
available to try. Dr. Kumar, a board certified 
plastic surgeon at Riverside Plastic Surgery 
Center in Duluth, notes that he finds "Botox® 
Parties" (a gathering hosted by a private indi­
vidual where guests receive Botox® treatments) 
are beneficial for both himself and the patients 
as a stepping stone toward building a long-tenn 
patient-doctor relationship. 

Aside from building relationships with their 
clients, many businesses also seek to differen­
tiate themselves in terms of public perception. 
A close look at the titles and descriptions of 
some facility's treatments will reveal a private 
labeling system. It is where a general medical 
or cosmetic treatment is slightly changed and 
then aptly titled to create brand-name exclusiv­
ity and drive the demand for it. It can make it 
tough for consumers who are new to the mar­
ket or unfamiliar with its jargon to comparison 
shop, but it does help businesses differenti­
ate themselves from others and encourage 
product interest. 

Many of these businesses say they walk a 

Cosmetic treatments are subject to fewer 
regulations and are more readily available. The 
procedures are generally less invasive, which 
means little to no downtime. Many services 
can be obtained during a person's lunch hour 
and become instantly gratifying. They serve an 
ever-increasing client base looking for minor 
adjustments versus major change. 
PLASTIC SURGERY OR COSMETIC 
PROCEDURE? 

There are distinct differences and people 
need to decide for themselves how dramatic 
they want the end result to be. Dr. Richard ad­
vises patients to factor in cost, downtime, pain, 
and risk, as well as how long the results are 
intended to last. While there are pros and cons 
to each treatment, the reason the industry of­
fers such a wide variety of choices is because 
everyone's needs differ, and there is no one 
magical treatment that is designed to be right 
for everyone. 

"When people want to correct a major, life­
long issue, they tend to view plastic surgery as 

The American Academy of Cosmetic Surgery 
in Medical News Today. The industry is hoping 
to tighten that gap and generate more interest 
among men. 

One relatively new treatment medical retail­
ers hope will succeed in doing that is HGH, or 
Human Growth Hormone injections. It is cur­
rently gleaning a Jot of interest from medical 
businesses and consumers, touted for its anti­
aging effects. HGH is said to work from the 
inside to replace naturally occurring hormones 
as they diminish with age. Some effects HGH 
claims to provide are increased memory func­
tion and stamina, stronger physical endurance, 
and reduction in disease. Proponents say it es­
sentially re-establishes the hormone balance 
people had when they were younger and restores 
youth and vitality, turning back the hands of 
time. Many retailers in the industry, like Barazi, 
would like to offer HGH in their clinics, and 
many consumers are specifically seeking it out, 
lending to the question: Is it the industry per­
petuating the notion that 50 is the new 40, or do 

"As little as 15 years ago, plastic surgeons were the sole producers of cosmetic enhancements in the medical
 
arena. Now they are seeing alot of that market share move away from them as medical retailers enter the mix."
 
fine line. Introducing new procedures requires a 
lot of forethought and detail on the part of retail 
medical establishments. Jump too soon and they 
run the risk of winding up with an industry fad. 
Wait too long and they may lose customers who 
leave to seek the treatment elsewhere. Adopting 
new procedures is not as easy as nodding to a 
doctor's office sales representative and putting 
up new signs. Doctors and providers typically 
have to obtain new equipment, certifications, 
education, and expelience to introduce a new 
service, adding to the demand it takes to remain 
on the industry's cutting edge. 
SHARING THE MARKET 

As little as 15 years ago, plastic surgeons 
were the sale producers of cosmetic enhance­
ments in the medical arena. Now they are see­
ing a lot of that market share move away from 
them as medical retailers enter the mix. 

Some plastic surgeons take exception to 
newer models. Dr. Whiteman notes his concern 
for people who are sold on the notion they can 
achieve plastic surgery results without seeing a 
plastic surgeon to perform the work. 

the step that will bring them the best results," 
says Dr. Kumar. Additionally, plastic surgery 
can serve dual purposes, treating both medical 
issues and cosmetic concerns. For instance, a 
person can correct a deviated septum (sinus sur­
gery) and cosmetically perfect a nose through 
rhinoplasty at the same time. 

Cosmetic procedures are a great fit for peo­
ple who want a minor enhancement, perhaps 
in preparation for their high school reunion or 
wedding day. Procedures such as teeth whiten­
ing and micro dermabrasion are often used to 
refresh a person's appearance without the com­
mitment and expense of plastic surgery. But 
what exactly drives the desire for these changes 
in the first place? 
WHY THE BIG DEMAND? 

The industry responds to all kinds of reasons 
for self-modification, from lingering effects of 
childhood teasing to undesired results of ag­
ing. Whether consumers are dealing with skin 
imperfections, a stubborn bulge, or thinning or 
too much hair, the fix is in, and it's less expen­
sive than ever to obtain these body enhancing 

consumers have the reins? 
We'll find out as consumer demand ripens 

and more people are comfortably and afford­
ably enhancing their bodies. Today's industry 
is aligned to capture consumers' attention and 
provide them with new technology at very com­
petitive prices. The answer to who will win the 
opportunity to sculpt us into younger, stronger, 
and healthier individuals will evolve through 
"natural consumer selection." With a better 
understanding of the structure of retail medi­
cine, consumers will be ready to navigate the 
industry to obtain the body of work they have 
always desired .• 
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