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There is a lot going on in the area of health and 
wellness these days. We’ve always known that 
paying attention to what we eat, getting plenty of 

sleep, exercising and leading a balanced lifestyle are 
important, but it seems to be at the forefront of our culture 
now, more than ever.

It could be that I am simply more aware of it as a result 
of having been on my own journey back to health. In the 
past year I’ve completely revamped my eating and exercise 
habits and lost 50 pounds. I feel so much healthier and 
happier. 

I think there’s more to it than my own self awareness, though. A 2013 survey from 
BDC describes what it refers to as the “new health mania,” with health awareness 
growing among Canadians and continuing as the population ages. The survey says 
consumers now look for products and services to help them maintain and improve their 
health. The demand for health and wellness-related products is increasing rapidly, and 
31% of Canadian consumers are willing to pay a premium for health-enhancing 
products, it says. 

At the same time, we live in an always-connected, highly stressful world. I was telling 
a friend recently as I rushed into my gym class that my whole life feels like one big rush. 
Despite my super-supportive husband, with two kids and a job it’s a position many of us, 
especially women, are in. This is important because, as a brand new U.S. survey from 
Aon Hewitt says, highly stressed people are 30 per cent less likely to eat healthily, 25 per 
cent less likely to exercise and 200 per cent more likely to fail to achieve their goals in 
weight loss programs. These people also get half as much sleep as people reporting low 
levels of stress. The survey also showed women are more concerned about their health 
than men. 

Spas have a very obvious role to play in servicing the needs of stressed out and 
health-conscious Canadians. Spas work to improve overall health and well-being by 
allowing guests to relieve stress and learn healthy habits, and since most spa clients are 
women, they’re in a great position to help women achieve their wellness goals such as 
increasing healthy eating, exercise and sleep. Businesses that can adapt to these 
growing health concerns will position themselves favourably in the marketplace, a 
benefit to the consumer and the business.

 A 
PRIORITY 
ONHEALTH
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SPA talk

One of the fastest growing demographics for the spa industry is 
male clients, and across the country, spas are getting creative to 
draw the men through their doors. Father's Day was a prime time 
for tantalizing packages and services for men, so we've rounded 
up some of the top offerings from June as inspiration for preparing 
to attract even more male clientele with holiday packages this 
winter. 

Here’s a roundup of what some spas around the country did this 
year: 

22, allowing dad to spend Father’s Day with his family. While 
serving cool beer and variety of snacks, men enjoyed a massage 
and destressing facial, all while watching a baseball game on the 
big screen. 

customized spa experience. 

radicals, with any two shave products purchased. 

hour massage, along with a manicure and pedicure, finishing 
with time in the sauna. 

a special price.

T H E  P OW E R  O F  P O R E S 

ever, women are 
fixated on the size 
of their pores. 

research conducted 
among more than 
2,000 adults in 
February 2014 by 

women (45 per cent) wish they could change the size of their 
pores and almost one in three women (28 per cent) are more 

even led dermatologists to coin the term “porexia” for those who 
have a neurosis about their pores. 

body get rid of oils and toxins. While pore size is largely determined 
by genetics, oil, dirt and dead skin cells that collect on the face can 
form blockages within pores. When this happens, pores look 
larger, inflamed and can cause acne to form. It is critical to wash 
the face daily and use skincare products with exfoliating 

products can also help diminish the large pores.

O N C O L O G Y  S K I N  CA R E

educational resource for licensed skin therapists, hosted an 

20 attendees learned all about the risks of cancer and how it 
can affect the skin. Oncology skincare is an advanced field 
of study that involves the modification of skincare 
applications in order to safely work with the effects of 

develop cancer in their lifetime. 

skincare therapist

surgery, chemotherapy and radiation) and how to properly 
treat skin care issues

HOT IDEAS FOR MALE CLIENTS
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AMBIANCE

Nature’s 
Bounty

B Y  A M M I  PA R M A R

Surrounded by a spruce and cedar forest and mountain vistas, Scandinave Spa 
Whistler allows guests to feel at one with nature. The spa’s baths are the main focus, 
inspired by the ancient Scandinavian tradition of hydrotherapy. 

“It’s all about using the baths to have those incredible health benefits and the incredible 
relaxation benefits surrounded by the gorgeous views and the beautiful mountains that 
we’re kind of engulfed in,” says Helena Cox, sales and marketing coordinator.

The spa focuses on hydrotherapy, which uses hot and cold alternating temperatures in 
order to induce relaxation and health benefits. Working to cleanse the body and skin and 
improve blood circulation and physical conditioning, hydrotherapy treatment occurs in 
three stages. The first stage entails heating – here with hot baths, a eucalyptus steam room, 
and a wood-burning Finnish sauna and/or thermal waterfalls to open pores and stimulate 
blood circulation. The second stage is all about cooling, which includes Nordic waterfalls, 
and cold baths or a shower, to close the pores and strengthen the immune system. The last 
stage in the treatment is the chance to completely relax the body. Guests may do so in the 
solarium, on a terrace, in a hammock and/or by the outside fireplace to help calm the 
cardiovascular system and blood circulation. Each hot and cold relaxation sequence takes 

Guests of Scandinave Spa Whistler recharge with hydrotherapy  
after a long day of hiking and skiing
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T H E  S PA  F O C U S E S  O N 

H Y D R OT H E R A P Y, W H I C H 

uses hot and cold 
alternating temperatures 

I N  O R D E R  TO  I N D U C E 

R E L A X AT I O N  A N D 

H E A LT H  B E N E F I T S
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AMBIANCE

S CA N D I NAV E  S PA 
W H I S T L E R

OPENED: 2010

SIZE: 20,000 square-feet

NUMBER OF TREATMENT 
ROOMS: 14

NUMBER OF STAFF: 30 staff and 
70 therapists 

25 to 30 minutes and is repeated three to 
four times for maximum benefits. The 
whole experience takes two to three hours. 

Inspired by the surrounding landscape, 
Scandinave Spa Whistler runs in an eco-
friendly and sustainable way. “It’s really 

designed to work in harmony with the 
natural surroundings,” says Cox. 

From staff uniforms made from 
sustainable fibres to high-efficiency 
natural gas furnaces and boilers used to 
heat the water for the baths, sidewalks and 
locker room floors, Scandinave Spa 
Whistler works toward reducing the 
environmental footprint of the entire 
facility. Green roofs are covered in grass 
and low-sloped, generating heating and 
cooling while working as added insulation. 
The water-saving showerheads and dual 
flush toilets encourage water conservation. 

Catering is sourced from Solfeggio 
Foods, an organic farm to table restaurant 
in Pemberton, B.C. It is all about using 
sustainable, fresh ingredients allowing 
raw and vegan options whilst serving local, 
organic, free range meats.

“We designed Scandinave Spa Whistler 
as a unique landscape-derived activity,” 
says Brent Murdoch, owner of Murdoch + 
Company Architecture and Whistler 
Construction, which carried out the spa’s 
eco-conscious construction four years ago. 
“The entire design was guided by principles 
of sustainability to harmonize with its 

setting and to minimize, where possible, 
the spa’s impact on the environment.”

The spa encourages “an attitude of 
silence,” to allow guests to disconnect with 
the outside world and reflect on inner 
thoughts. 

“Silence is a source of great strength 
and we believe it is essential to the 
experience of the Scandinavian baths. It 
gives you the chance to disconnect from 
the outside world, which is something we 
don’t really get the opportunity to do 
anymore,” says Cox. 

Open year-round, rain or shine, 
Scandinave Spa Whistler is always 
available. This allows resort guests to 
connect with nature on different levels and 
in different atmospheres. 

“The thing about Whistler is that you 
can never predict what the weather’s going 
to be. What is amazing about the 
Scandinave is that whether it’s raining, 
whether it’s snowing, whether it’s sunny, 
you always know the spa is something 
awesome that you can do... whatever the 
weather in Whistler.”   
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Cadi Jordan is an internationally 
respected social media & marketing 
strategist. Her forte is in training, 
coaching, and online management in the 
the spa, health, and wellness sectors.

USE AN 
APPROPRIATE 
IMAGE
Your LinkedIn company page 
should accurately reflect the 
purpose of your business. 
When people are searching 
for you on the network and 
land on your profile, the 
profile picture will be the 
first thing they see. Keep it 
professional, simple and 
to-the-point. It’s best to keep 
your business logo for 
company pages. 

5ways
LEVERAGING LINKEDIN

B Y  CA D I  J O R DA N

LinkedIn has quickly become one of the top-rated business-to-business social media 
platforms on the Internet. If you still haven’t figured out the secret to spice up your 
LinkedIn page, you may be losing out on many different good opportunities. Whether 

you want to improve your company’s online visibility or brand value, you need to make the 
most of this social networking website to boost your marketing campaign and promote your 
business. Here are some tips to help you reap maximum benefits from this social network. 

LEVERAGING  
GROUPS
LinkedIn groups can be an excellent way 
to build credibility and develop many 
new connections which can ultimately 
help you promote and grow your 
business. This social network allows you 
to join up to 50 groups. Be sure the 
groups you join are relevant. You will be 
able to contribute to these groups by 
asking and answering questions to be of 
service to others which will allow you to 
develop credibility, trust and loyalty.  

FILL YOUR PROFILE  
OUT IN FULL
It can be very easy to fall into the trap of grabbing your company ‘About Us’ page 
from the website to use it for your profile description. You do get an opportunity in 
the work experience section to share something about your company. You should 
share a list of your accomplishments and responsibilities in previous and current 
positions as you work your way through filling out your profile. 

You need to consider your profile page to be a timeline of your evolution and growth 
as a professional and company. You need to make sure that you provide sufficient 
information about the company’s achievements and accomplishments. 

The summary section can be easily used to provide some additional descriptions 
about expertise, experience, awards and more. This section should have the highest 
character count in your profile. It will help you give people a glimpse of your 
background, achievements, additional places where you can be found and more. 

1 2

3

4

5

OPTIMIZE THE 
HEADLINE
Adding some popular keywords to the 
headline can not only improve your 
visibility on LinkedIn, but also beyond. 
Although it may be tempting to add some 
filler words, it can hurt the brand identity 
of your company. It may also harm the 
purpose of optimization. You should 
create a descriptive headline with 
multiple titles to improve visibility. 

POST CONTENT TO  
BE SEEN IN THE FEED
Just like other social media websites, you need to 
expand your reach on this social networking 
website, too. It is important to regularly post 
content and make sure your posts are seen in the 
feed. When you post content on a regular basis, it 
keeps your followers engaged and makes you 
more visible on this social network. 

Every professional and company  
can benefit from an optimized  
LinkedIn profile. Whether you want  
to look for new business clients or connect 
with others in the industry, you need to 
improve your LinkedIn company page to 
achieve your goals and stand out on this 
professional platform.  

STRATEGIES
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STRATEGIES

INCORPORATING

intoSPAS

Part Two: 
is there a doctor in 
the house?

PART
T W O

STRATEGIES

In the first of this two-part series (Incorporating Medi into Spas, 
Part One: the bad and the ugly, Spa Inc., Spring 2014), we 
evaluated the potential drawbacks of incorporating laser 

treatments into non-medical spas. In this second part, we will now 
examine the incorporation of injectible cosmetic treatments which 
have rapidly gained in popularity in the past few years. 
Unfortunately, these medical treatments are now being trivialized 
and are no longer conducted only in medical clinics but are offered 
in many spas and salons. It is regrettable that with the 
commoditization of these prescription drugs and without the 
proper enforcement of regulations, the risks of these treatments 
will certainly increase. 

Furthermore, the public no longer perceives the risk of these 
medical treatments as potentially serious and have lost their 
“healthy fear.” Hence, they are no longer doing their due diligence 
to educate themselves prior to having cosmetic injections. 
Recklessly, they are ignoring the potential risks involved, preferring 
to chase a deal or just go to a place which is more convenient. They 
may also rely on a friend’s referral alone as adequate assurance of a 
quality treatment.

B Y  D R . D I A N E  WO N G

Dr. Diane Wong, MD, is a 
cosmetic physician, and owner 
and founder of Glow Medi Spa 
in Toronto. Her focus is on non-
surgical cosmetic treatments 
and enhancements such as 
cosmetic injections, lasers, and 
skin treatments.
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WHAT ARE COMMON INJECTIBLE 
AESTHETIC TREATMENTS?
The most common injectible cosmetic treatment 
in Canada is Botox Cosmetic. There are other 
brands of neurotoxins available in Canada now, 
namely Dysport and Xeomin. Throughout the 
rest of the article, the word “botox” will be used 
when discussing the neurotoxins. Botox is used 
cosmetically to relax facial muscles and Health 
Canada approved uses include treatment of 
frown lines between the brows, horizontal 
forehead lines and crow’s feet around the eyes. 
Clients enjoy the results of a more relaxed, well-
rested appearance with relaxation of the dynamic muscles treated. 
It is also beneficial for preventing the development of lines and 
wrinkles in treated areas.

The next most common type of injectible treatment is 
hyaluronic acid (HLA) dermal fillers. This article will only discuss 
temporary HLA fillers as they are the most widely used. There are 
many different brands available such as Juvederm, Voluma, 
Restylane, Perlane, Teosyal, etc. Dermal fillers are used to fill lost 
volume, often resulting in a lifting effect when used in the cheeks. 
It can augment and enhance tissues such as in the lips. Static lines 
and wrinkles, both superficial and deep, can also be softened with 
these fillers. Nasolabial lines, marionette lines, and laugh lines are 
common areas to fill.

WHAT ARE THE BENEFITS OF OFFERING INJECTIBLE 
TREATMENTS AT SPAS?
Injectible treatments are in high demand and likely many existing 
spa clients are having these treatments done or are considering 
them. It is convenient and comfortable for existing clients, who 
have already developed a trust in their service provider, to broach 
this sensitive subject and then to get more information from the 
spa. They may even feel comfortable enough to have a treatment 
done at the spa given the proper recommendation.

WHY IS IT IMPERATIVE TO ACHIEVE HIGH CLIENT 
SATISFACTION WITH INJECTIBLE TREATMENTS?
If you do not have the best injectors or injectible products, you will 
not be providing the best service to your clients. Although your 
original spa services may maintain their top quality, the reputation 
of your spa may suffer as a consequence of the new services if they 
do not meet or exceed industry standards. 

You need to ask yourself, “is it truly worth it?” High client 
demands and expectations with injectible treatments are 
universal. If your existing clients express dissatisfaction with 
medical treatments in your spa, you must decide if you are 
adequately meeting the needs of this discerning clientele.

WHAT ARE THE RISKS OF INJECTIBLE TREATMENTS?
Injectible treatments such as botox and fillers can lead to 
significant side effects and complications. Over-treating or under-
treating with botox or other neuromodulators in certain areas can 
create unpleasant aesthetic results and an unhappy client. Hyper 
or hypo-activity of muscles can give an unnatural appearance (eg. 
“Spock brows,” dropped heavy brows, or heavy eyelids called 
ptosis). There are also rare complications to consider with 
neuromodulators, such as impairment of swallowing, respiratory 
compromise and even death. 

Complications with dermal fillers range from mild to severe. 
Mild problems include bruising, swelling, pain, under-filling, over-
filling, and temporary lumps. Inaccurate depth of injections can 
create discolouration of the tissue. Even with temporary fillers, 
the permanency and the severity of complications can be high and 
sometimes even devastating. Significant complications with fillers 
include: granulomas, infection, necrosis (death of the tissue), 
permanent scarring and blindness. Of note, there have been dozens 
of cases of blindness due to vascular occlusion recently and the 
numbers are on the rise.

It is imperative that the injector be able to recognize and treat 
complications immediately to alleviate patient distress and to 
minimize negative outcomes. Most of the remedies available to 
treat complications are prescription drugs and require physician 
evaluation and diagnosis prior to treatment.

WHAT ARE THE COSTS OF INCORPORATING 
INJECTIBLE TREATMENTS?
Product cost is high, in addition to the cost of the physician and 
possibly also a nurse injector. In general, the more experienced and 

STRATEGIES
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STRATEGIES

qualified the injector, the higher their rate. 
Pay structure for injectors vary widely.

In considering an appropriate pay 
structure, the spa must first know the 
rules and regulations to allow for adequate 
insurance coverage and accountability. In 
Ontario, for example, a responsible 
physician who has established a physician-
patient relationship is mandatory in this 
equation even if that physician is not the 
injector. Often times, this crucial 
requirement is consciously being omitted 
by spas as a means of cutting costs. You 
cannot hire a “contract nurse” to assess 
and inject clients at a spa without the 
patient first seeing a physician. This is 
illegal. You don’t want to have to add legal 
bills into your cost assessment.

WHAT ARE THE RULES AND 
REGULATIONS OF INJECTIBLE 
TREATMENTS?
In Canada, rules and regulations regarding 
medical aesthetic devices, drugs, and 
procedures are in place but are seldom 
being enforced within the cosmetic 
industry. This laxity may change in the future and should not 
influence a spa to “turn a blind eye” in order to save on cost.

Injectible medications such as Botox Cosmetic, Dysport, and 
Xeomin as well as topical treatments such as Latisse (for eyelashes) 
are prescription drugs. Prescribing drugs is a Controlled Act as set 
out in the Regulated Health Professions Act, 1991 and is also 
governed by a complex legislative framework. Each province has 
its own set of regulations. Dermal fillers are not prescription drugs 
but are usually sold to physicians only and are regulated as medical 
devices.

Unbelievably, some physicians are actually selling injectible 
products such as botox and dermal fillers to others, such as nurses 
or spas, but the physicians are not seeing the patient or taking 
responsibility for the patient. Selling these products to another 
person to use elsewhere is against the regulations of the College of 
Physicians and Surgeons of Ontario.

WHO CAN PERFORM COSMETIC INJECTIONS? WHAT 
IS DELEGATION?
In Ontario, qualified physicians may perform the injections or 
they may delegate the performance of A Controlled Act (Regulated 
Health Professions Act, 1991) to other individuals who may or may 
not be members of a regulated health profession. One of these 14 
Controlled Acts is “administering a substance by injection or 
inhalation.”

There are several conditions that must be met prior to delegation 
of a Controlled Act. The physician must be satisfied that the 
individual to whom the act will be delegated has the appropriate 

knowledge, skill and judgement to perform the delegated act. A 
physician must not delegate the performance of an act that he or 
she is not competent to perform personally. Physicians must 
ensure that any adverse events that occur will be managed 
appropriately, either by the delegate or by the delegating physician 
and the physician must be informed of any actions taken to 
manage the adverse event. Furthermore, prior to delegating an act, 
the physician should have already established a physician-patient 
relationship, i.e. the physician has interviewed the patient, 
performed an appropriate assessment, made recommendations, 
obtained an informed consent to proceed, and ordered a course of 
therapy.

At present, it seems that some physicians are establishing this 
physician-patient relationship via Skype or other means of remote 
video conferencing and they are not actually physically present. It 
remains to be seen if this is an acceptable practice as it is not 
addressed by the College of Physicians and Surgeons of Ontario, in 
Policy Statement #5-12, Delegation of Controlled Acts.

In Ontario, the College of Nurses practice standards state that a 
general class registered nurse cannot diagnose a disease or 
disorder or prescribe drugs. He/she cannot administer a drug, such 
as botox, by injection, without a physician’s order. The 
responsibility for a delegated Controlled Act always remains with 
the delegating physician.

WHAT SHOULD A SPA KNOW ABOUT LIABILITY OF 
MEDICAL SPA TREATMENTS?
Liability is a huge issue and one that a spa should consider before 
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getting involved with medical treatments.
Each practicing physician has the option of buying their own 

insurance. In Canada, that is usually from the CMPA (Canadian 
Medical Protective Association). That insurance covers the 
physician and his/her own employees only, based on certain strict 
qualifications. The physician must be approved by the CMPA in 
writing to be able to conduct these treatments under their scope 
of practice.

The spa and its employees or contract workers (including 
contract nurses) are not covered by the physician’s insurance 
unless the spa is owned by that physician and he/she regularly 
does clinical professional work at that spa/clinic (CMPA 
Assistance to Clinics and Facilities: General Principles, 2008). If 
there is a nurse injector, the spa and nurse therefore need to check 
with their own insurance providers and with their provincial 
College of Nurses to ensure they have adequate coverage before 
initiating any injectible treatments.

WHAT SHOULD A SPA CHECK PRIOR TO 
INCORPORATING A DOCTOR OR NURSE?
At minimum, the spa should check the credentialing of the doctor 
and/or nurse with their respective professional college. It is simple 
to check their valid registration online as this information is 
readily available to the public. For example, in Ontario, all valid 
physician registrations are listed on the College of Physicians and 
Surgeons of Ontario website at www.CPSO.ca and all nurses’ 
registrations are available on the College of Nurses of Ontario 
website at www.CNO.org. As previously mentioned, another 
priority is to ensure that all parties have adequate 
insurance coverage.

WHAT ARE OTHER CONSIDERATIONS?
Here is a list of other things to consider when incorporating 
medical injectible treatments into non-medical spas:

term plans

WHAT ARE THE ALTERNATIVES?
Perhaps it may be just as valuable to you and your clients to have 

them referred to a qualified medical spa for their treatments 
instead of providing these medical treatments in your existing spa. 
You can develop a trusting, mutually beneficial relationship with a 
local physician who will see and treat your clients under optimal 
medical conditions. They will take full responsibility of the 
treatments without involving your spa in all the potential risks.

Having a meeting with the physician prior to referring your 
clients may enhance the working relationship. That physician will 

then be aware of the services that you provide 
and ensure your client will follow up with you 
to continue their aesthetic program after they 
have their injectible treatments. Your clients 
will likely respect that you have made a well-
informed referral and trust your advice.

In summary, there are many factors to 
consider prior to incorporating medical 
cosmetic, injectible treatments into a spa. 

Risk and liability, and rules and regulations, should be assessed as 
well as the long-term implications to the rest of the spa. Educating 
yourself and developing a trusting working relationship with an 
experienced, qualified physician are the best starting points in this 
endeavour.   

IT IS IMPERATATIVIVIVE E THHHATATT TTTHHEEE INNJNJJEEECCCTTOTOORR R BBEBEE AAABBLE  
TO RECOGGNININIZEE AAANNNDDD TTTRRREEEAATTT CCCOOOMOMMPPLPLLIICCCAATATATIOIOONS 
IMMEDIIAATTTEEELLYY TTOTOO A AALLLLLEEVEVIAIAATETEE PPPAATATTIEIEENNTT DDDISTRESS 
AND  TTOOO MMIINNNIIIMMIZIZIZEE E NENENEGAGAGAATTITIVVEVEE OOOUUTUTTCCCOOMOMOMES

STRATEGIES
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BEAUTYmarks

B Y  L I N D S AY  G R U M M E T T

ACNE FIGHTERS
According to the Canadian Dermatology association, acne 

affects about 90 per cent of adolescents and 20 to 30 per cent 
of adults aged 20 to 40 years. Even with a large number of the 

population being impacted, there are still plenty of misconceptions. 

DO’S AND DON’TS 
“The biggest misconception is that people with acne have dirty skin 
and that they don’t clean their skin enough. I often see people washing 
their faces four or five times per day,” says Dr. Debra Jaliman, a New 
York City dermatologist and the author of Skin Rules. 

Over-working the skin through excessive washing and scrubbing 
can do more harm than good by aggravating inflammation. Clients 
with acne-prone skin should be washing their face two times a day and 
using products with acne-fighting ingredients. 

“For over-the-counter products, good ingredients to look for include 
salicylic acid, benzoyl peroxide, retinol and glycolic acid,” says Dr. 
Benjamin Barankin, a dermatologist and medical director of Toronto 
Dermatology Centre. Jaliman adds that clients should avoid 
ingredients that can clog the pores like cocoa butter and coconut oil. 

ADULT ACNE
Acne is one of the biggest obstacles to clear skin, and it doesn’t always 
clear up after adolescence. “There are many people who go on to suffer 
adult acne or develop adult acne anew,” says Barankin. Aestheticians 
should not be offering one-size-fits-all treatments for acne, but instead 
must offer individualized solutions based on age and skin type. 

“With adult acne, the skin is more sensitive and tends to be drier,” 
says Jaliman, who suggests gentler products that won’t dry out the 
skin. “With teenage acne, the skin is oilier. You can use toners or pads 
impregnated with salicylic acid or glycolic acid.”

For skin with extensive scarring, there are a variety of medical spa 
treatments to aid in correction including chemical peels, 
microdermabrasion or lasers. 

THE ACNE EFFECT 
Acne does not only affect the outer appearance, but also has strong 
psychological effects. “Ì have seen countless people with acne that 
have very significant psychosocial impact from their skin condition,” 
says Barankin. A Canadian study of nearly 500 patients with acne 
found that even mild acne can bring on feelings of low self-esteem, 
depression as well as suicidal thoughts. 

The spa should be a judgment-free space that offers practical and 
effective solutions to its guests. Providing a client with sample 
products after a facial treatment will allow aestheticians to begin a 
dialogue about appropriate skin care practices and follow-up care.   

1
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4
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7

1   Belmondo The Dunes Exfoliant 

www.belmondo.ca

2   Just Neem Neem Clay Mask  

www.justneem.com

3   Babor Purity Cellular Ultimate Blemish 

Reducing Cream  

https://ca.babor.com

4   Obagi Cleanziderm (Normal to Dry)  

www.obagi.com

5   Dermalogica Clear Start Breakout 

Clearing Cooling Mask  

www.dermalogica.ca 

6   Herborium AcnEase 

www.acnease.com 

7   IX SPA BAR Volcanic Ash Mask  

www.Ixspabar.com  



Ordering for our five schools at Equipro’s is a real pleasure. Their products, services 
and assistance of the clientele are always exceptional.

For your nearest distributor or for a brochure  
call this toll-free number 1 877 324.2226

LISTED & APPROVED

PROUDLY MADE IN CANADA AND USA
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BEAUTYmarks

Have you ever noticed those blue or red road maps on a 
client’s legs? Those are called varicose veins and there is 
a good chance their children will get them too. More 

medical spas are cashing in on this and expanding their service 
menus to include non-surgical treatments for varicose veins. 
With more treatment options available, these unsightly veins are 
becoming a thing of the past. 

Varicose veins are veins that become enlarged and twisted, 
often appearing as noticeable blue, red or skin-coloured bulges. 
This is caused when the valves inside of our veins weaken; these 
valves allow deoxygenated blood to flow upward toward the 
heart. When the valve becomes faulty, blood flows backwards 
and pools inside of the veins. The build-up of blood causes them 
to stretch and swell in size, which is why they become more 
visible under the skin. 

Heredity is the main factor causing varicose veins, but they 
can also result from pregnancy, being overweight, standing for 
long periods of time and hormone changes such as puberty, 
menopause or birth control use. These factors increase blood 
volume and put pressure on the veins, which weakens the valve 
and causes complications. 

According to The Toronto Vein Institute, women are more 
likely to suffer from abnormal leg veins; nearly 70 per cent of all 
women and 30 per cent of men will develop a venous disorder due 
to insufficient blood circulation. 

It is most common to see varicose veins on the legs and ankles. 
Although many people consider varicose a cosmetic concern, 
some sufferers experience aching pain, throbbing or cramping 
when they sit or stand for long periods of time. 

Non-surgical approaches are used in spas to eliminate 
varicose veins or diminish their appearance under the skin. Most 
spas will only treat spider veins and mild varicose veins. If the 

severity of the varicose veins is extreme, patients should be 
referred to a vascular surgeon as more invasive methods such as 
surgery may be required.  

Pari Moghaddam, owner of Medical Spa Pari in Montreal, 
offers sclerotherapy, a minimally invasive procedure, and a non-
invasive IPL (intense pulse light) treatment for varicose veins. 

Sclerotherapy is a method best used for spider veins and mild 
varicose veins. During this procedure, a salt or sugar solution is 
injected into the abnormal veins using a small needle. The 
solution irritates the lining of the blood vessel, causing it to swell 
and close. Over time, the vessel turns into scar tissue that fades 
from view. Each session takes approximately 20 minutes and 
most patients require two to six treatments in monthly intervals. 
The results vary and depend on the size of the veins; spider veins 
respond to sclerotherapy in three to six weeks and larger veins 
respond in three to four months.  

On average, most spas in Canada charge $350 per session for 
sclerotherapy, but this can increase depending on the severity of 
the varicose veins. 

Laser and light-based therapies such as IPL are also commonly 
used methods. 

IPL delivers a highly concentrated beam of light to heat, 
damage and constrict the vein. The heat destroys the vein and 
stops blood flow, and eventually the vein is absorbed by the body 
and disappears. Most patients require four to six treatments with 
at least one month in between.

Recently, Moghaddam purchased a new IPL machine for 
$60,000. But when Medical Spa Pari first introduced laser vein 
treatments seven years ago, Moghaddam chose to rent the IPL 
machine once a week for $600 per day. At the time, clients were 
paying roughly $300 for one IPL vein removal session. Because 
the IPL machine was used for both hair and vein removal, 
Moghaddam was able to book enough clients in one day to make 
a significant profit. 

Sacha Bourdage, medical aesthetic director at Victoria Park 
Medispa in Montreal, uses the Vbeam perfecta pulse dyed laser 
to treat spider veins. Each treatment takes 30 minutes and most 

The Vanity of 

B Y  C H E L S E A  S H I M
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patients require three to six 
treatments with one month in 
between each session. The price 
to treat both legs with spider veins 
is $200 a session at Victoria Park 
Medical Spa. 

“Not a day goes by where we are 
not using the Vbeam at least four 
times,” says Bourdage. Winter is the busiest time of the year for 
laser vein removal. Bourdage says this is because clients are 
preparing for the summer. 

There are few regulations in place to monitor spas that 
perform cosmetic procedures.  Ensuring your staff is qualified to 
perform sclerotherapy or use laser and light based therapies to 
treat veins is crucial. 

Moghaddam only allows medical doctors to perform 
sclerotherapy on her patients. She says nurses are also allowed to 
perform the procedure under supervision of a doctor, but this is 
not a risk she is willing to take. Because sclerotherapy is invasive, 
she wants to ensure her spa has full lawsuit protection.  
Moghaddam also hires a registered nurse to use the IPL machine 
and ensures that all of her staff is qualified to use the equipment. 

Bourdage says she refers patients with advanced varicose 
veins to a surgeon or dermatologist for more specialized 
treatment. The doctors often refer the patients back to the spa 
for laser therapy to treat post-op bruising and smaller varicose 
veins leftover from surgery. Bourdage calls this the “perfect 
marriage.”

If vein removal treatments are not performed by qualified 
personnel, risks such as nerve damage, burns and blood clotting 
are more likely to occur during laser, IPL or sclerotherapy 
sessions. 

Moghaddam says training and certifying staff members to use 
laser and IPL machines can cost between $1000-2000 for a 
workshop that spans over a few days. 

Moghaddam says that spa owners are catering to a tough 
market today. She stresses how difficult it has been to survive in 

the medical spa industry over the last few 
years. She says many spas in Montreal 
have closed their businesses since the 
introduction and popularity of online 
vouchers. 

“Services that were once valued in the 
thousands are being reduced to the 
hundreds,” she says. 

In order to compete, she felt forced to hop onto the bandwagon 
and offer a deal for IPL vein removal. The original price per 
session for IPL vein removal at Medical Spa Pari is $450. The 
current deal offers two sessions for only $120. 

“I am already at rock bottom. I offer a 90 percent discount. At 
this point, it’s not your choice, you just have to. You either close 
the door or manage with what you have.” 

If a spa already offers IPL hair removal, Moghaddam 
recommends they invest in training staff to perform vein removal 
treatments as well. “If you already have the equipment, it makes 
sense to add the service.  Instead of being used to collect dust, 
make some extra money off of the machine.” 

For spas owners who are considering to purchase or rent 
equipment to introduce laser vein removal to their menu, 
Moghaddam advises against it. “Unless you can guarantee you 
will have a high volume of loyal clients paying full price, the risk 
is too large in the unstable spa market.” 

Bourdage’s experience is different from Moghaddam; she says 
business at Victoria Park Medispa is booming. And this is likely 
because of Victoria Park Medispa’s unique umbrella structure, 
which includes the medispa as well as a traditional spa, salon and 
health club, with dermatologists and plastic surgeons all under 
the same roof.

Victoria Park Medispa greatly benefits from their partnerships; 
Bourdage says many of her clients are referrals from the plastic 
surgeons and dermatologists. “We work well together and try to 
cross reference our services with patients.” 

She says Victoria Park is a “one stop shop” and this is what 
attracts and retains clients.    

“ N OT  A  DAY  G O E S  B Y 

W H E R E  W E  A R E  N OT 

using the Vbeam at least 
four times.”
– Sacha Bourdage

Above: Victoria Park Medispa in Montreal



MAKE SCENTS Organic Spiked 
Lemonade Sugar Scrub is a 100 
per cent organic treatment made 
with certified organic sugar cane, 
lemon oil, zest, and small-batch 
whiskey. The organic cane juice 
contains natural alpha-hydroxy acid 
which works to exfoliate the skin, 
while the vitamin C-packed lemon 
essential oil brightens and firms the 
skin. Vitamin C is also a component 
for producing collagen, the tissue 
responsible for skin suppleness. 
www.makesscentsspaline.com

BEAUTY THROUGH BALANCE’S Açai 
Exfoliating Mask + Açai Power Repair 

Moisturizer is a two-step process: the exfoliating 
mask removes dead skin cells and stimulates 

circulation, while antioxidants and omega fatty 
acids repair and smooth the skin; and the 

moisturizer works to reduce visible signs of aging 
and replenish moisture levels in the skin with 

açai extract, eco-certified olivate and Vitamin C. 
Both products contain açai berries that were 

hand harvested in the Amazon rainforest and the 
products come in a biodegradable tube.   

www.obagi.com

REPÊCHAGE’S Vita Cura Triple Action 
Nutri Créme is a vanilla and rooibos  

scented three-strand approach to skin care. 
Seaweed extracts provide the moisture 

essential to winter skin, while also reducing 
the appearance of wrinkles, with 12  

vitamins, 18 amino acids and 42 trace 
elements and minerals. The moisturizer 

contains natural oils derived from karite, 
mafura and coconut trees, glycolic acid that 

provides a gentle exfoliation, and aloe vera  
to sooth and calm the skin. 

www.repechage.com

FAITH AROMATHERAPHY Citrus-
Ginger Anti-Oxidant Lotion is a daily 
body lotion that softens skin and locks in 
moisture while preventing 
environmental oxidation. The essential 
oils reduce inflammation with oxidizing 
toxins, while preventing fungus and 
bacteria, and brightening the skin. Shea 
butter, caprylic, triglycerides and 
glycerin promote skin conditioning and 
offer wound healing benefits that help 
the skin retain moisture and elasticity.   
www.faitharomatherapy.com

COMFORT ZONE’S Sacred Nature 
Gommage is a delicate face scrub with 

jojoba particles to smooth the skin. Buriti 
oil, originated from a palm tree in Brazil, 
gives powerful anti-oxidant action and is 

rich in fatty acids which deeply nourish 
the skin. Shea butter also protects the skin 

against the sun and wind.
www.comfortzone.it

FRESH&new
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FRESH&new

CHEEKY MONKEY COSMETICS lives 
up to its name and invites its customers to 

“be a little naughty” with the cheekily 
named Arm Candy. The raspberry frost 

nail polish with a gold shimmer is the 
perfect accessory to any holiday party 
outfit or just the right touch of winter 

sparkle for everyday wear. Cheeky 
Monkey products are formaldehyde, 

toluene, DBP, camphor and paraben free.    
www.cheekymonkeycosmetics.com 

BODY DRENCH Mind + Body 
collection will revitalize and 
restore. This invigorating trio of 
body lotions, each with their own 
special soothing properties, will 
saturate the skin in a moisturizing 
blend of natural and alluring 
fragrances. The collection includes 
Tranquility: Lavender Sage, Stress 
Relief: French Lime Basil and 
Energy: Nectarine Ginger. 
www.bodydrench.com 

CND’S Scentsations Gilded 
Dreams Trio hand and body 

lotion set, part of their Gilded 
Dreams Collection, has all the 

sparkle and richness of the 
holidays.  The lotions are 

enriched with Vitamins A and 
E to promote skin health and 
contain aloe barbadensis leaf 

extract, known for its 
hydrating properties. The set 

comes in three different 
fragrances: Gilded Blossom, 
Crushed Amber and Vanilla 

Shimmer. 
www.cnd.com

BIO SCULPTURE GEL’S new 
fall/winter Folk Collection draws its 
colour inspiration from nature. The 
collection features Pursuit of 
Beauty, a deep sapphire blue so 
dark it’s almost black and seems to 
invoke a wintery night sky. Pursuit 
of Beauty is available in a durable 
gel, as well as a polish. 
www.biosculpturenails.com

MIRABELLA BEAUTY presents CC 
Crème, a paraben- and gluten-free 

lightweight formula with ingredients that 
contribute to the health and elasticity of 
the skin while improving its texture and 

tone. Argan oil hydrates, assai berg and 
avocado oil fight signs of aging, and 

photosqualane improves skin elasticity, to 
name a few. CC Crème is available in light, 

medium and dark shades, CC Crème also 
provides SPF 20 UV protection. 
www.mirabellabeauty.com

FRESH&new

NUWORLD BOTANICALS Meditation 
Marine-Mineral Bath Soak is a blend of pure 
essential oils including organic ylang ylang, 
jasmine and frankincense. It is formulated 
with premium hand-mined pink Himalayan 
rock salts and organic seaweed botanical 
extract. With over 80 minerals and trace 
elements, this salt blend will rejuvenate the 
body, stimulate circulation and soothe tired 
or sore muscles. 
www.nuworldbotanicals.com
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B Y  T H E R E S A  R O G E R S

At age 16, Amanda Lindsay knew her calling. She 
completed a three-year diploma in Beauty Therapy in 
the UK and jumped into the industry with both feet. 

Hailing from a family of therapists, her career choice was no 
surprise. Lindsay’s mother is a reflexologist and her two elder 
sisters are skin therapists like herself. 

“I was always the guinea pig from such a young age and for 
my older sister in particular,” she says. “I was waxed, tinted, 
moisturized, buffed and painted so many times that it just felt 
right to follow in their footsteps.”

In her early 20s, Lindsay took a leap of faith and emigrated 
from a small town in the UK to big city life in Toronto. Now a 
Skin Therapist at Dermalogica’s International Dermal Institute, 
renowned for its professional training and product R&D, 
Lindsay says she always pushes herself to do better. “It’s very 
fitting that I’ve ended up working for a company that is so 
passionate about continued education.” 

Dermalogica, she says, is always innovating. “We have always 
been the leaders in the industry, not only in our product 
formulations, but also with interactive education for consumers 
and therapists. We use the best ingredients that science and 
nature can provide.”

AMANDA LINDSAY

THE SECRET TO GOOD CUSTOMER SERVICE IS…
It’s about being honest and real with my clients and being well 
educated in what you are doing. If I simply can’t answer a concern, I 
find out how I can. If I can’t fix a problem, I don’t promise that I will. 

WHAT I LOVE ABOUT THIS BUSINESS IS…
Skin problems can really lower your confidence so if I can educate 
my clients in any way on how to make them better, then I’ve done my 
job. The power of touch is such an incredible thing. To be able to 
de-stress the body as well as mind and soul is very powerful. There’s 
no greater feeling than to make someone feel better.

WHAT ARE THE MOST COMMON SKIN PROBLEMS YOU 
SEE? 
I deal with a lot of adult acne mixed with sensitivity and concerns of 
aging. The great thing about Dermalogica’s formulations is that we 
can help with all three concerns at the same time. Sensitive skin will 
age quicker than any other skin type, therefore treating that to begin 
with will not only calm down the acne but keep those pesky fine lines 
well hydrated. 

WHAT IS YOUR GO-TO DERMALOGICA PRODUCT? 
I absolutely love Skin Perfect Primer SPF30. 





1.855.227.2756 www.CaraSkinCare.ca

the Heat with
Pumpkin Heat Exfoliating Mask

Bring Home


