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between us

No “I”
in Team
I

’m sure it will come as a surprise to no one that I don’t put this magazine together
by myself. Getting Spa Inc. magazine written, edited, designed and printed is a
result of multiple departments at the office coming together in one herculean
effort. Without each of the members of our team here doing their part, there wouldn’t
be a magazine at all.
The same is true of the spa. The spa owner or manager can’t do everything
themselves; they rely on a well-trained, efficient staff of spa therapists and
receptionists to keep the business running smoothly.
“It’s important to be surrounded by a strong team who sees your vision,” said Sonia
Imerti, owner of Pretty in Pink Spa when I spoke to her about her spa business’s recent
renovation. She remarked that she was blessed with an amazing spa team who helped
her realize her dream of transforming her spa into a
place that could welcome a completely different
clientele than when it had first opened. You can read
more about that story on page 18.
Surrounding yourself with a strong team of qualified
staff is essential to any successful spa business,
whether you are going through a difficult and
disruptive spa renovation or aligning your spa with
Leading Spas of Canada’s rigorous Standards and
Practices (see page 16).
“You’ll find that staff properly trained in the most
recent, efficient and innovative techniques are more
productive and become extremely valuable to the
team,” says Raison d’Etre’s Nikos Kouremenos (page
Hermione Wilson
22). We couldn’t agree more.
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Connecting

with our

Community
I
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n a survey conducted in early 2017, Leading Spas of Canada
members made it clear that networking and connecting with
their community are the benefits they value most. And that’s
why we’ve made creating and facilitating these opportunities a
priority.
In February, we participated in the second annual L.E.A.D Spa
& Wellness Conference and were proud to sponsor a “scholarship
ticket” for a student to attend the event. We were so pleased to be
there and to have the opportunity to demonstrate our commitment
to supporting industry members at every stage of their career.
On April 22-23, Leading Spas had a booth at the ESI Toronto
show. We met a lot of industry members, including a number of
students and independent professionals, many of whom hope to
open their own spas soon. It was great to share the new
membership opportunities we have available and to talk to them
about the many ways we are working to strengthen their
connection to the industry leaders we represent.
That same weekend, we hosted the Springtime Soiree – an
evening of networking and celebration to honour the winners of
the 2017 Canadian Spa & Wellness Awards with our partner, Spa
Inc. magazine.
Representatives from all parts of our community – spas,
resource and education partners, and students gathered together
for the award presentations, a bit of structured networking and
informal conversation. The room was abuzz with energy.
Attendees were reacquainted with old friends and had a chance to
connect with new colleagues.
Industry pioneer and trail-blazer, Tanya Chernova, our emcee,
set a very fun and collaborative tone for the evening. After the
presentation of the 2017 Canadian Spa and Wellness Awards, she
joined me in presenting a Lifetime Achievement Award to her
mother, Anna Chernyakhovsky for her mentorship role to so
many in the industry.
At the event, we talked about a new initiative that Leading Spas
of Canada is proud to support called World Wellness Weekend,
which will connect us with the global spa and wellness community.
On September 22-23, over 1,000 properties in 50 countries will
open their doors to offer a free wellness activity to their
communities. The goal is to work together to shift attitudes and
behaviours and encourage the adoption of healthy habits and
lifestyles around the world. There is no cost to participate. You
can learn more by visiting leadingspasofcanada.com.

guest editorial
We also talked about industry research we are planning to undertake
later this year. We are excited about getting a current and accurate
snapshot of the Canadian spa and wellness industry. Not only will this
equip our members and those opening new businesses with the
information needed to make informed decisions, it will be yet another
opportunity to extend our reach outside of Canada and offer insight to
the global community. If you would like more information, or you are
interested in sponsoring this initiative, please feel free to contact
Executive Director, Heather West directly or reach out to Carmelina
Karas at Dovetail Communications.
I want to extend a very special thank you to our sponsors who make it
possible for us to offer these opportunities. By signing up so early in the
launch of our sponsorship program, they have truly demonstrated their
commitment to the association and the spa and wellness industry as a
whole.
• Achieve Wellness Spa
• Fernanda’s Beauty and Spa Supplies
• Hammam Spa
• Nufree/Finipil
• ResortSuite
• Ten Spa
• Vitelle Labs
It’s been wonderful connecting with our community and we’re looking
forward to more opportunities like these. In the meantime, please
continue to check the website for new content and resources often, and
between in-person events, let’s stay connected online.

Elena Zinchenko
Chair
Leading Spas of Canada

www. s pa inc .c a
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Cosmoprof Showcases Leading Beauty Trends From
Across the Globe

On February 19, Cosmoprof North America (CPNA) co-hosted a teaser of the
latest global beauty trends at the Ron Robinson Flagship Store in Santa
Monica, California. The event featured trends discovered at three of
Cosmoprof’s global events hosted in Bologna, Hong Kong and Las Vegas.
The event included a panel discussion, which allowed a unique opportunity
to hear from recognized tastemakers and trendsetters. The discussion was
hosted by recognized beauty experts, including Daniela Ciocan, Marketing
Director of CPNA, and Arthur Chipman, Producer of LA Fashion Week.
“Cosmoprof is the only beauty platform that offers a truly global showcase
to the industry,” said Ciocan.
The event featured several brands from each of their previous events,
many of them making their U.S. debut. Trends highlighted included: girl
power, sustainability, portability, cooling, and the marriage of beauty and
technology.

Sweden’s Mehrens
Academy Becomes
CIDESCO’s First
Exclusive Media
Make-Up School in
Scandinavia
Mehrens Academy, founded by makeup artist Linda Mehrens Flodin, has
achieved accreditation as a standalone
CIDESCO Media Make-up School.
The Swedish make-up school will
welcome candidates later this year. The
Diploma syllabus aims to give students an internationally
recognized qualification to prepare them for the make-up artist
industry. The course is a complete training program, requiring
no previous make-up knowledge.
Mehrens Academy says students will benefit from some of
the best guest teachers in Scandinavia who worked with famous
names like Kate Moss, with campaigns such as Dior, and with
magazines like Vogue.
The course includes 350 hours training in diverse disciplines
and requires candidates to produce a valuable portfolio of work,
marked by internationally recognized CIDESCO professionals.
“Through our courses, students will not only receive the
most comprehensive knowledge and an internationally
recognized qualification as a professional make-up artist, but
through our connections they will also have a direct link to
everything that happens in the industry,” says Mehrens Flodin.
8 S p a Inc. | Spring 2 018

Allure Body Bar Expands
Allure Body Bar, voted top wax bar in Toronto by Top Choice
Awards, recently opened its new Vaughan, ON, location.
Allure Body Bar offers a wide range of services, including its
trademark Quickzillian Brazilian Wax, a service that takes eight
minutes or less. The process focuses on speed while offering a high
degree of efficiency. The wax bar focuses on making all services
inclusive for both women and men.
The wax bar is a family business owned by couple Frank and Ala’a
Abassi. After being drawn to the art of waxing more than 14 years
ago, Ala’a perfected her unique style of waxing and designed Allure’s
services to help everyone look and feel their very best.
“At Allure Body Bar, our mission is to promote body confidence,”
says Ala’a. “We attract a wide range of clients and ensure that that
they receive the best service possible.”
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Nufree® Nudesse® is a non-wax hair removal process
that will remove hair from any part of the body—
virtually pain-free. Because Nufree® Nudesse® isn’t
a wax, clients won’t experience the pain, redness, or
swelling that often happens with wax-based products.
Scientifically tested, Nufree® Nudesse® is a selfpreserving antibacterial and antimicrobial, ensuring
that it’s both safe and effective. Nufree® Nudesse® is
so gentle that clients can apply makeup, swim, and tan
once finipil® has been applied after their treatment.
finipil® our patented* and FDA registered antiseptic
lotion kills 99.999% of germs, cools, soothes, and
protects the skin from ingrown hairs and irritation!

800-247-2405

made in the USA by equibal labs

©2018 Equibal Inc. *US Patent Nos. 8,603,550; 8,951,582 and 8,951,583.

nufree-professionals.com

spa light
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Elmwood
Spa

A THAI EXPERIENCE IN
THE HEART OF TORONTO

B Y M O R G A N M C K AY

I

nside a historic building located in the heart of Toronto lives Elmwood Spa, an urban
spa built upon traditional healing rituals and a rich, local history. Although the spa
incorporates elements from several different cultures, it is truly a love letter to Thailand.
The spa has won WestJet Magazine’s Value Award several times and was named one of
Spafinder’s Top 10 Favourite Day Spas in 2010. Spa treatments are not all Elmwood is
known for; its cuisine is also a big draw for clients. Bangkok Garden, the Thai restaurant
situated on the spa’s main floor, has also won a number of awards, including the Thai
Consulate’s Thai Select Premium Designation award in 2015 and AAA’s Diamond Award.
Elmwood Spa and Bangkok Garden are both owned by Canadian entrepreneur Sherry
Brydson.
THE BUILDING
The Elmwood building was designed by Gordon & Helliwell Architects and built in 1889 by
Edward James Lennex, the same architects who built Casa Loma and Old City Hall. In the
1950s, it was known as the Elmwood Women’s Hotel, a boarding house where women would
reside as they learned a trade in the city. After the boarding house closed, the building was
abandoned, fell into disrepair, and was later condemned.
By the time Brydson, who founded Elmwood Spa, purchased the property in 1979, the
space was occupied by the Elmwood Women’s Club. The club included a small spa called Spa
at the Elmwood. After Brydson bought the club, the spa slowly began to grow.
Now, Elmwood Spa takes up all five floors of the building. “Over the years, our guests have
become familiar with the landmark itself, and have also come to appreciate our desire to
deliver a unique experience,” says Marie Picton, Elmwood’s Executive Manager.
LI’TYA HEALING RITUALS
When an Elmwood Spa employee travelled to Australia, she met with an Indigenous elder
who would set the foundation of the LI’TYA Healing Rituals, one of the spa’s signature
treatments. The practice uses a blend of herbal ingredients and movements which tie people
back to the earth. What makes this treatment so effective is a traditional Indigenous
smudging technique which includes burning potent medicinal herbs to procure smoke and
purify the soul. “There is a real sense of calm when you go through that ritual,” Picton says.
“It helps re-align body and spirit.” »
www. s pa inc .c a
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ELMWOOD SPA FACTS
SIZE: 40,000 square-feet
NUMBER OF
TREATMENT ROOMS: 34
NUMBER OF STAFF: 235
RETAIL: Elmline, Li’Tya, Guinot,
Swiss Line, and Moroccan Oil

The spa prides itself on reinterpreting traditional techniques for
contemporary society. The LIT’YA Healing Rituals treatment draws
inspiration from smudging to give spa clients a deep, spiritual
experience. “That energy work, the rhythmic techniques, and the
pressure points they use make the experience unique and
transformational,” Picton says. “We take all of that into account,
and we take from the old, interpret it for today, and see the rewards
of it. The smudging may be ancient, yet it is something that is very
much needed today.”
THE HEART OF ELMWOOD
It is no secret that Elmwood Spa is heavily influenced by Thailand,
where Brydson lived for a number of years. “I have to give credit to
her for our LI’TYA services that we offer here today [and] also for
the Thai influences throughout the spa,” Picton says. Brydson’s role
in the integration of Thai culture drove Elmwood to invite Thai
monks to bless its spa in 2007. “Their visit [and] their cleansing of
the space allowed us to do what we do best.” In 2001, Brydson and a
group from Elmwood Spa visited Thailand, where they found the
inspiration for the spa’s signature Siam Herbal Body Treatment and
Deep Siam Massage services, which uses Thai herbs in compresses
to relieve tension and to revitalize the skin.
Elmwood shares the values of Thai culture and has adopted it as
part of its identity, Picton says. “Thai culture really means a lot to all
of us and certainly to [Brydson],” she says. “We feel that it aligns to
our philosophy. The Thai are very gentle, warm and hospitable. At
Elmwood, we strive to provide a place where people can relax, feel
welcome, and feel that we can deliver on our services. We are about
pleasing our guests.”
Outside of its cultural influences and history, Elmwood Spa has a
strong sense of community. The spa is dedicated to providing
exceptional quality to its guests at a reasonable cost, so that price
will not be a barrier. This led the spa to develop its own skin care
line, as well as maintain ties with other spa brands. The spa is also
home to many community-minded staff members. Elmwood has its
own glee club, called inSPAration, founded by one of the spa’s staff
members, which has raised money for the YWCA. “I like to think
that we are a family here,” Picton says.
Elmwood’s multi-dimensional approach, backed by culture,
community, and attention to detail, is what allows it to accomplish
its goal of creating a warm, reinvigorating experience.
12 S pa Inc. | Spri n g 2 018
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L.E.A.D.ING THE WAY
BY HERMIONE WILSON

W

hen Bonnie Annis and Will Roderick first conceived of
the L.E.A.D. Spa & Wellness Conference in 2017, they
wanted to stop seeing their spa clients go out of
business. The co-founders of L’Moor, a Canadian supplier of spa
and wellness products, supplies and equipment, decided they
needed to provide the spa industry with a vital missing piece.
“We knew that people in the industry were talented healers and
therapists, but we felt that often they were missing pieces of the
puzzle, like financial literacy, marketing, branding, communications,
and some human resources knowledge,” says Annis, L’Moor’s
Creative Director. “They don’t learn that in school; the curriculum
is so compressed.”
To accomplish that goal, Annis and Roderick lined up some
stellar speakers for the first L.E.A.D. Conference event in February
2017. This year, some of those speakers returned, like Katie Dempsey
of Brand Ambition, who spoke about how strong branding and
engaging with social media increases your value as a spa business;
and Susan Watkin, a small business accountant and advisor who
taught attendees how to make the most out of their budgets.
Newcomers like author, speaker and certified coach Uchechi
Ezurike-Boss, challenged attendees to change their habitual
thoughts to affect change in their futures. Human resources
professional Sara Bibb explained the wage increase and new
employment requirements that go along with Bill 148.
Hadriana Leo, Certified Cashflow Specialist and Money
Navigator at Crescendo Financial, spoke about how she uses her
financial know-how to help clients achieve their dreams. “It’s not
how much money you’re making, but what you’re doing with that
money,” Leo says. She encouraged attendees to see cashflow
problems they cannot control, like Bill 148, as an opportunity to
reprioritize and innovate.
Keynote speaker Barbara Stegemann, CBC Dragons’ Den winner
and CEO of 7 Virtues perfume company, closed out the evening by
speaking about her mission to help people make money doing what
they love and believe in. “What Barb does really well is she celebrates
helping people, the social good part of it, but she thoroughly
embraces her entrepreneurial spirit,” says Annis. “I think that that
speaks to our audience so well.”
The 2018 L.E.A.D. Conference also saw Roderick make an
emotional announcement that he and Annis would be launching
L.E.A.D. Academy, an initiative they hope will bring Canadian spa
owners, employees and students together for their mutual benefit.
“I just hope that less people will be leaving the industry,” Roderick
says. “I know that some people last year came to L.E.A.D. hoping
that it would be the silver bullet that would help them turn the page
and make money, but it’s not just attending one conference that’s

going to do it. You need to have some type of system in place to
mentor you, to motivate you, to keep you accountable.”
Annis describes L.E.A.D. Academy as a safe community for spa
business owners to work together to build the industry. “The rising
tide lifts all boats,” Annis says, quoting a popular aphorism. “We
want to create a place where we can lift each other up.”
Outside of its educational purpose, with its speaking sessions
and its day of practical training, the L.E.A.D. Conference provided
spa professionals with a unique opportunity to network with each
other. “Networking was a big part of what we wanted to accomplish,”
Annis says. “Being an entrepreneur can be a pretty lonely road and
being able to meet people from across Canada who are in the same
position you’re in can be so rewarding.”
www. s p a inc .c a
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CAN YOU

HEAR
ME?
B Y K AT H R Y N S T O L L E

H

When you examine Leading Spas of
Canada’s S&Ps more closely, you realize
that many of them deal with
communications – not only from the
top down, but especially in terms of the
responsibilities team members have to
their spa and to its guests.

ow effectively you communicate as a team, in
the workplace and with your guests, can help
determine the success of your spa in the long
run. But it can only happen if you have an effective,
reliable organizational framework in which each team
member knows what is expected and can be confident
doing his or her job.
Many spas start without creating this sound
foundation and take longer to become successful than
perhaps necessary. Communications break down as they struggle
to provide a satisfying and rewarding spa experience for their
guests. Their team members often don’t feel heard and there
doesn’t seem to be enough time in the day to get it all done.

What’s the answer?
Using industry-proven, reliable standards and practices (S&Ps) to
establish a framework is a large part of the solution. S&Ps are like a
blueprint for setting up a well-run spa and they also provide the
tools to measure how an individual spa compares to the rest of the
spa industry.
Federally mandated S&Ps would be great, but they simply don’t
exist. Even certification of therapists – whether esthetician, nail
tech or massage – is either not required or varies from province to
province. Realizing this, over a decade-and-a-half ago, Canadian
spa industry association Leading Spas of Canada created a basic
yet comprehensive set of S&Ps that are applicable to every type of
spa across the board in any of Canada’s provinces.
These S&Ps set out criteria by which each spa across the
14 S pa Inc. | Sprin g 2 018

country can measure the levels of professionalism in the services
and products they provide. They go beyond individual certification
and licensing to include the responsibilities of the spa to its team
members; the responsibility of team members to the spa; the
responsibilities of the spa to its guests; and safety and hygiene.
Leading Spas of Canada members agree in writing that they comply
with the S&Ps, but compliance is voluntary.
When you examine Leading Spas of Canada’s S&Ps more closely,
you realize that many of them deal with communications – not only
from the top down, but especially in terms of the responsibilities
team members have to their spa and to its guests.
Communicating these S&Ps to your team can help build a better,
more confident team. Make them available to each and every team
member and part of the orientation process for new team members
to help them understand the “whys” of your policies and decisions.
Use them as the basis for writing your employee handbook and
encourage team members to give you their feedback. Incorporate
them into your annual review process. And don’t hesitate to have
Q&As on aspects of the S&Ps from time to time during your team
meetings. This is internal communications at its best.

spa business

for
spa
clients

S&Ps also help team members understand the importance of effectively
communicating with guests. Your spa might seem like an average workplace to
you, but for some guests – especially first-timers – procedures can be a little
daunting. Look for telltale signals, ask questions and listen for what is not
being said to put a guest at ease and make their experience stellar.
Taking It One Step Further
Many Leading Spas of Canada member spas wanted to verify the excellence of
their spas to their guests, which led to creation of the Quality Assurance (QA)
program in 2009.
Today, QA Certified Spas volunteer and pay for a verification process they
undergo every two years by Leading Spas of Canada’s assessors based on the
criteria set out in the S&Ps. In these spas, guests can be confident that the spa
will strive to deliver a top-notch spa experience in a safe, well-run
establishment.
Communication lies at the heart of the QA assessment. Prior to the
assessment date, a spa is provided the same criteria used by the assessor, so
that the spa can be well prepared. There are no surprises. It then becomes a
collaborative process in which the assessor has the opportunity to share many
of the best practices found in other spas – a win-win situation all around.
Effective communications – top-down, bottom-up, to each other and to
guests – are the very essence of any successful spa. Standards and practices
provide the roadmap to getting there.

Kathryn Stolle is a spa professional with more than 25 years in the spa and wellness industry. She is
author of Getting Great Spa on the Road to Wellness and is an assessor for Leading Spas of Canada’s
Quality Assurance Program.

3 TIPS TO
SPA LIKE A PRO
Here’s a mini guide to make sure you spa
like a pro:
1. Ask questions when you’re booking a
treatment. Do you have any health concerns
the spa should be aware of? A preference
for a male or female massage therapist? This
helps the booking agent find the right
therapist for you.
2. Arrive at least 15 minutes prior to your
appointment. Most spas will deduct the time
you’re late from your treatment time in order
to stay on schedule for the rest of its guests.
You want to make the most of the time you
have!
3. Turn off your cell phone. Consider your
spa time your downtime – turn off your
head, too, if you can and enjoy your
treatment to the fullest. Even a manicure in
a busy nail area can become blissful if you
relax into it.
Most of all, choose the right spa for you!

www. s p a inc .c a
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UNDER
What to expect when you’re renovating
BY HERMIONE WILSON

W

hen is the right time to renovate your spa
business? “When you know, you know,”
says Sonia Imerti, owner of Oakville,
Ontario’s Pretty in Pink Spa. “It’s kind of like when
people say, ‘is there a right or wrong time to have a
baby?’” she says. “You just have to go with your gut.”
Pretty in Pink Grows Up
That was Imerti’s headspace when she decided to do a
major renovation and rebranding of her spa business,
which originally opened in 2011 as an all-natural spa
that catered to young clients and specialized in
hosting birthday parties and mother-daughter dates.
“Fast-forward the clock six-and-a-half years, those
girls that originally started coming to us were now
well into their teens and still coming, but we weren’t
able to accommodate them on the weekends because
we were so busy with birthday parties and all that
stuff,” Imerti says. She had to make a quick decision to
switch directions and transform her spa into a place
that could accommodate an older clientele. “We had
to make a hard, fast decision that we need to grow
with our clientele and that our hearts are still with our
original clientele,” she says.
Planning began in late 2017. Not only did Imerti
want to update the spa to reflect her more mature
clientele, the space itself needed updating after years
of wear and tear. Imerti did most of the designing and
worked with contractor John Vucina who had worked
16 S p a Inc. | Spri n g 2 018

on a personal project for her. “He made it the most
stress-free, seamless project I have ever worked on,”
she says. The renovations included changing the
flooring, replacing the merchandise shelving, adding
two new treatment rooms, and changing the structure
of the mani-pedi stations so that they were more
accommodating of adult-sized clients.
Pretty in Pink is now open for business with a new
logo, website and image. Instead of birthday parties,
the spa is focusing on its adult clientele and building
itself as a wellness and holistic centre in the
community.
The renovations have not just helped Imerti cater to
her changing clientele; it has also influenced her
business approach. “Now that we’re very focused on
who we cater to, that’s really helped me as well in my
retail, in my purchasing because now I really know
who my market is,” she says. “We really hope to be wellreceived by the community and appreciated.”
Scandinave’s Infinity Expansion
Scandinave Spa Mont-Tremblant in Quebec has just
completed a new expansion, which Marketing Director
Angelique Papadopoulos says was dubbed, Infinity.
“The reason it’s called Infinity is because of the huge
[outdoor] pool,” she says. “It’s a hot tub, and it’s got an
infinity edge, and when you’re sitting in it, the water
looks like its overflowing. In the summer you’ll have
the view of the river in front of you, so you’ve got this

When is the
right time to
renovate your
spa business?
“When you
know, you
know.”
– Sonia Imerti,
owner of
Oakville,
Ontario’s Pretty
in Pink Spa

spa business

Pretty in Pink is now open for business with a new
logo, website and image. Instead of birthday parties,
the spa is focusing on its adult clientele and
building itself as a wellness and holistic centre in
the community.
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spa business
endless flow of water.” The expansion even had its own tagline, Papadopoulos says: “More space, more relaxed.”
The Infinity expansion includes an outdoor deck that overlooks the Diable River and is the site of a hot tub,
icy plunge pool and a fire pit surrounded by 13 Adirondack chairs. Indoors, the spa has added a brand new
three-tiered, gas-heated sauna (the old sauna was wood-heated), eucalyptus steam room, and a cold double
bucket shower. Altogether, the new outdoor and indoor installations total 6,500 square-feet of new spa space.
“Tremblant is a growing region and we’ve steadily grown throughout the years,” Papadopoulos says. “It was
time to provide some new installations and some more space. We really wanted to give the client an even better
experience, so that their relaxation experience would be in a spacious environment.”

“Tremblant is a growing region and we’ve steadily
grown throughout the years. It was time to
provide some new installations and some more
space. We really wanted to give the client an even
better experience, so that their relaxation
experience would be in a spacious environment.”
– Angelique Papadopoulos, Marketing Director,
Scandinave Spa Mont-Tremblant
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Scandinave Spa Mont-Tremblant’s Infinity expansion
represents a $2-million investment. Shareholders have been
planning this expansion for the last three years, Papadopoulos
says. Construction began in June 2017 and the new areas were
opened just before Christmas in December 2017 in a soft launch.
“In the lead up to all of that, throughout the spring season from
about April up until November when we were finishing all the
construction, we were advertising,” Papadopoulos says. “Anyone
who came to the spa obviously saw there was something going on.
We had a lot of barriers hiding the construction zones and to
compensate for some of the disruption the construction caused,
we had promotional rates all summer which normally we don’t do
in high season.”
After the opening in December, the spa held a big press event
on January 18, 2018. The event was attended by 150 people,
including local partners, members of the chamber of commerce
and the city. The new section of the spa was closed for the day so
that visitors could tour the facility and take pictures. They were
invited to try the baths or to return at a more convenient time.
“Obviously, we’ll be talking about [the expansion] for the next
nine months or so,” Papadopoulos says. “We’re in a tourist region
and there are a lot of people who won’t be planning to come here
until the summer, so it won’t really resonate with them if they see
Vitelle
Labs 2018 Ad.pdf 1 04/04/2018 3:07:05 PM
the message
now.”

top
tips
TIPS FOR SPA RENOS
1. Have a Plan. You’ll need to have a detailed
plan for what you want to change or build in
your spa business. That way, you can make
sure you have all your financial ducks in a row.
2. Communicate with Clients. Let your clients
know what you’re planning to do long in
advance. Get them as excited about the
coming change as you are! Offer promotions
that are tied to the renovation to build
goodwill. This will ease them into the
period when the spa is in transition and any
inconvenience that it will cause.
3. Throw a Party! There’s nothing like a
celebration to kick off your new and
improved spa. It’s a great way to renew
community and client engagement in
your business.
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5 THINGS
THAT HAPPEN
WHEN YOU
UPSKILL YOUR
SPA STAFF
Upskilling is the process of teaching
current employees new skills, or
improving, enriching and diversifying
the ones they have.
B Y N I KO S KO U R E M E N O S
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3.

1.

PRODUCTIVITY IS
INCREASED

You’ll find that staff properly trained in the most
recent, efficient and innovative techniques are more
productive and become extremely valuable to the team.
In other words, higher quality work is produced more
quickly, whilst ensuring resources are not wasted.
Upskilling your employees enables them to do more
independently and without the need for an extra team
member to take on some of their workload.
Just as you notice a properly trained team member
working efficiently and streamlining their tasks, you’ll
notice efficiency on the management side increases
too. Well-trained employees will know how to carry out
their tasks effectively and without the need to look to
management for support. You’ll notice your team
members’ confidence grow and flourish!
Since our modules are spa-specific and designed by
senior spa directors and project managers with many
years of experience, students learn how to best manage
their time in the unique spa setting, where time seems
to move quicker than anywhere else.

2.

MORALE IS IMPROVED

Investing in employees shows your team that you value
them and want to help them reach their potential.
Empowering them with training allows them to see
that you acknowledge their worth, appreciate their
challenges in the workplace and try and provide them
with the necessary tools to become better by improving
their knowledge and skills. The atmosphere in your
business will improve, and morale will be high. Happier
employees = happier guests.

Nikos Kouremenos is Education &
Project Manager at Raison d’Etre, a spa
consultancy and well being think tank.

TURNOVER IS REDUCED

Training motivates your employees to stay with you, inspiring a sense of
loyalty, and this is really where upskilling can benefit your company.
Teaching people new and more advanced skills, which equip them to
perform better, take on more responsible tasks, earn more appreciation
and potentially a higher position, followed by a higher salary, is one of the
biggest incentives to continue working for a particular company.
A study found that 57% of employees would like additional skills
training to progress further in their current company. In a culture where
job turnover is extremely high, loyalty is worth investing in.
You will also be able to promote from within, without having to look
outside for new team members as you’ll have higher skilled and specialized
employees.
Cross training therapists is also an excellent idea as they can then perform
a wider range of treatments, resulting in a win-win situation all around.
The spa does not need to employ more therapists, and the therapist is in
more demand, more skilled and with a much improved CV.

4.

CUSTOMER SERVICE IMPROVES AND
GUEST SPENDING INCREASES

Treat your employees the way you want them to treat your guests. Trained
staff will have the knowledge to cope with the range of customers’ needs
and complaints in a correct and timely manner. Satisfied employees strive
to uphold the principles of your business by satisfying guests.
If possible, try to upskill your staff with a course that gives them as
much personal feedback as possible. This will really help them to develop
their handling of tricky situations.

5.

YOUR BUSINESS WILL BE UP-TO-DATE
WITH TRENDS AND TECHNOLOGY

Technology is constantly changing and can be costly to adapt, but it
provides companies with the opportunity to improve their innovation and
productivity. Staff trained in the latest technology, methods, and products
will ensure your business is up to speed with the latest trends and is
catering to changing demands. By upskilling a certain team member, you
can allow them to lead the rest of the team with their knowledge of trends
and innovations.
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WHY
WE

TEA
TREE OIL

2.

1.

BY HERMIONE WILSON

T

ea tree oil has been used in the traditional medicine of the
Aborigines of Australia for hundreds of years. Leaves from
the tea tree (Melaleuca alternifolia, not the tree that
produces black, green and oolong tea) were crushed to extract its
oil and used to treat coughs and colds, or applied directly to the
skin for wound healing.
Tea tree oil possesses strong antiseptic capabilities and has a
variety of uses, including as natural deodorant, mouthwash and
insect repellant. In skin care, tea tree oil can be used as an
astringent or toner, to treat blemish-prone skin, or to remove
makeup and prepare the skin for a facial treatment.
“[Tea tree oil] is not a skin stripping agent, but it does help to
remove any excess oils that could interfere with a treatment,” says
Charmaine Cooper, Education Manager at Dermalogica. “It
minimizes any type of inflammation, any type of itch, and it has
superior soothing as well as purifying properties.”
Tea tree oil comes in a variety of forms and concentrations,
Cooper says, “But in skin care we actually advise that you not go
all-natural. Essential oils are highly concentrated and they
permeate deep into the skin, possibly even into the bloodstream,
which is why we advise that no pregnant client or someone trying
to become pregnant should use any essential oils.”
With skin care formulations such as moisturizers, the tea tree
oil has undergone a chemical process that breaks down its
molecular structure so that it is small enough to pass through the
semipermeable barrier of the skin. Cooper says the recommended
concentration of tea tree oil that should be present in a skin care
formulation is five per cent. Read your product labels and check
in what order tea tree oil is listed, she says. “One of the classes that
we teach is called Formula Works and it helps skin therapists to
read for their clients the concentration of any ingredient,” Cooper
says. “If you see tea tree at the first four or five ingredients, it’s
probably in quite a high concentration. If it’s nearing the end or
even in the middle, you’re probably getting microscopic
components of it.”
22 S p a Inc. | Spri n g 2 018

3.

4.

5.
1. INDUSTRY COSMETICS My Skin & Co. Exfoliating Scrub
www.gomyskin.com
2. CIRCCELL Extraordinary Face Oil
www.circcell.com
3. OLIVINA MEN Organic Essential Oil Rescue Kit
www.olivinamen.com
4. PLANT THERAPY Zit Fighter Synergy
www.planttherapy.com
5. PCA SKIN Acne Cream
www.pcaskin.com

NEW

CELLULAR WATER SKINCARE
Defense hydration for younger skin
Innovation - Cellular Water mist
ENRICHED WITH HYALURONIC ACID

HYDRATED
SKIN

96%

SMOOTH
SKIN

98%

RADIANT
SKIN

77%

www.esthederm.ca
www.esthederm.us
#esthedermcanada
#esthedermusa
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SKIN CARE
AND THE

BIOTECH
INDUSTRY

BY HERMIONE WILSON

H

ave you ever thought about what goes into the making of
a spa product? In an age when consumers want to know
exactly where the things they put into and onto their
bodies come from, shockingly little is known about how
cosmeceuticals and other skin care products are developed.
Most product companies don’t develop their own products.
They outsource the research and development to biotechnology
companies like Nautilus Biosciences Canada and POS BioSciences, who extract ingredients from natural sources and put
them into functional forms. Product companies like DermTek
Pharma then use those ingredients in their products.
Nautilus Biosciences Canada
When University of Prince Edward Island professor Russell Kerr
founded Nautilus Biosciences Canada, in 2007, his goal was to
build a global microbial library and find natural marine-derived
products that could be exploited for different applications, such
as human health, animal health and nutraceuticals. The
biotechnology company’s focus on the discovery and development
of marine-derived natural products has since expanded to include
skin care and cosmetics applications. These applications now
represent more than half of the business.
Nautilus collaborates with multinational companies who have
the capabilities to turn the marine-derived bioactives it discovers
into skin care and cosmetic products. Nautilus’ role is to find the
bioactives and natural products with certain attributes the
multinationals are looking for, and do the applied research. “We
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We see an opportunity where in the
future we may be an ingredients
supplier to the cosmetic industry,
because there is this move toward
naturally sourced ingredients.

focus on one simple part of this, the
discovery of the actives from this microbial
collection,” Kerr says.
Nautilus has a very high standard of
– BEN KELLY, BUSINESS DEVELOPMENT MANAGER, POS BIO-SCIENCES
clinical proof that the actives it presents
cosmetic companies with will work as
Apeiron, sources raw materials from Sri Lankan crops like ginger,
advertised. The bar is being raised across in the cosmetics and
clove and nutmeg. With the raw materials from Apeiron, POS can
cosmeceuticals industry, Kerr says. “In the past, a lot of companies
produce essential oils and oleoresins, says Ben Kelly, Business
got away with essentially selling snake oil,” he says. “But now, the
Development Manager. “We see an opportunity where in the
[cosmetics] industry and our partners are very much focused on
future we may be an ingredients supplier to the cosmetic industry,
proof of efficacy and safety, and our partners are adamant about
because there is this move toward naturally sourced ingredients,”
that. There are some products out there that have fantastic claims
he says.
and they don’t work. But what is changing in the industry is a
recognition that that has been going on for too long.”
DermTek Pharma
In the 1990s, family-owned dermatology company DermTek
POS Bio-Sciences
Pharma launched one of the world’s first sunscreen products that
POS Bio-Sciences specializes in developing the processes
protected against UVA rays. Ombrelle quickly became the most
associated with developing ingredients and putting them into
recommended sunscreen in Canada by dermatologists. The brand
stable forms. The company usually works with ingredients
was eventually sold to L’Oreal in 1997. The company has gone on
destined for the food industry, but when it comes to cosmetics
to develop dermatology products to treat acne, psoriasis, roscacea,
companies, there is a lot of overlap.
dandruff, warts and eczema, as well as a cosmeceutical anti-aging
“Typically, the client comes to us with the ingredient concept
product called Reversa.
or they know that there are some human trials or application
“As a whole, we’re really a medical dermatological company,
trials,” says Rich Green, Vice President of Technology. “They
but of course there was such a demand for cosmeceuticals,” says
come to us with the concept and the reason they want to develop
Michel Lavoie, President. “You have to innovate and you have to
this ingredient.” POS helps companies develop the process, test
have the patient close to your heart. That’s really why we’re in this
the concept and work out the product specifications. The goal is
business. There’s always a financial aspect to it but there’s a real
to understand how the physical and chemical factors for
gratifying aspect to it as well; receiving messages from patients
processing may affect the ingredients, both the process of
that we’ve helped cure their acne or their psoriasis, or their
extracting an ingredient out of a material and the process of
roscacea.”
putting it into stable form.
DermTek Pharma employs an industrial chemist and
Green recalls one project that involved the company working
microbiologist in-house, but its research capabilities are limited.
with pomegranate seed oil which the client was putting into a
Clinical trials are beyond its budget, but the company does
cosmetic emulsion. POS has also worked with protein extracts,
sometimes conduct blind testing. More often, DermTek uses
which Green says can also serve as emulsifiers. “[Protein extracts]
ingredients that have already been tried and tested, and have
can also be used as natural, biological clean label ingredients to
considerable data behind them.
replace chemicals or synthetics,” he says.
“We have great rapport [with dermatologists],” Lavoie says.
As with food ingredient trends, cosmetic ingredient trends
“We really value their opinions and it’s usually their
tend to emphasize clean label, natural and sustainable ingredients,
recommendations that will lead us to product development.”
and plant-based when possible, Green says. Through two of its
More and more biotech companies are entering the cosmetics
spin-off companies, POS is positioning itself as a major natural
space, seeing it as an opportunity to diversify their businesses.
ingredients supplier for both the food and cosmetics industries.
Spa product companies will no doubt reap the benefits with
Algarithm is a vegetarian omega-3 oil supplier, an ingredient that
higher quality ingredients and higher standards of clinical
has a proven effectiveness in reducing wrinkles, and Lakessence,
proof.
a 50-50 joint venture with POS and a Sri Lankan company called
www. s p a inc .c a
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Recommending a

BOTOX TREATMENT
for your client
BY DR. DIANE WONG

B

otox and dermal fillers are injectable, noninvasive, medical treatments that are now
widely available both in medical facilities and
in spas. Are skin care therapists comfortable in
recommending a Botox treatment for their client?
Likely they are asked about Botox and dermal fillers
regularly. Do they realize that their opinion is one of the
most important factors in a client’s decision making?
The skin care therapist’s personal and professional
exposure will largely influence their recommendation
so it is important for them to be well informed and to be
able to provide accurate information to their clients. It
is also important for the aesthetician to be aware of
how injectable treatments may benefit their clients
and enhance their ongoing therapeutic relationship.

Q

How does an aesthetician or
spa owner best learn about
injectable treatments?
What are the benefits of
injectable treatments?

There is an abundance of information available on
cosmetic injectable treatments on the internet but it is
best to get the information in a more personalized way
from a trusted source. There are many qualified
physicians who would be happy to meet with spa
owners and aestheticians who would like more
information. They may be a great referral source as
well. Find someone you trust and ask him/her to do an
in-service for you and your spa. Or you may ask to visit
their facility to find out more about their treatments
and how you can work collaboratively.
The most important step in answering your client’s
questions about Botox and fillers is to become wellinformed yourself. You want to know what conditions
they treat, who are appropriate candidates, and how do

they benefit your clients. Here is a quick summary.
Botox relaxes facial muscles to achieve a well-rested,
bright appearance. Common areas to treat are the frown
lines between the brows (the # 11s), forehead lines, and
crow’s feet. Dermal fillers fill lost volume and can lift
sagging tissue as well as soften deep lines and grooves.
Common areas to treat are the cheeks, nasolabial lines,
and lips. There are many other areas that can be treated
with Botox and dermal fillers by advanced injectors.
Great candidates for treatment are those who want to
look less tired, less saggy, less stressed, or less angry.
Botox is commonly done every three to six months and
dermal fillers every year or year and a half.
There are also many “anti-aging” benefits of Botox.
Preventative measures are as equally important as
therapeutic treatments to target existing skin concerns.
The term “anti-aging” has become taboo yet there is
value in the descriptive nature of this term. We are all
aging and we can either combat the effects by being
proactive or we can accept it and “age gracefully”. Many
of us want to fight the visible signs of aging. Botox is
known to “stop the clock” and is one of the best antiaging tools available. When a client has lines at rest
(when they are not animating or expressing but visible
lines can be seen from previous repetitive motion), then
that is a good time to start Botox or fillers. Injectable
treatments can prevent those lines at rest from
developing or at least from getting worse.
My suggestion to aestheticians and spa owners is to
have a treatment yourself and experience first hand the
positive benefits of injectable treatments. If that is not a
favourable option, talk to your clients who have had
treatments and find out from as many as you can about
their experience. Remember not to be turned off
completely if you have seen or heard of a bad result. We
all have seen frozen or stiff faces, peaking or spocked
brows, or overly full lips or cheeks. “Bad Botox” can
occur when an injector has not respected the »

The most
important step
in answering
your client’s
questions
about Botox
and fillers is to
become wellinformed
yourself. You
want to know
what conditions
they treat, who
are appropriate
candidates, and
how do they
benefit your
clients.
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When clients
see the
improvements
after injectable
treatments, they
tend to pay
more attention
to their skin, hair,
and body and
they have more
confidence. They
become more
concerned about
maintaining their
skin health and
protecting their
investment.

harmony of the existing balance of the facial muscles.
“Bad fillers” can occur if the injector has not respected
the client’s pre-existing facial structure and balance and
has created unnatural angles or proportions. Choosing a
well qualified injector who has excellent knowledge of
the facial anatomy and experience in achieving the
desired natural appearance is crucial.

Q

What are the secondary
benefits of a Botox
treatment to a spa?

The benefits are happy clients who look and feel more
vibrant and are motivated to enhance and maintain their
appearance. When clients see the improvements after
injectable treatments, they tend to pay more attention to
their skin, hair, and body and they have more confidence.
They become more concerned about maintaining their
skin health and protecting their investment. They want
to look good and feel good. They become more receptive
to other treatment suggestions such as facials,
microdermabrasion, IPL, skin tightening, skin care
products, body treatments, and other means to further
improve their appearance and self confidence.
Recommending or being supportive of Botox or
dermal fillers for your clients will not steer your client
away from their regular skin care treatments and
products. On the contrary, Botox and dermal fillers
augment a good skin care regime and they go hand in
hand. Injectable and non-injectable treatments work
synergistically to target facial aesthetic concerns. By
combining approaches we can achieve a better and more
natural result. The key is for the client to be well
informed on the value of the synergistic approach.
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Q

What prevents an
aesthetician or spa owner
from recommending Botox?

There may be reluctance to suggest Botox for various
reasons. Here are some possible worries:
“I didn’t want to insult my client to tell her she
should consider Botox.”
“I didn’t think she could afford it.”
“She told me she was scared of Botox so I didn’t feel
comfortable suggesting it.”
“I have seen some scary Botox results so I am afraid
to suggest it for anyone.”
“I wasn’t sure she needed Botox.”
“I thought she was too young for Botox.”
“I thought she was too old for Botox.”
“If she does Botox, she won’t want or need her other
skin treatments and skin care products” or “she may
not be able to afford both.”
“I will lose my client”, “she may not want to return”
or “the physician may tell her not to waste her time or
money on non-injectable treatments and products.”
“I didn’t tell her I had done Botox since I wanted her
to believe my skin treatments and products are my only
beauty secrets.”
If any of these points sound familiar, it may be time
to find out more about Botox and dermal fillers from
your local cosmetic physician.

Dr. Diane Wong, MD is the owner of Glow Medi
Spa with three locations in Yorkville, Markham
and Aurora, Ontario. Glow Medi Spa was
awarded a Top 25 Spa in Canada for 2017 by
Spa Inc. and Leading Spas of Canada.

The eDermaStamp ® by Dermaroller ®
is the original device of its kind.
®

Denn roller

THE GOLD STANDARD IN MICRO-NEEDLING
Micro-needling for wrinkles, scars & stretch marks.
Clinically proven skin rejuvenation & repair since 1 999

♦ Licensed by Health Canada
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FIND A CLINIC
NEAR YOU

The eDermaStamp® by Dermaroller ® features the highest quality, medical grade,
sterile needles - optimally placed for precision penetration and maximum safety.
With the fastest motor on the market (150 strokes per second), the eDermaStamp®
offers the most comfortable treatment, fastest healing, and the best results.
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fresh & new

FOOTLOGIX

Professional Cuticle Softener and
Cuticle Conditioner
Footlogix’s two new professional foot care products
are essential for pedicure or toenail treatments at
the spa. The Cuticle Softener naturally softens
cuticles without stripping the surrounding skin of
essential moisture. The product is hydrating, nonacidic, non-aggressive and fast-acting.
www.footlogix.com

VIE COLLECTION

Relief Concentrate for Redness
VIE Collection’s Relief Concentrate for
Redness provides protection against
inflammation and corrects everyday
redness. The concentrate uses tri-peptide
to inhibit inflammatory reactions while its
rich blend of vitamins hydrates deeper
skin layers. Its customized texture creates
a non-greasy, non-sticky, fragrance-free
fluid that provides comfortable and
soothing skin care.
www.viecollection.com

PHYTOMER

CRÈME 30 Early Wrinkle
Plumping Solution Cream
CRÈME 30, by PHYTOMER, is an antidote
for stress and early aging. The cream’s light
texture and matte finish allows it to adapt to
all skin types. Using a cocktail of SOS Stress
red algae, it fights the effects of mental
stress: dehydration, loss of resilience and
early wrinkles. Lightweight and comforting,
the CRÈME 30 immediately hydrates the
skin, improves its surface, and leaves a
beautiful matte finish.
www.phytomer.fr/en
JAN MARINI

Hyla3D HA Lip Complex
Jan Marini’s Hyla3D HA Lip Complex combats aging of
the lip and surrounding skin using a unique approach:
multiple advanced forms of hyaluronic acid hydrate the
skin, and advanced peptides help enhance volume,
firmness, definition, and contour.
www.janmarini.com
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TWENTYFOURSEVEN

#One Lift Serum

An injection-free alternative to Botox, this highly
concentrated anti-aging cream works to reduce
wrinkles, eye circles and small scars. The product
contains extracts from caviar, pearl, chamomile, and
edelweiss, as well as hyaluronic acid, conenzyme Q10,
green tea, vitamin A in the form of a retinol complex,
vitamin C, olive oil, avocado oil, and jasmine oil.
www.twenty-four-7.com

CELAVIVE

Vitalizing Serum
Celavive’s Vitalizing Serum reduces the appearance
of fine lines and wrinkles, and combats the loss of
elasticity to restore a healthy, youthful radiance.
Featuring natural botanicals and peptides, Vitalizing
Serum’s water-based formula supports the skin’s
natural beauty-preserving functions. The serum is
made up of two bioactive peptides and two botanical
extracts and utilizes InCelligence technology.
www.celavive.com

NEOM ORGANICS

Perfect Night’s Sleep
Face Oil
Neom Organics has released
Perfect Night’s Sleep Face Oil, a
product that leaves the skin deeply
nourished and hydrated. This
completely natural and powerful
formula consists of antioxidants,
omega complex, and oils rich in
vitamins, which restores the skin
overnight and is gentle on the skin
and easily absorbed.
www.neomorganics.com

CND

Chic Shock Collection
Achieve the perfect pastel sugar high this spring with
CND’s Chic Shock Collection. The set of four bold shades
serve a full dose of dainty yet edgy vibes. This set was
inspired by the South Korean K-Pop culture trend, which
is filled with a mix of girly and urban makeup looks. CND
has brought this style to life with four new, boldly sweet
shades: Candied, Taffy, Jellied, and Gummi.
www.cnd.com
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they want to, or go home if they want to.” Another piece of it is the
issue of control. There are all these epidemiological studies that
show that the more control people have about how, when and
where they work, the less likely they are to suffer from heart
disease, stress, absenteeism and presenteeism, and all these sorts
of things.
What are some of the solutions?
There are companies that have lots of different settings where
you can go and huddle in a really quiet cone-of-silence room and
just get your flow. There are workplaces that also have that
adjustability and as many work surfaces as possible. Sometimes
companies will have desks or whole tables that are standing
tables, which encourage shorter meetings but also movement. In
Europe they’ve gotten pretty granular about [natural light in the
workplace]. There are rules about how deep a building can be
because of natural access to light and there has been evidence for
a long time that views to nature are great, views to natural light
and seeing changes in light during the day is really good.

LEIGH STRINGER

L

eigh Stringer is an architect and a workplace strategist
with EYP Inc. She is an advocate of planning new
workplaces by assessing how companies work, how they
want to work in the future, and how best to design a workspace to
meet those needs. A few years ago, Stringer says she “lost that
mind-body connection”. She told her boss she needed to take a
three-month sabbatical and started to research what it would
look like to be really healthy at work. Her book, The Healthy
Workplace, was the result of that research.
How do our workplaces contribute to poor health?
Poor air quality, lack of natural light and acoustics – which can be
really stressful and disruptive, but also impacts health. Water
quality is a huge one and sometimes air quality and water quality
are good when the building is built, but over time they diminish in
quality. It’s the kind of thing that we’re not as vigilant about as we
could be. The other piece of it is that our desks are traps; you can
only sit down in one position, Cro-Magnon style (laughs) looking
at your laptop. You suffer from all the normal sitting-is-killing-us
symptoms, including deep vein thrombosis.
What do we do about it?
Often, in workplaces, there’s only one place to work: at your desk,
sitting down. I think the forward-thinking organizations are
saying, “You know what, let’s encourage people to move around.
Let’s provide lots of places for them to plug and play, or go hide if

32 S p a Inc. | Sprin g 2 018

Is there anything that we as employees can do to
improve our own workplace health?
I think the big things I’ve noticed are movement; increasing
movement throughout the day, standing every 30 minutes or so
and walking every hour-and-a-half. Movement increases
creativity and innovation. Getting outside in the morning and
getting enough sleep is a big deal. I think that paying attention to
your stress levels throughout the day is also bigger issue than we
give it credit for.
How do you achieve healthy work-life balance in your
own life?
I work out in the morning. I’m a runner so I run for 20 minutes
every day. I have two kids so it’s crazy and I’m trying to get them
out the door. I’ve found that if I don’t put myself first no one else
will and it’s honestly the least selfish thing I can do for my family
and my colleagues. If I’m on the ball and feeling good and have lots
of energy, I’m giving them my best.
What was your best spa experience to date and why?
I went to Miraval Resort and Spa as part of the research for my
book. It was awesome! I love the fact that they were really pushing
the boundaries and mind-body connection and trying crazy
things. I did a rock climbing course – which I know is becoming
more common – and there was one point where I was climbing the
wall and got halfway up and started having a panic attack. My
coach, on belay below, said, “Hey listen, take a big yoga breath,
look around at this beautiful desert we’re in, isn’t it nice?” Sure
enough, after 30 seconds I said, “Oh, I got this!” and climbed up
the rest of the wall. It’s amazing how short a time it takes to get
your brain to not be reactive and to be more thoughtful.
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