry
FREE SHOES

Referrel Bonus

Spa: Amerispa
Location(s): 10 locations across Quebec

Spa: Spa Eastman
Location(s): Eastman & Montreal (Quebec)

At Amerispa, free work shoes and uniforms
are among the staff’s favourite perks.

A $100 bonus is given to employees who
refer potential employees who later
become hired after their probation period.
Other work perks:
• Free access to pools, gym and spa events
• Discount on spa products and services
• Flexible days off
• Affordable group insurance
• Free spa visit for all new employees
• Daily newsletters
• Social committee
• Monthly staff meetings
• Free 60-minute massage on birthday
• Discounts on the spa’s healthy meals

Other work perks:
• Generous commissions
• Paid professional association fees
(for massage therapists)
• Continuing education
• Group insurance (costs split 50-50)
• Substantial discount on spa products
and services
• Free spa service as a birthday present
• 15% discount on a gym membership
• Free hotel room, breakfast and spa
services at an Amerispa partner hotel
after 10 years
Longest-serving employee: an employee
who started with the opening, in 1994
Staff turnover: approximately 30% per
year, the industry’s national average
Most popular perk(s): generous
commissions, paid shoes and uniforms
Perks’ source: feedback from staff, ideas
from other provinces and countries

… From
Other
Industries
Top companies outside of the spa industry
are also pulling out all the perks they can
in order to recruit and retain quality
employees. Here are some creative
offerings from companies on Fortune
magazine’s recently released “Top 100
Best Companies to Work For” list:

Same-Sex Benefits
Accounting and consulting firm Ernst &
Young (ranked no. 44 on the list) offers
same-sex partners the benefits it gives
opposite-sex married couples, even in
states where same-sex marriage isn’t
recognized.

Longest-serving employee: almost
19 years, with an average of 10 years
of employment for massage therapists
Staff turnover: an average of 8%
per year
Most popular perk(s): discounts on spa
services, especially massages
Perks’ source: staff meetings; spa industry

Concierge
S.C. Johnson & Son (no. 83) supplies
on-site concierge services to mail their
employees’ packages, send flowers to their
loved ones, pick up and deliver their
groceries, find the best deals on car
insurance, change the oil in their car and
even stand in line to wait for tickets.
Healthy Money
Paychex (no. 54), a payroll processor, doles
out awards of $100 to $300 to employees
each year for healthy activities such as
getting flu shots and dental check-ups,
attending aerobics or yoga classes, running
a 5K race and biking to work.
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s t r a t e g i e s | private labels
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Creating products
inspired by clients is a
win-win: they get what
they want and you offer
a totally unique spa
experience
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by Jason Hagerman

l
O

ne of the biggest trends in the spa world today is the
launching of private label products. More and more spas
are making use of their close connection to clients and
parlaying this information into products that can be used during
treatments and sold separately, giving clients precisely what they
want in a product while expanding the spa business.

Providing customers with your own private brand separates
your business from the rest of the spas out there. In addition,
being able to target the needs of client groups specific to your
spa with private label products will provide the spa with many
positives, including name recognition and increased word-ofmouth referrals.

A host of benefits
“When you’re a spa, you have so many customers coming and
telling you what they like, products they’ve tried,” says Seth
Hoover, a graphic artist and self-described jack-of-all trades at
Alternative Beauty, a manufacturer of wholesale private label
products. “There is a huge benefit to just listening your clients.
From this information you can put together your own product
that you know people will enjoy.”

“To be a local spa that has a logo and name on products that
people like is a great thing,” says Hoover.

16 spa inc | spring 2 0 1 0

A growing number of spas are offering their own products.
According to Doug Preston, President of Preston Inc., a private
label manufacturer with 14 years in the business, private
branding is the number one movement in retail today. Simply
offering a private line won’t make waves in your community,

but selling a line that has something unique to offer will.
“If you can find that nearly perfect product that may just be
missing something small, and you add that little something; you
can perfect it and it will be your own,” agrees Hoover.
An added benefit in creating your own product label: the ability
to escape the loss of product sales that many spas are
experiencing with the growing presence of online retailers.
“If you’re selling a popular spa brand in your spa, all somebody
has to do is Google the brand and they can find the product
at a discount rate with free shipping,” says Preston. “If you
go private brand, you own the brand
as well as access to that brand. In
other words, you’re not going to
find it on the Internet unless you
put it there yourself.”
This allows two things. First, there is
no over-saturation of your product
on the market, because you control
how much of it gets out there.
Second, you have complete pricing
freedom. “There is no way to
compare the price of your product,
except to yourself,” adds Preston.
The first consideration you need to
make is whether you want to offer
a luxury, mid-range, or bargain
product. From there, pricing is
entirely up to you.
“You can price the product however
you want. If you want to offer a cream that’s $200 to the
consumer, but you only pay $18 for it, that’s perfectly fine. It’s all
about how you want to position yourself,” he says.
Expanding your line beyond the spa doors also generates wordof-mouth, and can bring new business to the spa. White Rock,
B.C.’s Aru Spa and Salon, for example, is developing a line of
private label products. It plans to supplement sales in its spa
with that of several other retail locations. One goal of this
approach is to draw clients to the spa by providing easy access
to retail products. Conversely, another is to draw clients to the
retail location after experiencing products in the spa.
“We plan to work through these retail locations to really grow
the name and brand our product,” says Aaron Oram, Aru
Co-owner and Founder.
Opening a proprietary retail location will not be for everybody,

but selling your product through established retailers is another
an option. Both routes will affect the choices you make in
packaging your line.
Packaging and visuals
Packaging and visuals can be the most expensive part of
launching a private line, as well as the most time consuming—
but it can also be very affordable and straightforward. It all
depends on you.
“Really, when you’re selling your product in your own spa,
brand recognition isn’t a huge factor,” says Preston. “If you’ve
got your products in a boutique somewhere and they’re sitting
on a shelf begging for attention, that’s a
different thing. Most sales in the spa are
stimulated by seller endorsement.”
Accordingly, sales in unaffiliated boutiques
are often largely affected by product
packaging. “If you’re putting your product
line in an environment where your sellers
might not be as reliable as they could be,
the product usually has to be more alluring
in its own right.”
One common concept in private labels
is ‘over labeling.’ Products are partially
pre-printed with use instructions,
ingredients, the country of origin and the
amount of product, with space left on the
bottle for the spa to print its own name
or to buy a sticker label made of mylar
that can be applied by hand. Fully custom
labels provide a mostly-blank slate (by
law, labels must be printed with certain
information), and the spa can customize the entire look of
the label.
“Usually we will work with the spa’s chosen graphic artist to
create the most suitable and unique look for their product,” says
Preston. Consider that a local designer may be easier to work
with than one on the other side of the country.
Visual graphics and colours are often the main focus when
considering the presentation of a product, but the physical
container is also an important aspect of packaging.
“To us, packaging is extremely important. Packaging needs to
be esthetically pleasing, but this comes in second to our number
one consideration, which is the integrity of the packaging and
the impact on the environment,” says Oram. “Packaging is part
of your message. You need to be detailed and specific not just
about the way it looks, but in what is behind it as well.”
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The majority of private label manufacturers don’t offer custom
bottles, and because of this desire to control the material used in
the bottling of his products, Oram decided to launch his line
without the help of a private label firm.
Going it alone
If you are like the owners of Aru, and you plan to go it on your
own, the best thing to do is get out there and talk to people in
the industry.

Whether you launch a line yourself, or enlist the services of a
private manufacturer, at the end of the day, you are offering
something that no other spa is.
“There are great private label programs out there with excellent
products you can believe in. How you approach this kind of thing
just depends on what you want to do,” says Oram. v

“Finding the right people to work with was primarily word-ofmouth for us. When you’re researching packaging and talking to
people involved in that part of the industry, those people are in
contact with other related professionals,” says Oram. “There are
ingredient wholesalers that you need to contact, for example.
They are a great source because they have contacts throughout
the industry.”
There are chemists, ingredient wholesalers, packaging
wholesalers, graphic artists and marketing gurus whose services
you will have to consider. “There are a lot of great people out
there, but not all of them are the right fit for the business. The
person with the right credentials also has to believe in your
vision for the product,” Oram says.
Your graphic designer, for example, should not simply focus
on making the package a feast for the eyes. If the brand vision
is subtle and understated, a label displaying fire and lightning
may grab consumers’ attention, but won’t convey the right
message.
Where to begin?
“There are a lot of companies out there that will manufacture
products to suit your specific needs, and you can be very
specific,” says Hoover. “If you want to customize the scent
or the colour, many can do that too.”
The best place to start looking is online. Many manufacturers
list the bulk of their product offerings online. Preston Inc., for
example, has a library of more than 200 products for clients
to choose from.
Get samples. If you plan to go to a private label manufacturer
and forgo the task of concocting your own formulation, explore
as much as you can through samples. You need to know that
what they can offer is exactly what you need.
Use the tools that are accessible to you. Alternative Beauty
provides templates on its website for potential customers
to experiment with different visual options.
Don’t be afraid. The average opening order Preston receives for
a day spa is around $1,800. This is a small investment, he says,
considering the potential benefits of launching a private line.
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Products to Enhance
a Treatment
Generate interest in your private line by using
products in a unique way

Y

ou can complement services with additional products
specific to your spa. “We’re going to complement a
number of new services with immune system-enhancing
functional food products that are only available in
conjunction with services in our spas, and eventually at
our retail locations,” says Aaron Oram, Co-owner and
Founder of Aru Spa and Salon in White Rock, B.C.
Something to Consider…
A hidden benefit to launching your own product line is
that the brand becomes another element of your business
equity. Before entering into the private label manufacturing
business, Doug Preston at Preston Inc., owned two spas.
When he sold them, the retail brand that he featured in
his own spas was sold separately from the spa.
“I made a different deal for the brand and that provided
me with a huge profit. A company would have the option
to sell the brand with the spa or to continue to distribute
it. There are good options with this strategy,” he says.

s t r a t e g i e s | opening a spa
by Jason Hagerman

Moving In

Choosing the right products, equipment, software and other peripheral
supplies for the operation of your spa is a critical part of developing
your spa image

B

y the time you’ve finished reading this article, you will have reached the mid-point of our eightpart series detailing the important steps in opening a spa business. So far we’ve explored the
many aspects of the business plan, the options for financing the spa and the expansive task of
deciding on the spa’s location. From here on, let’s assume you’ve done all of that and you’re ready to
move in and get your spa set up.

20 spa inc | spring 2 0 1 0

4

Part
Opening a Spa
Products
Products are one piece of the jigsaw puzzle that is bringing
a successful spa together.
Products in the spa can be boiled down to fit into one of two
classifications: those that are used in treatments and those that
are sold as retail. They may be the same.
There are a lot of variables to consider when deciding on
the products you will use for services and as retail goods.
“To decide on the product that will be used, we need to have
decided on what market the spa will approach and what exactly
that market can handle,” says Sandra Moren, a spa consultant
and professional speaker with Kyron Spa and Salon Consulting.
Having developed a business plan already, which would include
an in-depth look at your target market, deciding the price range
of products that you will consider should be a breeze. Is your
spa going to be affordable, mid-level or high-end?
Knowing this, get online and do some research. There are literally
hundreds of product manufacturers out there vying for the
attention of spa owners and most of them have websites
detailing benefits, ingredients, uses and prices of their products.
In addition to manufacturer websites, search for online product
reviews, blogs and magazines. These can provide valuable
information that would otherwise be unavailable. Often you can
find consumer/spa client reviews of products online as well.
If working with a spa consultant, they will be able to provide
further assistance toward which manufacturers you should
hone in on.
“The product not only needs to fit with your market, but also with
your image,” says Barbara Crowhurst, a retail business consultant
and President of Retailmakeover.
For example, you may be trying to create a small-town feel within
your spa. Don’t compromise this by offering product lines that
exude a big-city feel.
“The spa owner really needs to take into consideration the theme
of the spa and the vision they have had from the beginning,”
adds Moren.

Take into consideration the support that you will get from a
product manufacturer. The price of a bulk product purchase is
important, but the additional services offered by manufacturers
can add real value.
“What kind of education does the manufacturer offer? Does the
manufacturer come in when the spa has a grand opening or an
open house? Will the trainer commit real time to your staff?”
asks Moren.
Recently, a spa that Moren was working with in Alberta sourced
a product out of Quebec because of an appealing price.
“The only problem was, the product didn’t have a rep west
of Montreal,” she says. While the price was good, the potential
added value was nonexistent.
When choosing your products, take into account the amount
of time they have been available to other spas and consumers.
Certain products, such as nail polish removers and massage oils,
aren’t replaced by new lines as regularly as products such as nail
polishes or gels, which are subject to seasonal colour changes.
Make sure your products are new and appropriate.
“Clients are always interested in new product lines,” says Moren.
Looking through products can be exciting, but it is important to
avoid getting too excited about offering too many product lines
for your services.
According to Moren, it is best to start with one skincare line. This
way, you can avoid tying up excessive amounts of startup money
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in product, and ensure staff is fully educated in the products
they are using.
“If you have too many lines, the staff won’t be comfortable
with it. Staff needs to be properly educated on the benefits of
a product, application or uses and so on. With too much
product, staff can get confused,” says Moren.
A few months down the road, add a second skincare line, but
that should be the maximum, Moren believes. When it comes to
makeup, a spa should carry one line. Seasonal colours, especially
in Canada, are ever-changing. Variety should be available to
clients through the seasonal colours that your selected
manufacturer releases, rather than through an over-saturation
of brands. This goes for nail polishes and gels as well.

Out of the spa and into the home
It is wise to retail the same products you use in your spa
services, allowing clients to maintain results between visits to the
spa. This is another reason estheticians need to be educated on
the products that they use during treatments—they also perform
the function of salespeople. If a client is aware of the benefits of
a particular product, they more are likely to buy that product for
personal use between visits than if they had no information
about it.
The design of the retail area will influence client purchasing
as well.
“If the retail area is designed correctly, it will generate a
phenomenal amount of money,” says Moren.
“Customers need to be around retail items, but not enveloped
by them,” adds Crowhurst.

What About my Own Product Line?
Launching a private product label in conjunction with the
opening of your spa is not always a good idea. Opening a spa
is enough work on its own, and adding the workload associated with a private line will only make things more hectic.
“I’d recommend spa owners start with an established product line and see how that goes for a year. Once the business
becomes profitable, then you can think about the private line,”
explains Sandra Moren, a spa consultant and professional
speaker with Kyron Spa and Salon Consulting.
That year will allow you to get a feel for the industry and
make an educated decision on whether the added workload
will be worth the potential monetary return.
To read more about launching a private label,
turn to page 16.
in multiple display armoires.
Avoid tying up too much money in the retail area as well.
Covering the walls in floor to ceiling shelving and filling those
shelves with product is not only unsightly, but also impractical.
“Why would you waste money and carry more inventory than
you need to?” asks Moren. “Colours change with the season and
you don’t want leftover. When you buy, only buy enough to keep
your shelves stocked, don’t keep boxes and boxes in storage.”
Product should be placed in a laser line alignment, meaning
one product at the front of the display and all of the stock in
a line behind it.
Pay careful attention to the lighting of the retail area.

In a spa, there are two options for setting up a retail area. If you
have the space, teaser items can be displayed in the reception
area (in moderation), which will serve to draw clients’ attention
to the larger, separate retail area. If there isn’t enough space
for a wholly dedicated retail room, let the reception area host
your product.

“Think about a dark room—this is a very dramatic example—but
think about this room, then add five spotlights,” Crowhurst says.
“We now see the product, and that draws us to the product.”
She suggests halogen tracks be installed three feet in front
of a display to achieve the maximum benefit of the lighting.

Don’t be afraid to set up tables in the retail area.
“Tables are highly underused,” says Crowhurst. “Tables bring
product to your hand level and that’s what you want.”

The spa’s retail offerings can also extend beyond lotions and
potions. Consider offering robes and towels. Items related to
impulse buying, such as candles, oil diffusers or music should be
stocked and displayed near the cash. These can be purchased
through wholesalers at a discount depending on order size.

According to Crowhurst, the key selling height for product is from
knee to eye level. When setting up your shelving or tables, keep
this in mind.

Equipment

The retail fixtures you settle on should also reflect the spa’s
image. Don’t use rustic-looking wooden shelving if the spa is
meant to be ultra-modern and don’t create clutter by rolling

Setting up shop requires more than product selection. A spa
needs massage tables, hydrotherapy tables and fixtures, robes,
manicure and pedicure stations, cash registers, debit machines,
and more.
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Searching for equipment manufacturers can
be done in the same way as searching for
product manufacturers. The Internet is a
valuable tool for entrepreneurs.

“Be sure not to over-invest in these items as
well. The number you buy should be derived
directly from the volume of clientele you’re
expecting to have,” says Moren.

Search for companies that are established.
A company that has been around for a
while has the stability that a new spa owner
needs, and will offer support when you are
faced with any equipment-related challenges.

In addition to this, how do you plan to deal
with laundry in the spa? Will you wash linens
on-site or send them off at the end of the
day? Look into any discounts that retailers
may offer to businesses on washing
machines and dryers.

Once you find a few manufacturers that are to your liking, you
can take a slightly different approach than with the products.
“I usually ask for three bids,” says Moren. “I will approach three
companies and tell them exactly what we need. Once the three
bids come in, I will help the owner decide what offer looks best.
Again, it’s not always about price.”

Contacting specialty suppliers, such as those offering massage
tables or pedicure stations, is as easy as sending an email or
picking up the phone. Face-to-face opportunities are abundant
at trade shows, so consider spending a little money to travel
to the big ones. It could pay off in discounted rates and a
personal relationship with your equipment supplier.

For example, one company may have a higher price, but is
offering a better overall discount. Freight is also a cost that must
be taken into consideration when buying equipment. Will the
company share or even cover the cost of freight? Getting the
manufacturer to cover freight can be a huge victory for a spa
owner.

Consider investing in a specialized software solution for your
spa. These solutions can have a huge impact on customer
relations, client retention and workplace operations. There are
many solutions ranging from traditional software to web-based
software-as-a-service. (For more information on software, refer
to our software feature on page 16 of our Winter 2009 edition.)

Consider the proximity of the manufacturer or supplier to your
spa as well. Just like with products, having access to equipment
trainers and specialists is important.

As with real estate, setting up shop in your spa requires
much research. Finding the best deals on products, equipment
and other peripherals may take time, but it will be worth it in
the end.

There are also comfort items such as robes, towels and sheets.
These can be purchased from everyday retail stores, but can also
be sourced through specialty manufacturers that can personalize
the product with writing or art. Uniformity is an important thing to
keep in mind when looking at comfort items. You don’t want
leopard print towels, dark green robes and prison striped sheets,
unless of course that somehow fits with the spa’s image.

“When you’re putting a spa together, it’s like a big jigsaw puzzle.
You need to identify all of the pieces—once you’ve done that,
everything comes together much more readily,” Moren says. v
Coming next issue
Part 5: Hiring
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Opening a Spa

Starting Points

Looking for a little help choosing products, suppliers and working out other details when getting situated inside your spa’s
new home? Below is a list of a few experienced consultants who can answer your questions and help streamline your unique
move-in process.
Barbara Crowhurst
Retailmakeover
www.barbaracrowhurst.com

Vivienne O’Keeffe
Spa Profits Consulting, Inc.
www.spaprofits.com

Suzanne Ambers
Suzanne Ambers, Spa Consultant
www.suzanneambers.com

Sandra Moren
Kryon Salon & Spa Consulting
www.kyronspaconsulting.com

Leslie Lyon
Spas2b, Inc.
www.spas2b.com

Kathryn Stolle
Stolle Service, Ltd.
www.stolle.com

Dennis McCrindle
Our Little Secret Corp.
www.ourlittlesecretcorp.com
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by Joanne Brouard Corbeil

Red Hot

Far infrared light offers health and other benefits

F

ar infrared is part of the spectrum of light. It is not visible to
the eye, but you feel it as heat penetrating into your skin.
You may be familiar with the infrared heat lamps sometimes
used in bathrooms.

Equipment manufacturers and distributors Silhouet-Tone Canada
and Syneron Inc. both incorporate far infrared light in their
cellulite management systems to heat up and soften the deep
fat layers in order to engage the lipolysis action (fat elimination).

Infrared rays heat our body through a process called conversion
—the rays can penetrate organic substances such as the human
body without heating the air in between. Thus, by using far
infrared heat as opposed to traditional heating methods, you
enable the heat to penetrate deeper into the body without
discomfort.

As Mélanie Whalen, National Trainer for Silhouet-Tone Canada,
explains, modern health and beauty equipment often combines
both old and new technologies to ensure the best results. “The
most successful results can be obtained when you mix old and
new. Our latest cellulite management system uses radio
frequency, ultrasound and vaccuum massage, along with far
infrared light, to successfully reach and address cellulite on
all levels.”

Far infrared light and its therapeutic properties have been studied
in China and Japan for more than 30 years and is now becoming
very popular in North America. Some licensed acupuncturists
practice low-level laser acupuncture*
(near infrared-beam range of
800 to 1000 nm). They point
the infrared beam at
acupuncture points on the
hand, foot, face, or sometimes
the ear to stimulate circulation
and reduce inflammation (ex:
treatment of Carpal Tunnel
Syndrome). Another popular
use of far infrared light on acupuncture points is for the
treatment of smoking cessation, and drug and alcohol addiction.

Syneron Inc. uses four different modalities in its cellulite
management equipment. Lisa Nguyen, Product Manager
for Syneron Inc. explains how various forms
of heat play a major role in fat metabolizing and
elimination: “There is the bipolar radio frequency
which delivers heat to the deeper layers of fat
(5mm to 20mm below the skin’s surface); then
the infrared heats the surface of the skin down to
5mm in depth, which helps metabolize the fat cells.
Finally, the suction/vacuum feature brings the skin
closer to the heat sources which helps reach the
deeper layers of fat cells.”

Far infrared heat offers
a variety of health and
beauty benefits.

Heated water
The human body is composed of 90 per cent water. Far
infrared rays cause resonance in water molecules, activating
them and ionizing them. Because of this effect, far infrared heat
offers a variety of health and beauty benefits, such as helping to
increase blood circulation without putting strain on the heart, as
well as smoothing the skin’s texture, lessening coarseness and
reducing pore size.
Currently, the most common use of far infrared light in spas is
for weight loss and cellulite reduction, which also involves toxin
elimination. “The thermal action provided by far infrared light
raises the body’s temperature which, in turn, breaks large
clusters of water and fat molecules into smaller ones,” explains
Irene Yesayan, President of Thermocellulite Distribution. “This
allows an efficient release of toxins and waste products that
were ‘imprisoned’ in the large clusters.”
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Hot items
A wide variety of other products featuring far infrared heat
therapy are available. One of the better-known far infrared
heat therapies is the far infrared sauna.
Bruce Rackette, President and CEO of Far North Wellness, a
manufacturer of far infrared equipment and accessories, explains
that far infrared saunas and “hybrid” massage beds (massage
beds with far infrared) allow spas to attract a broader base of
clientele and generate more revenue in the process.
“Far infrared equipment attracts clients who are not only
interested in the relaxation aspect, but also in the weight loss,
detoxification and pain relief these machines provide. A well-run
spa that utilizes far infrared machines can easily see a $2,000 to
$5,000 investment turn into $100,000-plus in revenue a year.” v
* Source: acupuncture.com

life's purpose | ze n z o n e
by Stéphane Trudeau

Life’s Purpose

?

C

onscience is structured in a way that it aims at fulfilling
both basic needs (eat, drink, sleep…) as well as one’s life
purpose.

Our attitude, our skills and our ability to take action are
influenced by various elements, one of which is our belief
system. If I believe that I can succeed, I then nurture a positive
attitude and fully open up to the upcoming experience. This, in
turn, will increase my ability to adapt and learn from that
experience.
Our belief system is directly linked to our self-esteem and how
we perceive ourselves. For instance, if I believe that I’m stupid
and I spend my days dwelling on my misery and feeding my low
self-esteem, then my beliefs will lead me toward a limiting path. I
will believe that I don’t deserve self-fulfillment, thus running
straight into failure and disharmony.
A harmonious self-image is essential to get a clear view of your
life mission. Here are some questions that can help trigger your
intention to find your own life’s purpose and make it your reality:
• Why am I on Earth?
• Do I have a pre-destined purpose?
• Would I feel regret if I didn’t fulfill my mission?
When you succeed in connecting with your true life mission, a
powerful force supports your beliefs, your skills and your abilities,
much like a confirmation that you are on the right track.
A deep connection with your life’s purpose is the greatest
motivator of all. You feel strong, determined and useful. Your
ideas become crystal clear, you experience true peace of mind,
no matter the circumstances, and you are convinced without a
shadow of a doubt that you will truly become who you are
supposed to be.

?

?

?

?

How about you? What do you believe your life’s purpose should
be? The answer may be closer—and easier—than you think. v

Stéphane Trudeau is a motivational osteopath.
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b e a u t y m a r k s | rosacea
by Jason Hagerman

Rosacea

Common skin ailment leaves many Canadians red-faced

What do Mariah Carey, Bill Clinton, William Shatner and Cameron
Diaz have in common? They all suffer from rosacea, a skin
disease that affects as many as two million Canadians.
What is it?
“Rosacea can be characterized by a number of features,” says
Benjamin Barankin, a dermatologist based in Toronto. “The most
common are easy facial flushing, persistent redness of the
cheeks, nose and chin, prominent blood vessels and sensitive
and coarse skin. A number of patients will
also have blemishes similar to acne.”
For all that we know about the human body,
the cause of rosacea remains a mystery.
What we do know, however, is that there are
triggers that can set off an outbreak.

get better from the treatment,” says Barankin.
Correct diagnosis and proper treatment, however, is always the
most effective avenue. To this end, many spas are employing
technicians trained in rosacea diagnosis and intense pulse light
treatment.
“I was trained by a doctor to identify rosacea, and have been
doing this sort of laser treatment for about four years,” says
Nicole Riederer, a laser technician at Casbah
Spa in Vancouver. “Whenever somebody is
learning laser, there is of course an intense
training program, often run by a registered
nurse.”
Training involves education surrounding not
only rosacea, but pigmentation and acne as
well, along with technical education on the
equipment to be used.

“Climate and weather play a role,” says
Barankin, “as does the sun; the amount
of sun a person is currently in contact with,
as well as sun damage from the past.”

Laser treatment, the most common in-spa
rosacea treatment, takes place over four to
six visits. At Casbah, these treatments range
from $300 to $475 per session.

Those who suffer from rosacea will often
have issues with the proper functionality of
facial blood vessels, which can be agitated by
spicy food, alcohol and exercise.
Vancouver's Casbah Spa offers laser

“The light targets the vessels in the face and
collapses them. It doesn’t cure rosacea—there
is no cure for it—but it can control the
symptoms,” says Riederer.

One body of thought identifies a commonly
treatments to target rosacea.
occurring skin mite called Demodex as the
root cause of the disease. “Demodex has
been identified as the cause of many of our skin problems,” says
Once a patient has undergone the initial series of treatments,
Derek Lepage, Co-founder and VP of Operations at FaceDoctor,
many experience lasting effects and may only require annual
a developer of complexion soaps. Demodex appears in greater
touch-up treatments.
quantity on the facial skin of rosacea sufferers.
In addition to offering treatments for rosacea sufferers, spas
“For most of us, we have the mite and it sits there like other
can carry products that are friendly to these clients’ more
microorganisms, not doing a whole lot. People with rosacea
sensitive skin.
have more of it and it seems to induce in those people an
inflammatory response,” adds Barankin.
“You will want very mild cleansers or moisturizers,” says Barankin.
At Casbah, Riederer uses the Aquafolia line that is designed to
Treatment
soothe and calm skin while also regulating oil secretions.
Due to the similarities between rosacea and acne, rosacea is
often misdiagnosed.
As a spa professional, you play an important role in your clients’
health and well-being. By helping to identify and treat this
Fortunately, “many of the treatments for these two diseases are
common skin ailment, you may be preventing further serious
similar, so even if it were misdiagnosed, the patient will probably
skin damage. v
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Rosacea-safe Products
s

Murad aims to calm, soothe and
strengthen sensitive skin with a threestep regimen that targets the causes of
redness, dryness and irritation. The
Redness Therapy line consists of a
soothing gel cleanser, a recovery
treatment gel and a correcting
moisturizer with SPF 15.

s

s Aquafolia’s entire skincare line is designed to be gentle
on skin, with a focus on anti-aging. All Aquafolia products
treat various skin conditions while addressing anti-aging,
without irritation, continuous exfoliation or dehydration.

Rosacea Care produces a
professional line of products
for rosacea sufferers. The line
includes a Serum for morning
and night use, a morning and
night Vita-Oil, a sensitive-skin
Facial Mask and a face tinting
cream with SPF 20.

t FaceDoctor uses seabuckthorn oil as
the foundation for its rosacea-fighting facial
soap. The oil interrupts the reproductive
process of Demodex,
skin mites that may be
a cause of rosacea.

(semi) permanent make-up

Revolution

Most efficient devices
on the market

Made in
Quebec

Dermograph with DEL light!
World’s exclusivity

ART 2000


Stainless steel dermograph

Disposable sterile cartridge

Continuous colour line without any splatter

Less touch-up

Precision of the line

No laceration or swelling

Exceptionnal pain reduction

Perfect almost invisible healing

Full training course in collaboration with
Edith Serei Academy
Devices manufacturer

• Advanced training course available

514-910-5450 Toll Free : 1 877 999-4699

www.perform-art.com
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Student Graduation Specials
FURNITURE & EQUIPMENT

New!
Mini Paraffin Machine #SL-PB3
- Holds 3lbs
Reg.$75
Sale $6375

SPa Package 2010B
reg $1265 Sale $1195
- D3668 Hydraulic facial bed
- D1000B Facial Steamer or
D1000BT Facial steamer with timer
- SL114 Magnifying lamp
- HY735 Trolley with lamp fittings & drawer
- GD98041 Gas lift stool with back rest
OptiON:
D3668 Hydraulic bed in Black No extra charge
D220 Metal Trolly plus $40

Pedicure Stool
- Side drawer for storage
- Available in White or Black
#XH-1535D

Reg $95 Sale $85

FREE WAX CARTRIDGE WARMER ETL-APPROVED

OPTION:
D3668 Black

Facial Steamer with Timer
& High Frequency
- With ozone
- Moveable arm
- 4 electrodes
#D201H

Reg $467
Sale $420

or

D220

Ikonna Electric Nail File
- Light weight of 30,000rpm/180gm
- Hand piece constructed of durable
stainless steel with sealed bearings
that make it unbelievably smooth
and quiet
#OCIUS-ESF

Reg $325
Sale $295

Manicure Desk #7702
- Pearwood finish
- Beveled glass top
- 4 drawers
- 2 cupboards
- 51”W x 30”H x 22”D
Reg $495
Sale $450

Above prices subject to change without notice

189-600 LABROSSE, POINTE CLAIRE, QC H9R 1A3 • (514) 697-4100 • 1-866-647-4100 • www.BELmONdA.COm •

omega-3 acids | beauty m a r k s
by Isabelle Villeneuve

Omega-3 Fatty Acids
L

ess known than vitamins, minerals and trace elements,
Omega-3 fatty acids are just as vital to the skin’s balance.

Omega-3 fatty acids are a type of unsaturated fat the body needs
but cannot produce on its own. There are three main types of
Omega-3 fatty acids that are integral to the body’s metabolism:
a-Linolenic Acid (ALA), Eicosapentaenoic Acid (ELA) and
Docosahexaenoic Acid (DHA).
Sources of ALA can be found in flax
and Chia seeds, as well as in canola,
nut or soya oils, whereas ELA and
DHA are mostly found in oily fish such
as salmon, herring, halibut, mackerel,
anchovies and sardines. Other sources
of Omega-3 can be found in marine
life such as krill and algae.
Benefits
There’s an increasing amount of
studies showing Omega-3’s benefits to overall health, which
include, but are not limited to, reducing the risk of cardiovascular
diseases, preventing certain cancers, lowering blood pressure
levels, anti-inflammatory properties, preventing allergies,
promoting the ideal weight for newborns, when taken by the
mother during pregnancy.
In addition to Omega-3, there is another family of essential fatty
acids present in the body: Omega-6, which includes linoleic acid
(LA), gamma-linolenic acid (GLA) and arachidonic acid (AA).
Omega-6 fatty acids are mostly found in borage oil, evening
primrose oil, black current seed oil, spirulina (often called bluegreen algae) and sunflower seeds. They play a preventative role
in cardiovascular diseases, much like Omega-3s.
Nowadays, the typical North American diet contains too much
Omega-6, which can interfere with Omega-3 benefits. Omega-3
fatty acids help reduce inflammation, while too much Omega-6
fatty acids can promote inflammatory diseases (arthritis, asthma).
For general health, there should be a balance between the two.
Skin deep
Omega-3 essential fatty acids play a vital role in the skin’s
structure and functions. They penetrate the cell membrane and
contribute to its health. Since the membrane acts as a barrier and
influences the cells’ ability to hold water, having a healthy barrier
yields moister, softer, more supple and wrinkle-free skin.

Richest source of fatty acids
Inca Inchi or Plukenetia Volubilis is a Peruvian Amazonia plant
known by local people for thousands of years. It was used by preInca and Inca cultures, which explains the name.
Inca Inchi oil is obtained by cold pressing seeds growing in the
Amazonian area of Peru, according to traditional and organic
agriculture methods. The agriculture of the
Inca Inchi plant and its oil production are
part of a sustainable development program.
This oil is the richest source of unsaturated
fatty acids, which can reach up to 94 per
cent of its composition. It contains Omega-9
(oleic acids), Omega-6 (linoleic acids) and
Omega-3 (linolenic acids).
Inca Inchi is the richest oil in Omega-3,
compared with oils of all oleaginous seeds
used all over the world. Up to 55 per cent
of its composition includes Omega-3, which gives it exceptional
anti-inflammatory properties.
This precious oil restructures and protects the skin’s barrier, and
maintains skin hydration at an optimal level. Its anti-inflammatory
qualities can calm redness, dermatitis and skin discomfort. When
100 per cent natural, this virgin oil is also anti-aging and fights
free radicals. It improves microcirculation and has a preventative
effect against UV damage. Its exceptionally high tocopherol
content makes it a very stable oil.
Inca Inchi oil is recommended for, fragile, dry, very dry, sensitive
and/or mature skin, decreasing symptoms of certain skin
conditions such as eczema, decreasing psoriasis inflammation,
calming the effects of sunburn, frostbite or adverse reaction to
unsuitable cosmetics.
This is an exceptional active ingredient to look out for when
you’re looking for serious winter skin protection or simply for
year-round silky skin.

Isabelle Villeneuve is Scientific Director—Head of Innovation
at Laboratoire Dr Renaud. Passionate about cosmetology, she
has more than 20 years of experience. She has been actively
participating in the dynamic development of Laboratoire
Dr Renaud since 1995.
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Faster is Better
A new breed of gel nail
products promises convenience
for clients and nail technicians

T

he nail industry is in the midst of a shift. Acrylic nails are
becoming less popular and gel nails are emerging as the
industry standard. Helping propel this movement forward is
a new breed of gel nail product that eliminates the removal
processes that have long limited their popularity. Soak off gel
polish products are the next step in the evolution of gel nails.
A new direction
“We are finding that clients prefer gel to acrylic because of
the lack of smell and reduced damage to the
nail that gel provides,” says Jamie Beaudry,
Spa Manager at Ezcape Spa in Ottawa.
Gels are easier to apply—the process
involves much less filing and much less
effort in general from the technician—
than acrylics. They also fit very well with
the growing trend of coloured nails.
“Today, everybody’s wearing colour; it’s the
huge movement in the industry,” says Belinda
Thornhill, President of Belmonda Beauty Academy
and Distribution in Quebec, a distributor
of Vea Spa’s Soak-Off.
Nail colour is trendy and fun, but also timeconsuming. Applying colour every
morning, or even every other morning,
and removing it, is a time commitment
that many working professionals can’t
make. Gel nails provide a long-lasting
alternative to this routine, however, they
aren’t perfect. One of the main problems
with gel nails is removal. Grinding the gel
off with a file or a drill is time consuming
for both the client and technician, not to
mention messy. New soak off gel products
eliminate the need for drilling.

30 spa inc | spring 2 0 1 0

Bio Sculpture
Bio Sculpture offers a
number of soakable gels
consisting of Royal Gel,
Clear Gel, Sculpting Gel
and more than 150
non-chip colour gels.
The gel removal
process allows the nails
to maintain their health
and natural strength.
www.biosculpturenails.com

“This new product simply soaks off. You put the nail in a solution
and it comes off cleanly in five minutes,” says Thornhill. This
produces a number of effects within the spa.
The ripple effect
First, the ability to offer long-lasting nail colour with easy application
and removal has the potential to bring back clients who may have
been lost to home nail polish routines.
“This brings everything back to the salon,” says Thornhill.
This also adds a new service that any staff member in the salon
can perform, increasing revenue for both the spa and the
technician.
“A nail technician doesn’t need to undergo any new training.
A manicurist can do this, a person who doesn’t do
nails can learn this,” Thornhill says. “Additionally,
because this takes a fraction of the time to apply and
remove, the volume of clients that can be accepted
and treated in the spa drastically increases.”
According to Beaudry, women will seek out this
new breed of gel nails more than standard
manicures for a couple of reasons.
It’s cost-competitive. Gel colour clients must only return
every three weeks, versus weekly visits by standard nail
clients. At around $20 per session with coloured nail polish
and around $60 per session with soak off gels, the kicker
is the convenience—the cost is essentially the same (it will,
of course, vary from salon to salon).
In addition, because it’s long-lasting, it reduces the amount
of time busy professionals have to spend on their nails.
Advertising this kind of product can be done through traditional
methods such as word-of-mouth and signage, however, a more
unconventional advertising trick is to show clients the real-world

functionality of the soak off gel nails by asking
technicians to wear it themselves.
“We’ve had the girls in the spa wearing it and
they love it,” says Beaudry. “We’re the real
testament as to whether these products are good.
We’re the ones who have our hands constantly
wet or covered in oil. When you’re doing a
client’s nails, you want your own nails to look
fantastic. If you’re doing a manicure and you’re
using polish remover to take off the client’s
polish, your own nails are going to start to look
bad, unless you’re using something that can
stand up to that kind of abuse.”
“This is really for the working woman who doesn’t have the time
to get her nails done once a week, but doesn’t want to commit
that block of time once every three weeks that is associated with
traditional gel nails. It’s all about convenience for the client,”
says Thornhill. v

Bellissima
Bellissima Bella Forma is a gel nail
system that promotes nail health. It
won’t lift, peel, chip, go rubbery or
damage nails with harsh acrylics or
drills. Bellissima doesn’t interfere
with nailbed metabolism, and can
actually strengthen the client’s
nails. Bellissima can be used on
tips or as a natural nail overlay, and is available in a new
collection of colours. The days of smudging, chipping and
peeling polish are over. www.bellissimagel.com
Vea Spa
Vea Spa’s Soak-Off Gel Polish goes on and soaks
off in minutes without ever damaging the natural
nail. Clients enjoy flawless, long-lasting nails in a
fraction of the time. Colour kit contains seven
colours as well as a base coat, while the
professional kit contains colours, dehydrator, primer, cleanser,
sanitizer, sealer and a lamp. www.belmonda.com
OPI
Axxium Soak-Off Gel Lacquers are easy to apply and
self-leveling for smooth, flawless results. With simple
between-service maintenance, the Gel Lacquer service
can last up to two weeks. Axxium Soak-Off Gel Lacquer
and Soak-Off Gel Sealer soak off in as little as 15 minutes.
Remove all three layers, including the Soak-Off
Gel Base, in 30 minutes. www.opi.com
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Raising the Bar

A

group of enthusiastic pedicurists
from across North America and
the UK recently returned from St.
Kitts, West Indies after obtaining a
Bachelor of Science (BSc) in Podology
(Natural Health
Sciences) from the
Open International
University for
Complementary
Medicines.

Training in the Tropics
Representatives from 74 of CND’s partner schools,
spas and salons spent four days this fall cruising on
the RCCL Enchantment of the Seas to Cozumel,
Mexico and the Grand Cayman Islands for an intensive
Learning Leadership Conference hosted by CND.
“Our main objective is to offer the best in education
to our CND partners, and this cruise presented a
unique opportunity to come together on one boat,
with one goal—to learn,” says Jan Zanettini, CND
National Account Manager of Schools.
www.cnd.com

Students who had
completed levels one through four of
education offered at North American
School of Podology (NASP) gathered
on the Caribbean island in February,
2010 to participate in a five-day
residency to obtain the designation.
The students worked in conjunction
with medical liaisons on the island,
the NASP team of doctors and
educators at free footcare clinics,
attending to more than 600
patients, providing footcare
services and even saving some
patients from potential amputation.
“The students
came to the island
to complete their
BSc Pod degree,”
says Vicki Malo,
President of NASP,
“however, the students left with a profound sense of
accomplishment in respects to
the patients they worked with and
a camaraderie with fellow students
having the same passion for raising
the bar in an
industry. Their
experiences on
the island will
not soon be
forgotten.”
www.podology.net

Virtual Colour
OPI recently launched a new application for the iPhone
and iPod Touch.
The OPI App offers a free way to browse and search more
than 200 OPI Nail Lacquer shades. Featuring a version of
the company’s Try It On Color Studio, visitors can customize skin tone on the application to visualize how a colour
would appear on their hand before purchasing.
The OPI App also includes a search bar with word prompt technology, so simply
entering one word will produce a list of likely matches. Accurate finishes (such as
shimmer, creme, sparkle, etc…), a salon locator with map and a personal “drawer”
for storing favourite OPI lacquers will be available in the near future.
www.opi.com

Now Online
Seche recently celebrated the launch of
its new website, the latest step in the
company’s brand revitalization campaign.
“I am thrilled about the launch of our new
site,” says Kristen Spaun, Seche’s Web
Director. “It’s got a new hot look that
matches the new packaging. It’s exciting
with great tips and information on our
products for all our fellow nail lovers.”
In the last year, Seche has also updated the packaging on current lines and introduced
a new Perfect Nail System.
www.seche.com
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Essie

’s Art of Spring lineup hit the shelves in February. Inspired by spring fashion,
where designers expressed a return to elegance with a pop art palette of colours.
Body-clinging pieces with flurries of tulle, silk and organza flow alongside crepe
skirts, linen kimonos and shantung gowns in never-ending shades of lilac, rose
and cerise. The line includes Pop Art Pink, Lilacism, Neo Whimsical, Van D’go,
Tart Deco and Red Nouveau—shades from pink to melon to fiery hot red. Info:
800 232-1155 / www.essie.com

OPI celebrates the release of Disney’s

ORLY’s sophisticated yet playful Spring

Alice in Wonderland with the debut of
four spectacular limited edition nail
lacquer shades inspired by the colourful
imagination of Tim Burton. The line will
be merchandised in a specially designed
“straight-from-the movie” display that
is unique and eye-grabbing. The colours
—Absolutely Alice blue glitter, Thanks So
Muchness! And Off With Her Red, both
reds, and Mad as a Hatter black multiglitter—are available in four display
options. Info: 800 361-1978 /
www.opi.com

II colour collection, called Sweet,
features six new shades inspired by
the iconic sugary sweets we remember
from childhood. It features feminine
pastel shades on trend with the Spring
2010 colours and fashion forecasts.
Each nail lacquer in the Sweet
collection comes with a matching
flavoured mini lip gloss. Additionally,
receive a free Sweet poster when you
purchase a Sweet 18-piece display.
Info: 866 647-4100 /
www.orlybeauty.com

CND

took nearly five years to develop its
first hybrid nail colour. Now you can say
goodbye to chips, smudges and dry time
and say hello to Shellac Hybrid Nail Color.
This revolutionary product applies like
polish, wears flawlessly for 14 days of high
gloss shine and is removed in minutes.

It comes in 12 shades, from pretty French
pinks and whites, to siren red and rich
darks. For removal, no soaking, drilling
or filing is necessary. Nails are wrapped in
individual Shellac Remover Wraps for 10
minutes and the shellac comes right off.
Info: 877 263-6245 / www.cnd.com

China Glaze

wants spa-goers to dip into the summer with
some of the brightest and most amazing neons from its
Poolside collection. Perfect for fingers, and especially the
toes, nothing says summer like a couple of coats of bright
polish. The six colours in the Poolside collection (all neon)
include: pink, coral, orange, yellow, green and blue.
Info: 888 387-7960 / www.chinaglaze.com
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Dermalab’s Swiss Line Cell
Shock Age Intelligence Cellular
Recovery Dual Eye Cream
combines two “to-layer” creams
that visibly correct deep wrinkles
and chronic puffiness while
locking out environmental
assaults around the eye area.
Protected and actively repaired,
the eye area is de-puffed and a
younger and a fresher look
appears. Anti-aging benefits are
triggered 24 hours a day as the
delicate eye area is kept
cocooned from aggressions and
urban stress factors like pollution
and temperature variations.
Info: 800 361-6089 / www.
swissline-cosmetics.com

Mary Cohr announces Beaute Lifting, a skin firming and
smoothing treatment to erase wrinkles, boost firmness and
elasticity and enhance radiance. Beauty therapists first use
the Wrinkle Eraser to visibly diminish wrinkles, followed by
application of the Pro-Collagen Massage Cream, restoring
elasticity and firmness. Finally, a thermal mask rejuvenates
and revitalizes the skin, leaving the client refreshed and
prepared to face the world.
Info: 888 458-4545 / www.baronesse.com

Carole Franck launches Soin Botanique Jeunesse controle,
an innovative day care product in the battle against age that
produces visible results. The product contains an active base
of proteins, glycoproteins and polysaccharides that enhance the
skin’s natural functions and protect the skin from the elements.
A complex of cypress tree cones, rosemary flowers, vitamin
C, vitamin PP and vitamin E, reduces the formation of free
radicals while protecting the elastin fibres and collagen.
Info: 877 625-2716 / www.carolefranck.com
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Simply Organic recently launched its first body care
collection. Simply Organic rolled out the first two products,
an Everyday Moisturizing Body Wash and Everyday
Moisturizing Body Lotion, to usher in healthy, hydrated
and radiant skin just in time for the changing seasons.
Every Simply Organic product is created with all-natural
ingredients, avoiding any dangerous, chemical preservative
systems and lathering agents. Made with the key
ingredient of olive leaf extract, Simply Organic takes
a straightforward approach to treating the skin.
Info: 866 512-04247 / www.simplyorganicbeauty.com

Payot’s new line, Les Sensitives
Doucer, is formulated without
any parabens or colourants and
provides genuine, natural
shields against sensitive skin
reactions by combining
Boswellia extracts with prebiotics and sesame extracts,
which fortify the skin’s natural
defences, and lesser celadine
root extract, which reactivates
microcirculation to decongest
red, puffy skin. Les Sensitives
Douceur consists of seven skin
care products that offer everso-gentle care for sensitive
and reactive skin.
Info: 888 458-4545 /
www.baronesse.com

Darphin Paris addresses the needs of clients with
skin too sensitive to exfoliate with its age-defying
dermabrasion formula, enriched with natural
ingredients to rejuvenate and enhance natural
radiance. The gentle yet powerful age-defying
exfoliant removes dead cells and impurities while
thoroughly polishing lines and wrinkles to a
professional smooth finish without damaging the
surface. Pores are less visible, skin is silky soft and
dark spots and discolouration are visibly reduced.
Info: 866 782-5866 / www.darphin.ca

Laboratoire Dr Renaud introduced its new skin treatment, the AHA Refining and
Renewing Serum. Using a controlled, progressive release technology, the AHA
works its way gently into the epidermis. After only a few applications, the texture
of the skin is refined, brown spots are attenuated, wrinkles are less visible and the
skin recovers suppleness, softness and elasticity. As each person's skin is unique
and has its own specific needs, with the help of the Laboratoire Dr Renaud
accredited esthetician, the client will be able to determine the proper dosage for
her skin, maximizing results. Info: 800 361-0352 / www.ldrenaud.com

Perfume Passion presents the BSQ Natural Couture line
of fragrances and products. BSQ Eau de Toilette comes
in three fragrances, including White Bergamot, silver
medal winner in the category of Best New Fragrance of
2009 at the UK Beauty Awards. The Shower Cream
provides an invogourating wake-up call and is perfect for
everyday use, as is the Body Lotion. BSQ Natural Couture
Hand & Nail Cream is a manicure must-have, to nourish
the hands overnight. All products are made without harsh
preservatives or artificial colours.
Info: 877 287-7361 / www.perfumepassion.com

Phytomer helps resculpt
the body and diminish the
appearance of cellulite with its
Complete Reshaping Body Care.
The cream contains contouring
and smoothing ingredients that
help reshape the figure and reduce
the appearance of cellulite. Backed
by continuous research on seawater
dating back more than 30 years,
the Phytomer Laboratories have
succeeded in reconstituting the
original water that covered the
planet 3.8 billion years ago, the
water that led to the appearance
of life. Info: 800 361-6089 /
www.phytomer.com
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Viora Launch in Canada
V
iora, a leading medical and esthetic manufacturer, announced
the official Canadian launch of its wide range of applications
including body contouring and cellulite reduction, as well as
phototherapy and anti-aging treatments, in January. Les Entreprises
Daniele Henkel has been chosen as Viora’s Canadian distributor.

New Format Works
With great success, the Allied Beauty Association (ABA)
adopted a new show format this year for its early
Toronto show and Spa Inc. was there.
The cash and carry retail area of the show and the
education and demonstration sections were kept
separate, streamlining traffic and cutting down on
congregating crowds getting in the way of business
activity.
“The decision-makers, in the past, had to fight crowds to
get to something and would get discouraged,” says Mark
Spear, ABA Executive Director. “What happened this time,
with the cash and carry in one section, the buyers and
decision-makers who wanted to see the new products,
chat, learn about new techniques in the education and
demonstration areas were able to get there, ask their
questions, get their answers and talk calmly. As a result,
the orders written on the floor were unbelievable.”
During the afternoon of the show’s first day, Sunday,
February 28, the ABA opened up the doors to an upper
level auditorium to allow attendees to watch the gold
medal Olympic hockey game between Canada and
the U.S.
“We fit in as many as 500 or 600 people to watch the
hockey game. The place went absolutely bonkers when
Canada won,” Spear says.
In all, just shy of 11,000 people (excluding models,
exhibitors and other non-ticket holders) navigated the
temporary walkways of the show, a number only about
five per cent shy of last year’s attendance.
“This year’s show was great for us, for manufacturers,
for distributors and all attendees,” says Spear.

“We’re very pleased to be Viora’s distributor for Canada,” says
Henkel. “It will allow us to continue to offer high-end performing
esthetics equipment such as Infusion,
Trios, Pristine and Reaction to our
professional clients.”
Viora is represented through
distributor partnerships in
more than 58 countries
around the globe.
www.vioramed.com

Freebies for Fashion
Week VIPs
F
or the second consecutive year,
Repêchage participated in the
Tony Cohen New York Fashion
Week Show offering VIP gift bag
items. Repêchage VP of Sales and
Marketing Shiri Sarfati attended the
show and spent time backstage
with the designer.  

A who’s who of the performing
arts scene sat front row at Cohen’s
Fall 2010 Fashion Show during
Mercedes-Benz Fashion Week
at The Salon at Bryant Park on
February 14, 2010 in New York City.
Classical singer Heather Schmidt,
choreographer Stephen Petronio,
designer Karen Erickson of Erickson
Beamon, filmmaker Arden Wohl
and the show’s stylist Kithe Brewster,
were among guests who enjoyed
complimentary Repêchage Algo
Mist Hydrating Seaweed Facial Spray.
www.repechage.com
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British Columbia
INTERNATIONAL DERMAL INSTITUTE

Vancouver: Social Media Marketing, May 29;
International Skin Techniques, April 12-14;
Gain New Clients and Increase Services,
May 5; Increase Service Dollars with AddOn Treatments, May 5; Advanced Skin
Analysis, May 17; Puberty, Pregnancy and
Menopause, May 18. Info: 800 997-6799
BIO SCULPTURE CANADA

Vancouver: Certification Course, March 28,
April 18, May 16, June 13, July 18;
Advanced Sculpting, March 29, April 19, May
17, June 14, July 19; Nail Art Course, March
29, April 19, May 17, June 14, July 19.
Prince George: Manicure, June 4-5;
Certification, June 6; Advanced Sculpting,
June 7; Nail Art, June 7.
Kamloops: Certification, July 11; Advanced
Sculpting, July 12; Nail Art, July 12. Info:
877 424-6435, ext. 809

NORTH AMERICAN SCHOOL OF PODOLOGY

Victoria: Level 1 – Advanced Pedicure,
March 21-24; Level 2 – Infection Control,
March 25.
Kelowna: Level 1 – Advanced Pedicure,
April 25-28; Level 2 – Infection Control,
April 29. Info: 888 442-4408

Calgary: Level 1 – Advanced Pedicure,
May 2-5; Level 2 – Infection Control,
May 6.
Edmonton: Level 1 – Advanced Pedicure,
May 15-18; Level 2 – Infection control,
May 19. Info: 888 442-4408
AMERICAN INTERNATIONAL INDUSTRIES

Alberta

Calgary: IBD Soak Off Gels, May 3;
Star Nail, May 3.

BIO SCULPTURE CANADA

Calgary: Certification/Refresher, April 12,
June 14; Advanced Sculpting, April 13,
June 15; Nail Art, April 13, June 15;
Manicure, April 26-27, May 31-June 1;
Pedicure, May 17-18, June 2-3; Advanced
Tip Application, June 16.
Edmonton: Manicure, May 10-11; Pedicure,
May 12-13; Certification/Refresher, June 7;
Advanced Sculpting, June 8; Nail Art, June
8; Advanced Tip Application, June 9. Info:
877 424-6435, ext. 809
NORTH AMERICAN SCHOOL OF PODOLOGY

Saskatchewan
BIO SCULPTURE CANADA

Saskatoon: Certification/Refresher, May
2; Advanced Sculpting, May 3; Nail Art,
May 3; Manicure, May 4-5; Pedicure,
May 6-7; Advanced Tip Application,
May 8.
Regina: Certification/Refresher, July 18;
Manicure, July 19-20; Pedicure, July
21-22; Advanced Sculpting, July 23; Nail
Art, July 23; Advanced Tip Application,
July 24. Info: 877 424-6435, ext. 1

Searching for better software?
Milano Software is better

we’ll even buy your old software from you
Milano Software offers a quicker check-out, automated
marketing, easier goal setting, insightful analytical reports,
industry recognized support & advanced education.
Buy Milano’s Spa Software v7.2.

and we’ll give you cash for your old software!

www.milanosoftware.com/cash
1·800·667·1596

*Other conditions apply. Offer expires May 30, 2010.

To learn more, visit www.milanosoftware.com/cash.
Cash back also available for those not trading in software.
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Manitoba
AMERICAN INTERNATIONAL INDUSTRIES

Winnipeg: Gigi Full Body Waxing, April 19;
Ardell Got Lashes, April 20; Gigi Men’s
Waxing, April 20.

Ontario
INTERNATIONAL DERMAL INSTITUTE

Toronto: Skin Series, Pigmentation, April 26;
Understanding Cosmiceutical Ingredients,
April 26; Rosacea and Sensitized Skin, April
27; Strategic Marketing with Alain Audet, May
4; International Skin Care Techniques, May
10-12; Galvanic and High Frequency, May
17; Puberty, Pregnancy and Meno-pause,
May 18. Info: 416 368-2286, ext. 509
NORTH AMERICAN SCHOOL OF PODOLOGY

Toronto: Level 1 – Advanced Pedicure, June
13-16; Level 2 – Infection Control, June 17.
Info: 888 442-4408
MICRO-PIGMENTATION CENTRE

Mississauga: Permanent Makeup Training
Course, April 5-10, May 2-7, July 4-9. Info:
888 737-6268
AMERICAN INTERNATIONAL INDUSTRIES

Mississauga: Ardell Got Lashes, April 26;
Gigi Men’s Waxing, April 26.
Oshawa: Gigi Full Body Waxing, March 8;
Ardell Got Lashes March 22; Gigi Men’s
Waxing, March 22.
Sudbury: IBD Soak Off Gels, April 12;
Star Nail, April 12.

Quebec

days), April 26-May 10; Lash be Long, May
11; Waxing (2 days), May 25-26; Manicure
(3 days), May 31-June 2; Cuccio SPARK
Seminar, June 21. Info: 514 697-4100
SOMAK

Laval: Cabine Exclusive Visage, April 6;
Skin Remodeling System, April 12, May 11;
Soli-Tone 2500, April 13, May 10; Sothys
Concept (3 days), April 18-20, May 30-June;
Vivescence, April 26-27; Dermapod (2 days)
May 17-18; Energy 900, May 24.
Info: 800 361-3004, ext. 222 or
800 361-3004, ext. 242

New Brunswick
AMERICAN INTERNATIONAL INDUSTRIES

Moncton: Gigi Full Body Waxing, May 10;
Ardell Got Lashes, May 11.
FOOTLOGIX

Dieppe: Product Knowledge and
Demonstration, April 19. Info: 866 725-8411

Nova Scotia

19-August 9; Level 1 Pedicure –
Beginner (3 days), March 30-April 14,
June 15-30; Classic Pedique, April 29,
May 6, June 11, July 23; Advanced
Pedique, May 6, June 11, July 23;
Waxing/Tinting (3 days), May 20-June
10, July 21-August 11; Professional
Nails, April 15, May 7, June 17, July 15;
Light Cured Nail Art, April 9, May 14,
June 18, July 16; Permalash, April 30,
July 9; Professional Facial Waxing, May
10, July 26; Basic Facials
(2 days), April 13-20, May 25-31, June
14-21; Body Treatments, May 17, July
29. Info: 800 563-1900

National
ONGOING

The Spas2b Inc. Classroom and Distance
Learning courses cover everything you’ll
need to operate a smooth, successful
spa/salon business, including: Spa Start
Up, Finances, Marketing, Staffing,
Customer Service and Operations.
Info: www.spas2b.com.

NORTH AMERICAN
SCHOOL OF PODOLOGY

Halifax: Level 1 –
Advanced Pedicure,
May 16-19; Level 2 –
Infection Control,
May 20.
FOOTLOGIX

Tooth Crystal
Starter Kit
as low as $230

Sydney: Product
Knowledge and
Demonstration, April 12.
Info: 866 725-8411

Tooth Crystal
Starter Kits

BIO SCULPTURE CANADA

Laval: Refresher, March 1, March 29, April
26; Nail Art, March 1, March 29, April 26;
Manicure, March 6-7, April 10-11, May 1-2,
May 29-30; Certification, March 8, April 12,
May 3, May 17, May 31; Advanced Sculpting,
March 15, April 13, May 10; Advanced Tip
Application, March 15, April 13, May 10;
Certification, March 22.
Info: 877 424-6435, ext. 809
BELMONDA BEAUTY ACADEMY

Pointe Claire: Pedicure (4 days) March
29-April 6, June 7-15; Gel Nails (3 days),
April 12-20, June 28-30; Professional
Makeup (5 days), April 14-22; Facial (5

Nfld

Tooth Crystal
Home Kits

EAST COAST BEAUTY

St. John’s: Level 1
Artificial Nails –
Beginner (5 days), April
27-May 26, May 4-June
1, June 8-July 6, July
13-August 10; Level 2
Nails/Sculpting (2
days), April 22-23, July
7-8; Electric File, April
9, May 14, June 18,
July 16; Manicure (3
days), April 7-26, July

Tooth Whitening
Body Gems
Hair Gems
Crystal T-Shirt Transfers
Pretty Pedi Socks

THE ORIGINAL TOOTH CRYSTAL COMPANY

Order Online Now:
www.toothfairy.ch
Tooth Fairy Customer Hotline:
1-888-346-6601
Email: info@toothfairy.ch
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April

8th Anti-Aging Medicine
World Congress
April 8-10
Monte Carlo, Monaco
www.euromedicom.com
ESI- Esthetique Spa
International Vancouver Edition
April 18-19
Vancouver, B.C.
www.spa-show.com

2010 Global Spa Summit
May 16-19
Istanbul, Turkey
www.globalspasummit.org
ESI- Esthetique Spa
International Toronto Edition
May 30-31
Toronto, Ontario
www.spa-show.com
June

Mind Body Fitness Conference
April 22-25
Dallas, Texas
www.yogafit.com

Mind Body Fitness Conference
June 3-6
Minneapolis, Minnesota
www.yogafit.com

International Esthetics,
Cosmetics & Spa Conferences
April 24-26
Las Vegas, Nevada
www.iecsc.com/lv

Premiere Orlando
June 6-7
Orlando, Florida
www.premiereorlandoshow.biz

ESI- Esthetique Spa
International Quebec Edition
April 25-26
Quebec City, Quebec
www.spa-show.com
ABA Show
April 25-26
Winnipeg, Manitoba
www.abacanada.com
May

ABA Show
May 2-3
Edmonton, Alberta
www.abacanada.com
Mind Body Fitness Conference
May 15-16
Chicago, Illinois
www.yogafit.com
ABA Show
May 16-17
Vancouver, B.C.
www.abacanada.com
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Consumer Retention
and Loyalty Seminar
June 14
Sonoma, California
www.experienceispa.com/
events
July

Mind Body Fitness Conference
July 15-18
Palm Springs, California
www.yogafit.com
August

Mind Body Fitness Conference
August 11-15
Hood River, Oregon
www.yogafit.com
Retail Innovations and
Strategies Seminar
August 30
Chicago, Illinois
www.experienceispa.com/
events

September

Capital Beauty Expo
September 12
Ottawa, Ontario
www.capitalbeautyexpo.com
Mind Body Fitness Conference
September 16-19
Weehawken, New Jersey
www.yogafit.com
ABA Show
September 26-28
Saskatoon, Saskatchewan
www.abacanada.com
October

ABA Show
October 3-4
Calgary, Alberta
www.abacanada.com
Mid-American Beauty Classic
October 10-11
Columbus, Ohio
www.premiereshows.com
Professional Beauty
Manchester
October 10-11
Manchester, UK
www.professionalbeauty.co.uk/
north

6th European Masters in
Aesthetic & Anti-aging
Medicine
October 15-17
Paris, France
www.euromedicom.com
Premiere Birmingham
October 17-18
Birmingham, Alabama
www.premiereshows.com
Mind Body Fitness Conference
October 21-24
Atlanta, Georgia
www.yogafit.com
ABA Show
October 24-25
Moncton, New Brunswick
www.abacanada.com
November

Annual ISPA Conference &
Expo – 20 Years Strong
November 15-18,
Washington, DC
www.experienceispa.com

Do you have training or events you'd like to tell the industry
about? Let us know by sending an e-mail to trogers@dvtail.com.

Correction
Page 28/29 of our Winter 2009 issue incorrectly listed
Isabelle Carrière as co-author of the Organic Cosmetics article.
The name should have been Isabelle Villeneuve. Spa Inc.
regrets the error.
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Bellissima Bella Forma
gift basket

Enter your name for a chance to win
a Bellissima gift basket valued at $400!
Bellissima Bella Forma is a soak off gel nail
system that promotes nail health. Bellissima
doesn’t interfere with nailbed metabolism,
and can actually strengthen a client’s nails.
Bellissima can be used on tips or as a
natural nail overlay, and is available in a new
collection of colours.

The gift basket includes:
• a UV light

• 2 bottles of Nail Wipe

• 360 nail tips
• 4 brushes

• 3 bottles of scented
Cuticle Oil

• 5 Soak Off UV Gel
colours

• 1 Bella Striper
with Cleaner

• 1 Soak Off UV Gel clear

• 1 Bella Shine Top Coat

• 2 bottles of Soak Away

• 1 Bella Forma Resin

To enter the contest email us at general@dvtail.com and include
Bellissima as the subject heading. Prize draw date: April 30, 2010

www.bellissimagel.com

Margaret Castenmiller
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M

argaret Castenmiller, Owner of Lassthetic Salon, Holistic
Day Spa in Coquitlam, B.C., graduated as an esthetician
in 1974 (in The Hague, Holland), from the same esthetic
college where her mother had graduated 10 years prior.

HER PHILOSOPHY
All little things matter and only by trying your best every day can
you reach your goals and dreams.

HER RELATIONSHIP WITH MONEY
Margaret opened Lassthetic Salon, Holistic Day Spa in 1991, and
being a business owner, mom and wife, she has had to make
many important financial decisions.

HER RELATIONSHIP WITH FOOD
Margaret’s husband, Jacques, was trained as a French chef in
Holland. Margaret and her family love all different kinds of
(healthy) food.

HOW SHE RELAXES
Margaret enjoys the infrared sauna and visiting other day spas to
remember how great it feels to be pampered. Her hobbies are
food, the great outdoors, yoga, Chi Quong and Latin dance.
Would you like to be featured in Soul to Sole? Send an
e-mail to trogers@dvtail.com.

Sp r ing Specials
March-April 2010

™

Cuccio Lyte 8oz with

Free matching cuticle

conditioning butter stick!

$875 each

Signature Service
kit with Free
Matching Aqua
Leaves 6pk
& DVD!

New COlleCtiON!
“THE ART OF SPRING”
4pc Mega Mini Color Cube
#2534

$11

6pc Color Cube
#2536

$29

70

Display 12 btl
#2537

$79

95

$6980

Buy a Professional kit for

$18995
& get a Free lamP
(Value of $89)

36 btl #2538 $17820

New! “FOIL FX”
As seen on Spring Runways
9pc dispay #450634 $5355

New!
“NAILTRITION”
Nail growth
treatment &
Strenghtener
for extremely
damaged nails.

$1275

#44160b

New!
“Cuticare” Pair
Cuticle pen &
pusher all in
one! Great for
on-the-go!
#44625

6btl display
#2538

#90129

Eliminate contamination, growth of
bacteria and viruses in hydrotherapy
pedicure baths with Oxymed. Clean
Hydro baths recirculation systems
with Circulex.

New! NEW “SWEET” COLLECTION
Each polish comes with a
Free matching flavored mini lip gloss!
18pc display#450593 $10710 6pix #45078
$3570 Mini kits #48159 $1245
REjUVACOTE #1REj
Buy 12/0.6oz @ $850ea

OXYMED 2kg Reg $195

TIPS 360PACk
White / Clear /
Natural / Curve
REG $4595 Sale $39

NAIL ART

15% oFF
entire line

Silk Line High Quality Makeup Brushes

15% oFF entire Selection!

get one Free

Sale $125

CIRCULEX 2kg Reg $69.95

Sale $45

(while quantities last)

STUDENT IMPLEMENT kIT #MIk
Reg $5995 Sale $5495

Now available in 4oz.!
$2995 4oz #4REj

#9014

ADVANCED THERAPY
MASSAGE LOTION
Maintains gentle drag and extended,
required less reapplications
1 gal #ATL1G
Reg $5650 Sale $4780
½ gal #ATLHG Reg $3795 Sale $31
8oz. #ATL8Z Reg $1150 Sale $980

PORCELAIN
PUMP

GANTS RENAISSANCE
Buy 12 @ 16.95ea

#POLP-6

get one Free

TERRY MITTS
#SA-CB
20

Reg $18

Sale $1365

Reg $ 10

Sale $ 795

Available in Champagne/
Chocolate/Ruby

Reg $ 2195

Ask for
Free display!

Sale $ 1695

(while quantities last)

Great for
soaking off
VeaSpa
Gel Polish!

HIGH QUALITY FILES

TERRY BOOTIES #SA-CM
Reg 1995

Sale $1495

#9015

PORCELAIN
MANICURE
BOWL #POMB-W

ZEBRA BOOMERANG #744
ACQUATIC
SPICE
FLOWER
Buy Cleanser & Toner
250ml
Reg $42

Sale $30

Grit 180/180 45 per box Reg $40 Sale $29

BLACk BOOMERANG #745

Grit 100/180 45 per box Reg $40 Sale $29

ULTRA THIN Great for Pedicures! #700

Grit 180/180 100 per box Reg $43 Sale $37

189-600 LABROSSE, POINTE CLAIRE, QC H9R 1A3 • (514) 697-4100 • 1-866-647-4100 • www.BELmONdA.COm •

New

Laboratoire Dr Renaud invents the “Self-Lifting”!

The cosmetic lifting performed by the skin itself!

Introducing

ExCellience

BEfoRE

ThermoSculpt
AfTER

T
WITHouRY
SuRGE
Amazing results after only 28 days!
Never before has anti-ageing skin care gone this far
in the correction of cutaneous sagging!
HoME CuRE

AT THE INSTITuTE

1 800 361-0352
ldrenaud.com
*A worldwide preview: Laboratoire Dr Renaud uses the Metabiotics™ Resveratrol
that won the European Prize for Cosmetic Innovation in 2009,
a major breakthrough in rejuvenating skin care.

