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Derm Devices

n  More consumers are managing 
at-home skin care routines with 
devices.

n Marketing of products and devices 
must be adjusted to accomodate 
the relatively untapped youth and 
men’s categories.

n Men may be more open to device-
aided skin treatments than to 
comparable products.

n The medical avenue of injectables 
is changing the “face” of the skin 
care business.

INSIDE TRACK

In the age of Botox and antiaging cosmeceuticals, handheld 
dermatological devices for at-home use offer consumers 
alternatives to invasive surgeries and spa treatments. Accord-
ing to Tera Hawkins, co-founder of the Carol Cole Company, 
a facial  esthetic technology company, “90 million Americans 
currently use antiaging products or procedures.” She fore-
casts that by 2010, the world market for antiaging products 
will be $15.8 billion. “Consumers worldwide continue to be 
willing to spend more of their dollars on antiaging products 
and more time educating themselves on the products,” 
Hawkins says. “We will see continued proliferation of non-
invasive treatments, the desire to take spa treatments home 
and younger adults taking preventative measures to manage 
their skin. [Specifi cally, there is an] 87% projected annual 
growth [rate] of home-use esthetic devices.” GCI magazine 
talked to several medical and spa professionals, as well as to 
the device marketers themselves, to discover what’s hot and 
what’s not in this growing demand for devices.  

BY LESLIE BENSON

Taking Antiaging In Hand  

GCI0804_DermDevices_fcx.indd   64 3/19/08   5:00:58 PM



www.GCImagazine.com Derm Devices  65

T he greatest categories of projected 
growth for handheld skin care 
devices are those targeting antiaging, 

acne and hair growth, according to Marc 
Maisel, vice president of marketing and 
sales for Light Dimensions. His company, 
which produces medical lasers, saw 
speci� c potential value in the esthetic 
antiaging category and launched its 
� rst device, the RejuvaWand, a year 
ago. Also in 2007, a� er 34 years spent 
manufacturing skin care devices for 
medical use, Bio-� erapeutic, Inc. chose 
to release devices for end-consumers. 

While some device manufacturers like 
Light Dimensions have decided to retail 
equipment directly to consumers for home 
use—usually working in conjunction with 
skin creams and serums—others, like Bio-
� erapeutic, market “crossover” devices 
to skin care and medical professionals. 
Bio-� erapeutic’s president, David Suzuki, 
says this enables professionals to provide 
instructional guidance to their clientele 
regarding the “smart technology” that is 
utilized by many home devices. Smart 
technology refers to electrical pulses such 
as microcurrents that assist in noninvasive 
faceli� s, infrared light waves and more.  

The Antiaging Market
So who is buying into the derm device craze?

According to Hawkins, who recently 
helped produce the Carol Cole Company’s 
NuFace device, “25% of annual growth in 
sales of antiaging products and treatments 
are from baby boomers. Most are upper-
middle-class women and men who believe 
60 is the new 40 and are willing to use 
antiaging products to look and feel better.” 

Men and women ages 20 and up desire 
� tter faces, says Hawkins, but the largest 
consumer category for NuFace, and 
other products like it, is the baby boomer 
generation. Of the entire U.S. population, 
Hawkins says about 30% are recognized as 
baby boomers.

Marketing speci� cally to baby boomer 
females, Light Dimensions’ RejuvaWand 
uses individual bursts of infrared and 
red light to encourage the production 
of collagen and elastin for allegedly 
younger-looking skin. Maisel says medical 
professionals use larger devices with 
thousands of LEDs (usually not directly in 
contact with the skin), whereas handheld 
devices like the RejuvaWand place light 
in direct contact with the skin’s surface. 

So RejuvaWand’s treatment may mimic 
medical light treatments on a smaller 
level—without the heat damage—but how 
does its at-home use a� ect professionals 
relying on clients’ o�  ce visits for their 
livelihoods?

According to Maisel, skin care devices are 
not a threat to medical professionals. Rather, 
their treatments can be seen as symbiotic 
to those found at spas and medical o�  ces. 
“� e more aware people are of light-based 
treatments, the more everyone bene� ts and 
the market grows,” he says. 

Kathy Fields, a clinical professor in 
the department of dermatology at the 
University of California, San Francisco, and 
co-developer of Rodan + Fields’ Proactiv 
Solution, disagrees. “Most people go to a 
pharmacy [to] self-treat for the common 
ailments of life [such as eczema, acne, 
rosacea and brown spots],” she says. “A lot 
of people don’t get to a dermatologist.”

Spa Stories
So for sales growth, Maisel suggests 
dermatologists recommend home-use 
devices like his for maintenance between 

 $15.8 Billion 
Forecast for the world market 
for antiaging products by 2010, 
with 87% projected growth of 
home-use esthetic devices
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Derm Devices
and a� er medical skin or spa treatments. � e duality of 
some esthetic devices o� ers these professionals another 
avenue through which to market specialty goods. In 
addition, devices can be sold in conjunction with skin 
care cosmeceuticals.

“What we know from our o�  ce—we have about seven 
[dermatological] lasers—[is that] none of them work by 
themselves,” says Fields. “Devices alone are not the answer. 
� ey require at-home skin care regimens in conjunction 
with treatments. It’s the same for [dermatologists’] lasers 
and at-home devices.”

Elaine Sauer, corporate spa director of Red Door Spa 
Holdings, saw the potential retail value of home-use 
devices. She toyed with the idea of selling clients such 
equipment at the Mario Tricoci Hair Salons and Day Spas 
she oversees, but � nally, she opted against it. 

“More people are managing some of their routines at home 
with personal equipment—from the Zeno to Wellbox—but 
like everything, the human hand does so much more for 
rejuvenation and draining stagnation from the face,” 
Sauer says. “I can’t imagine that facials will ever be replaced 
with these new avenues. � e human touch is irreplaceable.”

With the medical avenue of injectables changing the 
face of the skin care business, estheticians like Sauer are 
taking notice. “Since Botox   was approved for antiaging 
o�  cially a few years back, I am noticing products being 
available via e-commerce and through various avenues 
today,” Sauer says. “� ere’s such an awareness of people 
wanting to remain youthful. Even people in their 
twenties and thirties are having Botox! We tend to think 
women use more products—and they do—but they want 
multifunctional products. Men feel the same way.”

It’s no wonder, says Fields, that hair removal and hair 
growth laser treatments are rising in popularity in the 
device category. “� ey can be costly,” says Field s, “but there 
are no sterile parts, so you can give them to others to use. 
Some of these devices can be used by the whole family.”

Regulations
Unlike the natural and organic personal care market, 
over which industry professionals are debating standards 
of certi� cation, not all cosmetic device manufacturers 
have pursued government-regulated approval or 
clearance. However, in the case of products considered to 
not pose signi� cant risk to the general public by the U.S. 
Food and Drug Administration (FDA), some companies 
believe such clearance is unnecessary.

By FDA standards, Bio-� erapeutic’s bt-Gear devices 
are considered Class 1, according to Suzuki, meaning 
the devices are only required “to be registered with the 
FDA and manufactured under the Good Manufacturing 
Practices.” Similar to bt-Gear, the NuFace uses 
microcurrents to tone and “li�  skin.” However, as a 
Class II device, NuFace falls under more rigorous FDA 
guidelines (such as labeling requirements, stringent 
performance standards and post-market surveillance). 
� ese guidelines extend even further to Class III devices. 

Whether shopping at the dermatologist’s offi ce, in the department store, drugstore, 
supermarket or online, tech-savvy consumers are as bold as ever—purchasing 
at-home dermatological devices to erase the signs of aging. GCI magazine researched 
several products, ranging from $40 to $1,600. This cosmeceutical category, which 
includes an estimated $24 billion in consumer spending, according to Time magazine 
(Oct. 2007), offers growth for businesses and medical professionals in the beauty 
industry and beyond. Here are some devices to keep an eye on ...  

 $40—$100:

n  DermaNew i-ntelligent Microdermabrasion System (www.dermanew.com), 
$39.99. The gentle, battery-powered microdermabrasion tool uses a hydrating 
cream with micro-crystals to improve skin complexion and texture. More expansive 
versions of this set exist, such as the Total Body Experience Kit ($80), which 
includes Polishing Body Wash and other additions. DermaNew products can be 
purchased online.

n  Freeze 24/7   & Go Instant Smoother & Brightener (www.freeze247.com), 
$65: Housed in a metallic, pod-like device, this hypoallergenic product uses 
herbal extracts to reduce the size of pores and soften facial lines. The product 
won the 2006 Enterprising Beauty Award from Cosmetic Executive Women. 
Freeze products can be found online and at department stores, including 
Bloomingdale’s, Nordstrom, Harrods, Fred Segal, Saks Fifth Avenue and others.

n  Resurface-C Microdermabrasion (www.lancome-usa.com), $88. Lancôme’s 
home microdermabrasion kit, available at department stores, such as Sephora 
and Nordstrom, includes a polishing cream with aluminum oxide crystals and 
a vitamin C serum to reveal new, healthier skin. 

n  Bio-Therapeutic, Inc. (www.bio-therapeutic.com), starts at $95. 
Bio-Therapeutic, Inc. produces medical skin care devices, called bt-Gear, 
much of which uses microcurrents to reverse the signs of aging. Focusing on 
the spa and salon industry, the company enhances estheticians’ treatments 
with such devices as the Bio-Ultimate Platinum, handheld Nano, Bio-Synthesis 
(LED device), Bio-Brasion (microdermabrasion system), Bio-Oxygen and 
Bio-Dermology (anticellulite system). Clients can also purchase supportive 
cosmeceutical skin care products such as relaxing serums to boost device 
outcomes. The equipment is available exclusively at spas and medical offi ces. 

$101—$300:

n  Soft-Touch Laser (www.nulase.com), $149. Nulase’s Soft-Touch Laser is 
designed to repair and rejuvenate skin cells through bio-photo stimulation. 
The product is available online, at high-end salons.

n  RejuvaWand Skincare System (www.rejuvawand.com), 
$199.80. The RejuvaWand handheld personal care 
appliance, by Light Dimensions, works in conjunction 
with several gel and cream products to treat wrinkles. 
Through infrared and red light waves distributed evenly 
on the skin’s surface, LED photobiomodulation triggers 
the production of natural collagen and elastin. The vibra-
tion of the device may also increase blood circulation 
and shed dead skin cells. For the purpose of safety, 
the device works only after a sensor has triggered its 
use away from the eyes. RejuvaWand is available 
exclusively online.

 DO-IT-YOURSELF    DERMATOLOGY
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But Hawkins insists maintaining such high regulatory 
controls in the design and manufacturing of home-use 
devices a� ords consumers a higher level of protection. 

Fields concurs, suggesting device manufacturers o� er 
a 30–60 day money-back guarantee to set consumers’ 
minds at ease. “� e customer today is smart and doesn’t 
want to pay a lot of money for hope in a jar. Everyone 
wants a fast � x, but there’s a price limit,” Fields says. 
Rodan + Fields currently has researchers scienti� cally 
testing blue light therapies for possible use in a future 
home skin care device. Her biggest concerns are the 
devices in the market currently that don’t work as 
intended. “� at annoys us to no end!” she says. 

Device Expectations
� e key seems to lie in convenience, and at-home devices 
are on top of the heap, but there are still skeptics, such 
as Rick Krupnick, CEO of Light BioScience, LLC, a 
manufacturer of professional-grade medical devices.

“People want to know the product they’re getting is safe, 
e� ective and fast,” says Krupnick, whose GentleWaves 
LED Photomodulation System has recently received 
510(K) over-the-counter clearance from the FDA.  

Although he says women tend to be more compliant 
when it comes to following cosmetic treatment protocol, 
Krupnick believes men are beginning to show interest in 
the market category, as well. According to Priti Odedra, 
vice president of business development of the Revenir 
and Charme Skincare Systems, men are learning more 
about what they can do at home to reverse the signs of 
aging. “We’re � nding men are more open to looking at 
a device type process versus a gel or lotion,” she says. 
“Just the fact that it’s a gadget has helped us.”

With technology comes education, and Sauer 
and Odedra both agree they’ve noticed an increase 
in knowledgeable consumers wanting to reverse or 
prevent the signs of aging. Sauer says even teens are 
recognizing the advantages of antiaging treatments and 
skin care devices. 

“Young people and men are a growing segment of our 
business, and we have to adjust the way we market our 
menus to these new categories if we want to attract them 
and make them feel at home,” Sauer says, adding that 
her own 11-year-old son asked for a spa massage for his 
birthday. 

Perhaps, next year, he’ll ask for the acne-zapping Zeno. 
n GCI

For additional information on antiaging markets and 
their growth, see “Cosmeceuticals Inject Innovation Into 
Antiaging” on Page  58.

n  Zeno (www.myzeno.com), $200: The FDA-approved, battery-operated device 
resembles a cell phone, yet blasts blemishes before they reach fruition. The 
contraption by Texas-based Tyrell Co., which treats blemishes using auto-
adjusting thermal energy, is most popular among teens and is available for 
purchase online and through physicians and skin care specialists.

n  no!no! (www.radiancy.com), $250. This noiseless device by Radiancy Ltd. 
uses heat to eliminate hair from almost all parts of the body. Sold through 
Sephora USA, no!no! reduces hair regrowth up to 64%.

n  Tända Professional Skincare System (www.tanda.com), starts at $295. 
Pharos Life Corporation targets acne and the appearance of fi ne lines and 
wrinkles through noninvasive, at-home light therapy. Available by prescription 
for use between dermatological visits, Tända Clear uses blue LEDs to kill 
acne-causing bacteria; whereas Tända Regenerate uses red LEDs to produce 
collagen in skin.

$301—$400:

n  NuFace (www.carolcolecompany.com), $379. 
Retailed at spas, medi-spas and online retailers, 
the Carol Cole Company’s NuFace at-home 
skin care device lifts and tones facial muscles 
with gentle electrical stimulation, using two 
spherical probes.

n  Safetox (www.safetoxbeauty.com), €265. 
Belgium’s STX-Med created Safetox, available 
online, to reduce wrinkles by stimulating some 
facial muscles while relaxing others.

n  HairMax LaserComb SE (www.lasercomb.net), $395. This more cost-effective 
version of the Premium laser device spurs hair growth, according to 
Lexington International, LLC.

n  Revenir Skincare System and Charme Skincare System 
(www.charmerenew.com), $399 each. These two internally identical devices, 
manufactured by the Mikuni Corporation, use electrolysis through a handheld 
device to deliver to the skin vitamin C (to fi ght acne and rosacea) in the case of 
Revenir, and low pH acidic water (to fi ght bacteria and heal skin quickly) in the 
case of Charme.

$401+:

n  Wellbox (www.wellbox.com), $1,600/ €1,350. By French equipment manufacturer 
LPG, this device for face and body uses rollers and micropulsation to massage, 
smoothing wrinkles and reducing cellulite. Wellbox is available exclusively online.

Price varies:

n  GentleWaves Skin Fitness System 
(www.lightbioscience.com) 
Available to medical professionals and now 
to consumers, the LED photomodulation 
technology of Light BioScience’s Gentle-
Waves Skin Fitness System is designed 
to repair skin by building new layers of 
collagen for younger-looking skin. Light 
BioScience also recently announced it will team up with L’Oréal to produce 
new instrumental cosmetics for physicians and medi-spa personnel.
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