Anne Devenport performs the iS Clinical
Fira and lce facial at MBNS, Thame
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We look at how infroducing beauty treatments,
like advanced facials to your menu, can add
value to your clinic

&

A few ysars ago the gap betwsen beauty salons and medical aesthetics
clinics was vast, but now many clinics are realising the added value of
offering less invasive, more pampering treatments to their menu.
Although statistics have shown that consumers are continuing to spend
money on locking and fesling good. despite the current economic
climate, many clinics are still feeling the pinch with clients coming back

less regularly for botulinum toxin and fillers, or holding off on having more
expensive procedures. While the medical aesthetics industry is feeling this
less than the cosmetic surgery industry it is still vital, In fimes like these, to
set your clinic apart from the opposition and keep your clients coming
back fime and again. When fimes are tough, there is nothing that makes
people feel better than a bit of pampering and so It makes sense that

to help your clinic stand out from the crowd you need lo be offering
consumers treatments that fit this mould.

THE SPA FACTOR

One of the most effective ways to do This is to make sure you are offering
your clients an ‘experience’. Gone are the days whera carryir g out
injectables and laser treatments in a clinical environment was enough.
Consumers today want more and with so many clinics popping up in every
raijor city and fown they can, and will, shop around. In recent years many
aesihetic practices have embraced the medispa concept. Visitars to
medical and dental practices are no longer being grested by the sparse
interiors and smells thaf so fypify NHS clinics, they are greeted by the aroma
of essenfial olls, soff relaxing music and a walting room that looks like
something out of the pages of an Inferier design catalogue.

When Dr Bob Khanna built his plush new dental spain Reacdling he realised
he would be missing a frick If he only offered dentistry and injectables.
With three dedicated beauty rooms, Ihe clinic has a specially branded
DrBK Beauty freafrment menu including waxing, soray tans, massage and
acivanced focials using SkinCeuticals products.

"My concept was to create a really nice frangull spa-ike atmasphere”,
explains Dr Khanna, *l didn't want patients coming in here feeling
inlimidated because if looked like a clinic or hospital, Patlents are rervaus
enough when they are corming in for dental or non-surgical frealments

s0 when you walk in here It smelis nice and there is a nice amblence with
music pliping through sound systom. It is much more of relaxing space. *

BLURRING THE BOUNDARIES

By creating thess spo-like environments clinics are able to biur the
boundaries betweaen what are seen in Ihe eyes of consumers as more
Invasive freatrnents and holistic theraples.

The success of the medi-spa concept in the US is testament to the
fact that this business model works. The Hurlingham Clinic and Spa

in London was sel up with this philosophy in mind and offers @ whole

spectrum of freatments from body wraps to cosmetic surgery.,

Its signalure faclal Is the SOS Saothing facial which costs £110 and

is designed o hydrate and sooth sun damagad skin. The facial
includes an assessment of the skin’s condition, dllowing the therapist
To personalise the facial and recommend an Individual skincare
prescription.

EF MediSpa also follows this mantra and has recently bean promoting
Ifs Intensive Hydration Faclal for pre and post holiday skin, The
freatrment costs £250 and invalvos applying vitamins, minerals,
antloxidants and hyaluronic acid serums to the skin. If lasts for more
than an hour and clients ore recommended o take homs the Results
RX "Factor Infusion Pragramme’ along with sun pratection from the
SkinCeuticals range.

One of the reasons this works is the fact that, far Many Consumers,
medical cesthelics is a relatively new concepl, whereas regularly
affending thelr local beauty salon or spa to have a facial, massage or
get their nails done, is not.

There Is @ huge percentage of the beauty going public who are
interasted in, bul nervous about, non-surgical Ireatments and these
people are all potential new customers, By offeting them treatments,
such as a resulfs-clriven facial, incorporating medical evidence basad
casmecuticals, you are enabling themn to dip thelr toe Into the poal of
medical aesthefics and giving them a chance to see what your clinic Is
about without bringing out any of the treatments that carry the ‘ouch”
factor, This can be a great way of up-seling cllents to other treatrments
as It takes away some of Ihe fear and anxiety associalad with walking
into a medical or dental only practice.

Dr Khanna has made this one of the philosophiss at his new practice,
getting his therapists o do the Inltial consultation with new clients and
aducating them about all the other procedures offsred at his clinic,
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| “For me adding the beauty side was pursly a business decision”, he axploing, "
is not what | make my manay from bt | believe i You provide a good senvice

| then that is your USP. You have to appreciate that medical freatments ars not
for everyone so you need ta broaden the scope of what you offer. The: girls

‘ meet with the patlents and talk to them about what they concermed about

| and what they want 1o achisve. This works well as they can talk openly in a
reloxed snvironment to the therapist before they see me and If gives me g

‘ Clearer piciure of what their concerns are, There are things that o patlent wil

‘ fell the therapists that they wouldn‘t necassarly feel comfortable talking to a
cliniclan about. t's a great synergy and doesn't compele with whrt | am doing

‘ - Its ciddled value for clients.”

RESULTS ORIENTATED PAMPERING

The key to making beauty treatments work in g medical setfing is by offering

| results diven treatments ihat are not purely pampering, Always ahead of the

| aarme when it comes to being business savvy, Ihe team of nurse-led clinic: MBNS
in Thame hove long radlised the bensfits of combining Ihese two philosophies.

| They ware the first cinic in the cauntry o Infroduce the IS Clinical Fire and

| lce Facial, known in LA as ‘The Red Carpet Treatment’ bacause of its inslant
brightening, lightening and smoothing effects,

| "W started doing the faciols about 18 months ago”, explaing clinic manager
and frained beauty therapist Anne Devenport. *It is g litfle nicha thing we offor
clienls in addition 1o the othar freatments we do and it has been Incradibly
successful, It is not Just & pampering facial as the pradiucts really clo have an
sffect however it is a nice relaxing freatment. It is about giving people an
experience, which is what makes them leyal to you.”
Infact, the leam has emibraced this concept so much that the Nirses clso
incomporate some of the facial prolocols inta their medical freatments, using
the cleansing treatment beforehand and applying the i Clinlcal ProHeal serum
afferwards,

SkinBrandis has also realisad the potential in targsted resutts-driven facials

and earlier this yecr infroduced e HydraFacial fo the UK. Popular in the US in
glamorous locations ke the Ballagio Resort and Spa and Caesars Palace Hotsl,
Casino and Resort in Las Vegas, the freatment integrates Cleansing, exfoliation,
extraction and hycration and is backed up with sclentific studies which show
how It effectively and scifely improves skin quallty by increcsing thickness,
repaiing he dermal matrix and delivering beneficial anfioxidianis.

"HydraFacial It is the closes thing to a spa freatment that gives resulls than |
have seen”, says Marlyn Ros of Acsihetlc Businass services, who worked Closaly
with SkinBreinds in launching the product, *it has o very high patient satisfaction,
I8 very non-nvasive, has no downtirme and Is popular with mean, mainly because
of the extraction, *

HydraFacial con be used as g stand-alone trectment but is alsa an effective
‘ ool fo use pre and post more aggressive or abrasive procedures, It diso enables
you to camy ouf the SkinMedica Grawth Facter facial Ireatments, which Involve
a proprietary misture of hurman growth factors, cyfokines, soluble cellagen,
| antioxdiants and matrix proteins,
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HydraFarial simultaneously cleanses, exfoliates, and
: hydrﬁees at the same time as delivering potant anti-oxidants
| into the skin

. T

PROFIT POWER

By adding treatments like advanced facials
o your clinic cffering there Is not only a huge
potential for crass referral and up-seling

but diso for increasing vaur retail sales of
cosmeceurcials and mineral Make-up.
Beauty therapisls are not afraid fo talk about
and sell products, somelhing which many
physicians struggle with when making the
fzap from the NHS Into private, profit driven
practice.

"Doing the facials gives me o chance ta talk
to the clients about the IS skincare regime”,
adds Anne, "l use the products during

fhe freatment and talk to them about the
products. It works really well,”

Dr Khanna agrees. "We never do pressure - ;
seling.” he says. "But therc is definite o benefit The mFaciaj system (SkinBrands) can
In offering beauty trealments in femms of Up- e used as a stand-alone treatment or as a

seling and retailing, ” P %m i

Another big advantage of these valye-

- added beauty reatments is that they do not cost you a lof of money and do

not canfiict with the more medical freatments on your menu,

“HydraFacial is vary cost effective for the clinic o i only costs £8 per treatment”,
says Martyn. *It clso increases toke home sales of skincare,”

They also enable you lo un promolions and offers that may not be suitaile or
ethical to do with more medical freatments,

"l don't discount on botox and filer freatments because they are medical
however you can give Qway a freatment like Ihis to your clients as o
complimentary gift*, expicins Marea Brennan Thorns, one of the founders

of MBNS. "We give o complementary facial to everyons who comes in for
Scupira® reatment. Treatrnents like that can be quite uncomfortable for the
patlent sa you want to rake the experience as pleasant as possible, Offen afler
they have had their complimentary freatrment Ihey enjoy it so much that Anne
sclls them a course of treatrments,”

Dr Khanna also uses his frectments to encourage customer loyalty. The clinie
has o star patient every month wha receives a complimentary raaiment.

"It is about bullding loyalty and saying we are thankful far your business®, he
axplaing, *If you provide a good senvice and give people that little bit extra,
they will tel fiends and there Is no betler way of gelting new business thein
word of mouth.”




