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Keeping Up Cosmetic Appearances
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nancial markets] that invest-
ments aren’t even worthwhile
anymore, so people are invest-
ing in themselves,” he suggests.
Malcolm Z. Roth, a plastic sur-
geon in New York City, says that
even people with good jobs and
robust savings are worried
about the future and are afraid
to miss work for surgery. They
come in, he says, knowing that
they need a facelift but asking if
there’s “something I can do to
tide them over.” Botox and fill-
ers, he responds. “I think that’s
probably something we’ll be see-
ing more of next year,” he adds.

Pay as You Go

Patients also like the idea
that with aesthetic treatments,
they can pay as they go, Dr. Roth
says. The treatments cost his pa-
tients between $500 and $2,000
for a visit, rather than perhaps
$15,000 for a facelift. “Botox
lasts about four months, but if
you can’t afford to come back,
you don’t have to,” he says. By
contrast, patients are reluctant
to run up credit-card debt on a
big ticket item like surgery.

Increasingly, many aesthetic
patients view their treatments as
professional self-preservation
rather than as a personal indul-
gence, Appearances make adiffer-
ence, says Kathleen Hudson, a
57-year-old marketing consult-
ant in Falls Church, Va. “If you're

in the business world and you
want to be competitive with the
younger people, you need to stay
on top of your game,” she says.
Ms. Hudson saysit costs her be-
tween $300 and $400 every six
months to have a syringe of Resty-
lane or Juvéderm injected in a few
places around her mouth and
smile lines, She says she considers
the injections “maintenance” and
compares them to the $300 cost of
hair styling with color highlights.
Her plastic surgeon, Roberta Gart-
side in Reston, Va., says she is re-
modeling her office and adding
staff to accommodate more pa-
tients like Ms. Hudson who are
seeking minimally invasive treat-
ments rather than surgery.
Media and political consult-
ant Julie Buckner says that look-
ing good gives her confidence to
focus on her message when she
appears on television. Now that
the election season has passed,
business is slowing and she ex-
pects money to be tight next
year. The 41-year-old single
mom, who lives in Los Angeles,
is cutting spending and delaying
a home remodeling project, but
she isn’t skipping her beauty in-
jections. It’s “part of my cost of
doing business,” she says. She
says she is trying to stretch out
the interval between visits to
her injecting physician, Robert
Kotler, who charges about
$1,000 for her regimen of Botox,
Restylane and Juvéderm shots.

Cosmetic Medicine

Cabinet

Many patients are keeping up
their appearance-enhancing
regimens even as demand falls
for more costly plastic surgery.
Here are average prices for
some facial injectables and

other treatments.

National
Treatment ~ averagefee
Botox $501
Hyaluronic acid 598
(Restylane, Juvéderm)
Radiesse 807
Sculptra 1128
Chemical Peel 744
Laser hair removal 503 °
Microdermabrasion 283

Source: 2007 statistics from American
Society of Plastic Surgeons

Aggressive promotions and
discounts, mostly by retailers,
are common in some regions, es-
pecially Southern California and
Florida. A sandwich board out-
side the entrance to Pure Med
Spa in Sherman Oaks, Calif.’s
Fashion Square mall, for in-
stance, promotes Botox for the
highly competitive price of $9 a
unit, based on a minimum pur-
chase, The Anushka Cosmedical
Centre Spa & Salon in West Palm

Beach, Fla,, is offering a “Buy 2
get 2 free Restylane package.”
According to the shop’s Internet
ad: “You and a friend receive
four syringes of Restylane to
share for the price of two.”
Wendy Lewis, a plastic-sur-
gery consultant who sees clients
in New York, London, and West
Palm Beach, says she also ad-
vises physicians to adopt some
of the same sales-promotion
strategies as retailers. This holi-
day season, for the first time in
over 11 years in business, she is
offering her consumer clients a
complimentary additional con-
sultation if they purchase one be-
tween now and Valentine's Day.

Client Incentives

If high-end stores “can send
out gift certificates the week be-
fore Christmas, Ritz Carlton has
deals all over, and B.R. Guest res-
taurants offer 20%-off gift cards,
it seems only reasonable that
our clients deserve a bonus,
too,” she tells physicians.

Doctors typically shun discus-
sions of price cuts, but many of-
fer them to longtime patients in
a pinch. Dr. Schlessinger says he
recently helped alocal “news per-
son” after she was laid off and
was about to interview for anew
job. He also gave Ms. Burr, the
61-year-old former sales man-
ager in Omaha, a Botox discount.
She has since landed a new job in
sales for Verizon Wireless.



