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A Partnership for Your Success
Congratulations on your recent investment in one of the fastestgrowing markets in the aesthetic industry. Laser hair removal remains
one of the top three non-surgical cosmetic procedures* and demand
for treatment only continues to grow.
With this demand however, comes ever-increasing competition. As the hair removal
marketplace continues to grow, from additional practices offering these treatments to the influx
of “deal-of-the-day” websites, the need to stay competitive has become more important than
ever. The good news is that you’ve just invested in one of the most renowned, trusted devices
for laser hair removal, one that continues to be the #1 choice of leading practices around the
world. The bigger challenge is making that information known to your patients and getting
them to understand one fundamental differentiator—it’s not just hair removal, it’s Gentle Hair
Removal.™ As part of our ongoing dedication to our customers, Syneron Candela is going to
great lengths to ensure we’re getting the right information out to the public and empowering
our partners with the tools they need to take advantage of these initiatives.
To do this, we’ve created an exciting new marketing campaign designed to create brand
awareness by educating patients and the media on the many benefits of medical-assisted hair
removal over shaving, plucking or waxing. In addition, the campaign raises patient awareness
around the different available medical hair removal options, the risks that are commonly
associated with them and why Gentle Hair Removal™ is the best option for safe, comfortable
and effective results—for all skin types.
To help you take advantage of this campaign, we have put together an industry-leading toolkit
that includes all of the marketing essentials you need to engage current patients and drive new
customers to your practice. Just remember, active participation is going to be crucial to your
Hair Removal campaign initiatives. This guide helps you do just that, with a list of tips and tricks
to stay involved, utilize your Gentle marketing kit and prepare your practice for success!
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success! Both you and your staff should be prepared to support and promote all of the Gentle

Prepar ing your office
While you are incorporating Gentle marketing materials into your practice, this is
a great time to consider your office as a whole. As a provider of aesthetic-based
treatments, you are continually focused on making sure your center is professional
and comfortable for your patients. The following information provides you with
additional ideas to help make your center even better.

Entry, Reception Area & General Office Areas
Take a moment to review the layout of your practice with your staff and strategize
about how you might improve not just the look, but the overall experience your
patients will have during their appointment. The goal is getting your space to work
for you so that at any point during a visit you’re engaging customers, promoting
your treatment options and advancing your business. From the signage outside your
building to the wall color inside your treatment rooms, the details matter and they
will all play a significant role in your success.
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Be Ready to Talk About Gentle!

Furnishings & Décor
While feng shui might be great for harmonizing an environment with human
existence, the practice doesn’t always lend itself to being flexible in every space or
its functional purpose. The real feng shui you need to consider involves harmonizing
the layout of your furniture and décor with the specific needs of your clients and
your business. It’s important to consider the fundamentals. Is the furniture well
organized in the room? Does the arrangement offer a feeling of privacy? Is it
uncomfortable or in any disrepair? Sturdy? Is the room clean or cluttered? Is the
décor loud or outdated? Is the paint on the walls chipped or in need of a new coat?
Are your walls the right color?
For more ideas and inspiration on decorating and organizing, try searching
keywords like “practice waiting room” or “treatment room” on Pinterest or Flickr to
see what other successful clinics or design gurus have posted.

Cool colors like purples, blues and
blue-greens are considered to
have more of a calming effect than
bright hues or primary colors and
can make a room seem larger.

Warm colors like red-orange,
reds, yellows and yellowgreens evoke a cozier feeling
and can make a room feel
smaller and more intimate.

Reading Material
Consider leaving treatment literature and promotional reading materials out instead
of magazines and other materials

Top 4 Waiting Room Activities**

magazines a haven for germs, but
they also compromise the otherwise
easy opportunity to cross-promote

Read a magazine
that is in the office

54%

Review brochures
about treatments offered

52%

Browse through
before and after photos

all of your treatment options to a

Watch waiting room
videos on procedures

captive audience.

5

51%
44%
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in your waiting room. Not only are

Television
Running waiting room videos on a loop is an easy way to draw attention to your treatment
options. Make sure the volume stays at a comfortable level—no turning it to 11 here! You want
the information to be heard while not being too disruptive, especially if the video is playing
repeatedly on a loop.

Treatment Room(s)
Next you’ll want to decide where you are going to treat your Gentle Hair Removal patients.
Pick a room(s) that you designate for aesthetic treatments so you can create a warm, calming
setting for your patient. Allow your patient a few moments to simply relax and take in the
calming environment before you begin the treatment.
Lighting: This is one of the first design elements you’ll want to assess. Make sure the
treatment room has the ability to provide a soft, diffused light, which will create a more relaxing
environment.
Walls and Decor: Consider the wall colors in the room. Light blues and greens work well for
creating a calm feeling and opening a space, but they can also make a space feel colder as
a result. Since treatment usually requires your patients to remove clothing, you might want to
think about using warmer tones or more neutral tones to create a more comfortable setting for
your patients. Also consider replacing clinical posters with calming photographs, paintings or

6
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artwork.

Music: This addition is very important. Consider the last time you were in a spa and the music
played. In fact, it has been scientifically proven that soothing music relaxes people. Consider
the volume too, and make sure it is turned low so you have a chance to talk with your patient
during the procedure.
Reading Material: If there’s any wait, your patients will appreciate having
something to read. This is a good opportunity to get information about
all of your treatment offerings in front of them. So instead of offering
magazines, display materials that will help you promote your treatment,
encourage follow-up appointments or packages and that will inspire
patients to invest in new procedures.
These materials include: Patient brochures, the
waiting room book or any of the signage that
suits the aesthetic layout and ambiance of your
treatment room.

7
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Over half of patients surveyed
would likely look through
before and after photos while
waiting for their appointment.**

Tr aining
Make sure your staff is well trained prior to launching your Gentle Hair Removal
program. From the office manager to your janitor, anyone who can answer a phone
in your office needs to be familiar with the treatment and how to bring it into a
conversation with potential clients. Make sure they’ve reviewed the educational
materials provided so they can clearly communicate the key talking points when
discussing Gentle Hair Removal with patients:

1. Fast results
• Patients will see noticeable results after each treatment
• Total number of treatment sessions is less than other energy-based or
cosmetic treatments
• 80% report permanent hair reduction after four to six treatments

2. Comfortable, convenient treatment
• Fast treatment times—be in and out on your lunch break!
• The ONLY treatment that offers patented DCD™ Cooling for maximum comfort
•

Cools the outer layers of the skin with a quick burst of liquid cryogen
before and after each pulse

3. Powerful, to get results. Gentle, so it’s safe for every patient,
regardless of skin type
• Unlike other medical hair removal treatments, Gentle is colorblind, making it
safe for all skin tones

80

%

of Gentle patients
report permanent
hair reduction after

46
to

treatments!
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• Gentle offers fast, safe, comfortable treatment while still providing effective,
permanent results

Appointment Protocol
Use the call to gather information.
When new patients call, it’s important to capture key information, including how they
heard about your practice and Gentle Hair Removal. This will help you understand
which marketing initiatives are working best.

Get phone numbers and emails when setting the appointment.
This will make it easier to send out reminder notices.

Place a reminder call or send an email.
Have your receptionist call/email 24 – 48 hours before the appointment. This will
help decrease no-shows.

Establish a no-show policy.
No-show policies can be highly effective. Let your patients know that you have a
24-hour cancellation policy. If the patient cancels, he or she will be charged half the
cost of the treatment. Make sure your receptionist states the policy at the time of the
booking as well as during the reminder call and email.

Handle the phone lines effectively.
Consider adding a separate phone line just for your aesthetic treatments if your
client’s Gentle Hair Removal questions are answered quickly.

9

TABLE OF CONTENTS

phones are busy. Have a trained member of your staff answer phones so your

client testimonials
• Make it routine to ask your satisfied patients if you can have them provide you
with a testimonial.
• Make sure you take before and after photos. See Appendix A for clinical
photography tips that can help you get the best B&As!
• Be sure they sign a release and written consent to use their name and photos.
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., Michigan
- Torrie M

This kit includes a number of “starter” pieces that you can use immediately to get your
patients thinking and asking about Gentle. Be sure to display these items prominently
in your waiting area, check-in area and consultation and treatment rooms.
Today’s consumers are highly informed.
By the time they have booked their
appointment, they have scoured the internet,
possibly considering themselves a “qualified”
hair removal expert. Unfortunately, most online
information does not provide the full picture.
Sometimes it can create even more confusion,
like the misconception that all hair removal
treatments are the same. That is why it is imperative to get the right information in
front of patients—and why we are equipping you with the best tools to reach your them.
Don’t let these materials sit unused! Enclosed in this kit are the following:

1 Laser Hair Removal Infographic Poster
• This essential tool helps break down the hair
removal story for your patients in a way that’s
easy to follow. The piece summarizes the
hair growth cycle, how laser hair removal
works and why Gentle Hair Removal is
the best treatment option.
• It’s a great tool you can either hang
up in your waiting room or download
from our portal and email to
customers. You can also post it to
your website, so your patients can
easily find it.

11
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Understand the Campaign and
Your New Gentle Marketing Toolkit

100 Patient Brochures with Brochure Holder
• The patient brochure is a valuable resource that offers
information about Gentle Hair Removal, including what
to expect, the benefits of Gentle and other relevant
information patients will be interested in.
• The brochure is easy to display in your waiting room or
consultation rooms to distribute to current customers.

In a recent market study, over 50%
of aesthetic patients said they review
brochures about available treatment.**

Access to Our Unique Gentle Hair Removal Microsite –
www.GetGentleHairRemoval.com
This informational online resource provides FAQs
about Gentle Hair Removal, before-and-after images,
along with treatment information and current news
about Gentle Hair Removal. But most importantly,
it’s where patients can go to search for treatment
providers in their area. The microsite was strategically
built with a responsive design to offer an optimal

Responsive patient microsite for easy
mobile or desktop browsing.

viewing experience across a wide range of devices making
it even easier for potential clients to find you. As our partner, your Gentle-ready
location and information will be listed for searches in your area. One of our many

almost
two-thirds

of cell phone owners
used their phones to
browse the Internet.†

You can add a link for the website to your clinic’s website as a resource
or you can guide patients there to find out more information on Gentle
Hair Removal treatment.

12
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In 2013,

initiatives to ensure we’re leading new patients to your door.

Patient Consultation App
This app simplifies the Gentle laser hair
removal process for patients and staff
by addressing common questions and
concerns about laser hair removal and
presenting before-and-after images.

Also included are:
• 1 Counter Card (8½" x 11")
• 1 Poster (18" x 24")
• 1 Wall Cling (36" x 36")
• 1 Waiting Room Book
• 1 Button (3" diameter)
• 1 Large Banner Display (you will
receive in a separate shipment)

In addition to kit materials, you will have access
to a Treatment Reminder Card:
It’s important that your clients remember their next appointment,
and this card is a great way to help them do that. Along with
giving them this card, make sure you capture their email
prior to their appointment.

13
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address so you can send them a reminder 24 to 48 hours

3

Get Customized Materials for
Your Practice Online!
In addition to the campaign starter materials enclosed, you have the ability to go
online and order materials that are personalized to your practice.
Go to portal.syneron-candela.com, log in and customize and order marketing
materials, including the following:
• Patient Brochures

• Wearable Merchandise

• Postcards

– Set of Scrubs

• Print Ads

– Lab Coat

• Banner Ads

– T-shirts

• Email Blasts

– Buttons

Ordering customized materials online is easy!
1.

Visit portal.syneron-candela.com

2.

Click Marketing at the top of the page

3.

Press the Click Here link under the Practice
Marketing Section

4.

Select the item you would like to customize

5.

Enter your practice information
•
•
•

Need help ordering?
Reference our user manual
at the top right corner of
the Syneron Kit Portal!

You will be automatically redirected to a new
site where you can place your order.

Practice name
Address
Phone number

•
•

Website URL
Practice logo

6. Check out and get powerful tools that
drive patient traffic!

TABLE OF CONTENTS

•

Spread the Word!
Once your customized materials have arrived or have been downloaded,
use them to directly get the word out about your new Gentle Hair Removal

4

treatments.

Email Bl asts
Download email blasts via portal.syneron-candela.com for non-customized JPGs—
or click through to customize your email blasts! Once you have completed checkout,
your downloadable email will be available under
“Order History” as a JPG file. There is no limit to
how many times you can download the email.
• Be sure to send them out to alert current and
potential patients that your practice offers
Gentle Hair Removal.
• Email blasts can help keep the lines
of communication between you and
current customers open, along with
prompting new calls.
• They are an easy and quick way to provide information to customers and
help increase sales.
• As a best practice, send email blasts out every 2 – 4 weeks.

Emails / email newsletter s

• As your email directory grows, create short, informative emails that are sent
bi-monthly or monthly.
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• When you treat new clients, get their email address and ask if they would like
to receive information and promotions.

• Make sure the subject lines you use for your eblasts are quickly engaging.
You only have a few seconds to grab their attention, so make it worth their
while to investigate your email.
• Don’t make the subject line too long. 30 – 48 characters is the standard
recommendation for email subject lines.
• Your email should have a clear call-to-action. What’s in it for them, if they
decide to open your email? Once they do, what do you want them to do
after reading it? Call the office and schedule an appointment? Download a
coupon for treatment? Recommend treatment to a friend?
• Remember, it’s very likely you are not the only business sending them an
email. So make it worth their while!
Consider writing a newsletter that could be emailed and posted to your website.
Again, it should be informative and include before and after photos and promotions.
NOTE: They must also be able to opt out if they no longer wish to receive messages.
See Appendix B for sample emails that you can personalize for clients and potential
customers!

online banner ads
A banner ad is an online ad that is embedded into a web page.
When you purchase ad space on a website (such as a local
newspaper or TV station’s site), the advertisement attracts traffic to
your website by having a clickable link for browsers to use.
Plan to include web advertising in your marketing budget, and
place banner ads with local websites that might attract your target
demographic. You may want to choose a member of your staff to

See more under Step 6: Alerting the Media.
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assist with managing the web ad purchasing for your practice.

postcards
Send postcards to your customers as a way of directly marketing
to them. Through our customer portal,
you have the option to:
• Ship the postcards from your practice1
• Upload a mailing list and have them
mass-shipped directly1
• Purchase a list of potential customers to be mass-shipped to directly1

Birthday and holiday promotions
• Along with their email address, include their birthdays. When their birthday
rolls around, send them special birthday promotions, coupons, etc. Make
sure to include an expiration date.
• Holidays are also a great time to generate awareness. Dates when people
are more self-conscious about their looks include Valentine’s Day, summer
and the holidays.

more downloadable ad mater ials
• Outdoor Billboard. Outdoor advertising still gets noticed, and our outdoor
billboard makes it easy. Download our customizable art files, and then work
with your outdoor advertising company to customize it with your practice’s
information.

• The Gentle Hair Removal Video. This charming little video can be
shared via social media outlets or on your practice’s website. In addition,
consider tagging this video with your practice information and placing with
area movie theaters, where you have a captive audience.
1

Only available in the United States
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• The Gentle Jingle Audio Files. Gentle is hair removal worth singing
about—so that’s what we did! These downloadable audio files can be
tagged with your practice information for use on radio stations in your area.

Gentle Hair Removal has an established presence on Facebook, Twitter and
LinkedIn. Take advantage of this by connecting your practice’s social presence with
our community of patients and industry experts! If your practice does not have a
Facebook, Twitter or LinkedIn account, now is the time to get started.
Connecting with Gentle Hair Removal through social media gives you the
opportunity to:
• Share Gentle Hair Removal announcements
• Like and share relevant links
• Access resources for your social media pages
• Establish your practice as a certified treatment
location for Gentle Hair Removal
Need more information on how to get started? Visit portal.syneron-candela.com to
download free copies of our social media white papers, or talk to your local Syneron
Candela representative today!

connecting with facebook
• Log in to www.facebook.com to open your
practice’s Facebook page
• Enter Gentle Hair Removal in the search bar at
the top of the page
• Click the “Like” button when you land on the
Gentle page
• If you’re already logged in, you can find our
page at www.facebook.com/GentleHairRemoval

18
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5

Maintain Engagement with Patients
and Prospective Customers

Now that you like the Gentle page, you can join in the Gentle conversation. You’ll
receive updates in your news feed about the latest activities around Gentle Hair
Removal including media coverage, shared patient experiences, campaign contests
and a whole lot more!

Don’t have a personal or business Facebook account?
It’s easy to get one! Visit www.facebook.com/business/overview to learn how!

connecting with t witter
Follow us on Twitter (@GentleHairRemov) or
www.twitter.com/GentleHairRemov, where we
maintain an active presence. You’ll be kept up-todate with the latest in news and activities around
Gentle Hair Removal, which you can pass along to
your own followers.
Once your Twitter account is created, you can
customize the page for your practice and start
tweeting your own messages as well as retweeting
from the Gentle Hair Removal Twitter page. Just be
sure to go to @GentleHairRemov and click “Follow.”
Following our Twitter account will allow you instant access
to important and educational Gentle updates, along with

Need to make a
Twitter account?
It’s just a few simple
steps. Visit
twitter.com/help
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the ability to share our content with your followers.

connecting with linkedin
LinkedIn is becoming an increasingly useful platform for business-to-business
communications, and it is another way Syneron Candela is delivering helpful
communication and support to our partnering practices. Check out the Syneron
Candela LinkedIn company page by searching for “Syneron Candela” and following
us. You can also join our LinkedIn Gentle Pro Series Group to see regular posts
with tips and tricks on everything from clinical pearls to service recommendations
for all the treatments Gentle devices have to offer. Plus, our Gentle Hair Removal
showcase page will provide you with instant access to
everything about the Gentle Hair Removal campaign,
so you have access to leading news and essential
resources to help your practice—all in one place.
Be sure to follow the Syneron Candela page to
receive instant updates in your homepage feed.

Want to create your own
LinkedIn account?
Visit help.linkedin.com/app/home
to learn how!

webs ite
• Your website is a great way to generate awareness.
• Add a banner to your home page announcing the Gentle Hair Removal
treatment program you now offer.

• Include a downloadable coupon that can be presented at the time of the
treatment so you can track the response.
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• Add a special page that highlights the Gentle Hair Removal treatment along
with before and after photos.

organizing an open house
Overview
To help increase awareness, help attract new clients and strengthen
your relationship with existing ones, plan an open house. The
event should be educational and include presentations and
demonstrations. You can also make it fun by raffling off free
services and offering refreshments. The best days/times

When purchasing
a mailing list of new
prospects, you
should focus on:

to schedule these are mid-week and in the evening.
Be sure to leave time for a question/answer session.
You can use this event to launch your new Gentle

Annual income
of $70,000+

Hair Removal program. In addition, consider holding
this event in conjunction with a local gym or country
club. Swimmers and athletes are a significant target
audience for laser hair removal.

1. Audience

Residence
within 15 miles
of your practice
Ages 30-55

You may consider holding a number of these programs,
starting first with your existing patient base. To bring in new
clients, ask them to invite 1-2 friends who may be interested.
To obtain other targets, you can purchase mailing lists that can be
customized based on certain criteria. Focus on annual income ($70,000+), how
far they are from your practice (<15 miles) and age groups (30-55). Generally
a 3-4% attendance rate is good, so that will help you determine how many
people will show up. Also ask them to RSVP by a certain date.

2. Budget
Creating a budget is important. If you plan on doing more than one open
you can use the following guide. If you can bring things from home (tablecloths,
folding tables), that will help reduce your costs.
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house, create an annual budget. Costs will vary based on your geography, but

Sample Open House Budget
Food & Beverages

Miscellaneous Expenses

Vegetable tray

$75

Projector and screen

$225

Fruit tray

$150

Printing and postage on mailer

$1500

Small sandwiches

$125

Flyer Advertisements

$45

Soda, coffee and tea

$75

Flowers

$100

Cups, plates, utensils and napkins

$40

Folding Tables

$50

$465

$1920
Sample Budget for Gentle
Hair Removal Open House:

$2385

Number of Invitations Sent: 1,000 / Maximum Expected Attendance: 40 (4%)
Note: Keep the food and beverages healthy.

3. Date & Time
Schedule a two- or three-hour window of time for your event. Early evening is
generally the best—for example, 6 – 9 p.m. Evenings are also better as they
won’t affect your business.

4. Awareness
Generating awareness is critical. Here are some ideas to get you started:
• Social media: post on your Facebook and Twitter pages.
• Send a postcard or email to your existing clients.
• Send a mailer using a purchased mailing list (found on the Internet by
searching “mailing lists”).
• Post flyers at the local gyms, office buildings, grocery stores, coffee shops
and weight loss centers in your area.
• Post flyers in your office including the waiting room and treatment rooms.

• Make sure you ask people to bring a friend or two. Let them know there will
be a raffle or free giveaways.
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• Look for websites in your area that will allow you to post events. If you
Google “local events” and your city name, you’ll find some. Then look for the
tab that will allow you to add yours.

5. Last-Minute Details
• Make sure you meet with your staff throughout the planning process. A
couple of days before the actual event, hold one last meeting to make sure
everything is in order. It’s critical that everyone understands their roles. Also,
assign a greeter and make sure they have someone who can cover for them
if they need to take a break.
• Do a walk-through in your office and make sure it’s clean. Put out patient
brochures, hang posters and place vases of flowers throughout the office.
Consider burning a few scented candles to add to the ambiance.
• Consider putting together a bag of goodies that your visitors can take away.
Include sample lotions, coupons for a treatment and other information on
products/services that you offer.
• If you have someone presenting, make sure the projector/computer are set
up well in advance. Also, run through the presentation in “slide show” to
make sure it runs smoothly.

6. Event
• Think about how you want your guests to flow through the room when they
arrive. They should be met by a greeter and shown over to the drink/food
area. The table with information and demo area should be in an area that
is easy to find. Have your staff mingle and introduce themselves. About 15
minutes into the program, consider having a ribbon-cutting ceremony during
which you could hand out coupons and gift bags. If there is a presentation,
have it start after the ceremony.
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• If you are giving a presentation, keep it short. Talk about the benefits of the
Gentle Hair Removal treatment, and then give them a demo (without actually
running the system).

Contact your local media outlets (Print, Television, Radio, Websites/Blogs) and
present your Gentle treatments as a newsworthy story of interest to their audience.
• To find relevant, local media outlets, visit their respective websites and find
their advertising section or contact page to inquire about further information.

Story ideas of interest could include:
• Seasonal: “Get Ready for Swimsuit Season”
• Health and Well Being: “Feeling Better About Yourself”
• Science/Technology/Medicine: “Non-invasive Cosmetic Procedures/
Advancements in Medicine”
• Trends: “Laser Hair Removal: It Isn’t Just for Ladies Anymore—Men Are
Using It Too”

Working with Local Media
Local Print
Deadlines
• Daily publications: Do not contact reporters during daily deadline times,
generally 4 p.m.
• Weekly publications: These are finalized Thursday afternoons. This means
you have until Wednesday morning to contact a reporter
• Monthly publications (e.g., city/county magazines): these vary, so contact
them individually
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6

Alert the Media!

Advantages of Print Media
• These reporters can go into more detail and are more thorough when
checking facts and conducting interviews
• Focus on health and science publications. If you are referred to another news
editor or reporter, make sure they know who referred you.

Local Television
• Target reporters dedicated to covering health stories. They like to include a
“local angle” about national health issues.
• Let them know that as a local doctor, you could talk about a
new, state-of-the-art treatment for laser hair removal.
• Remember, television is a very visual medium and news
programs typically only have a couple of minutes or
less to present a story.

More Tips
Research Before You Call—Find out who you
should talk with and then check out their news stories.
Find out what they like to report on and then spin your
pitch to match.
Long-Term Positive Relationships—Make sure you
build positive relationships that will benefit both you and
the local editors and producers. Approach them and provide

Ideal
Pitch Times
When planning
your 12-month PR
strategy, consider
contacting the
media in the spring
and summer when
people are planning
for swimsuit
season

them with information that will help increase interest for both the
station and your practice.
Become a Helpful Resource—When you’re talking to the reporter, ask them
how you should follow up when providing additional information (phone, fax, email,
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etc.). They will appreciate this and you’ll be viewed as a helpful, credible source.

Be Patient—Remember, reporters are busy and a lot of times the publications and
stations are understaffed. If they don’t have time to talk, arrange for a time that is
more convenient for them. Call them in the morning or before 2 p.m. since many
have afternoon deadlines.

When talking with local media, use discretion—only disclose
information you want to have appear in the article. Assume all
information you are providing them with will be printed.

Be Honest—If you are unable to answer a question, let them know and you’ll find
the answer. It’s important to be a credible source to the reporters you talk with as
you build a long-term relationship with them.

Sample Media Kit
The materials found in this sample media kit will give media outlets the background
information they will need prior to coverage. We have enclosed the following items,
found in Appendix C:
• Sample press release
• Sample fact sheet for your practice
• Answers to frequently asked questions
• Glossary of laser hair removal terms
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• List of journal articles and references

Stay Involved!
Successful marketing is an ongoing process, so you will need to maintain
connections you make along the way.

7

• Follow up with your current and prospective patients at regular intervals.
• Remain connected with other pages relevant to the aesthetic market
– For example: Healthcare companies, major consumer magazines
(Glamour, Shape) or trade publications (ASLMS, ASAPS, AAD)
– Start a conversation with these other organizations or simply share their
information—it’s a quick and easy way to remain a relevant page
• Be sure to check in on your social media presence. Keep an eye on your
local competition. Field any direct questions as soon as possible. Actively
contribute relevant content to your social media accounts, as well as Syneron
Candela’s social activities—opportunities and posts
may come up to where you can take advantage of
work that’s already been done for you.
• Order additional postcards and other marketing
materials 24/7 via the Gentle marketing portal.

Questions?

Contact your Syneron Candela representative or call 866.259.6661

Tr acking Your Succes s
Track Referrals
Knowing how your clients hear about the Gentle Hair Removal treatment is
greatest buzz. That will be where you’ll want to use your marketing dollars going
forward. Your receptionist can easily track this when she or he receives a call
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important to help you understand which of your marketing tools are creating the

inquiring about the procedure. You’ll also want to track the number of procedures,
the patient’s age, number of return visits and what they purchase. This vital
information will help you refine your processes.

Follow-Up
• Patient satisfaction is critical. One way to achieve this is by calling each
patient the evening following treatment to ensure s/he is comfortable and
satisfied.
• Send a follow-up email thanking them and letting them know you look
forward to building an ongoing relationship for any future treatments.

Take Before & After Photos
It’s important for your patients to see the results. As their bodies
change, they may not remember how they looked before they got
started. The before and after images will help them see the progress.
See Appendix A for the tips you need to take the most effective
After
Before

before and after images, and refer to Appendix D for forms that
ensure patient consent and enable you to track patient progress.

70

%

of women surveyed would want to view a
practice’s before-and-after photos when
considering a non-surgical procedure.**

Keep Your Staff in the Loop
Meet with your staff weekly and ask them if they have any questions or would like
to share new information.

Develop a Long-Term Strategy
When you run ads or other promotional materials, add a callout number to identify
number. This will allow you to develop a long-term strategy and understand which
pieces are working effectively.
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that particular marketing material. When the patient calls in ask them for this

Appendix A:

Clinical Photography Tips
Patients want to know that you can deliver results. What better way than displaying
before and after pictures in the clinic and on your website? The following guidelines
are based on medical photography guidelines along with our experience. The
guidelines can either be implemented in full or may be amended according to
individual requirements.

prepar ing the photogr aph y area
In general, try to keep all elements the same.
• SAME distance
• SAME height
• SAME lighting
• SAME zoom
• Camera position always parallel to the floor in a straight line (no tilt)
NOTE: Using a tripod will help with the first three bullets

Distance
The camera should be positioned at the same distance from the patient’s standing
position. The recommended distance between the patient and the camera plane
should be 5 feet.

Height
Once determined, the height should be recorded and all following pictures should
be photographed at the same height.
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The camera height should be adjusted to the mid vertical height of the treated area.

Lighting
Lighting should be adjusted to avoid distracting shadows. Having light sources on
both sides of the subject will help avoid shadows on the face. In addition, a light
source should illuminate the background behind the object. Therefore, four light
sources should be used:
• Two light sources on the background
• Two light sources used to light the patient
• The lights should be placed at roughly 45° to the patient and shone in a
manner that obtains the best result

prepar ing the patient

General
Photographs of the treated area will be taken before the treatment and at each
follow-up visit. It is important that the photograph be taken prior to the marking of
the treatment area. A sticker indicating the subject’s code, treatment session/followup visit and photography date will be placed near the subject before
taking the pictures.

Patient Positioning
• The patient should stand up straight, either barefoot or with
socks.
• Patient’s hand should be folded at chest height.
• All subjects (male and female) will wear paper slip underwear
during the photography session. The front portion of the
underwear must be below the treatment area.
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• Female patients should be given the option of wearing a bra.

Area of Interest
To keep positioning consistent, we recommend using a floor
mat where you can keep track of the patient’s angle (see
diagram at right). In general, there are eight (8) positions for

1

2

3

4

Anterior View:
The patient is facing
the camera.

Right Anterior Oblique
View: A 45 degree
angle to the right.

Right Lateral View:
A profile picture from
the right.

Right Posterior Oblique
View: The patient’s
right backside should
face the camera at a
45 degree angle.

5

6

7

8

Posterior View:
The patient’s back
should face the
camera.

Left Posterior Oblique
View: The patient’s
left backside should
face the camera at a
45-degree angle.

Left Lateral View:
A profile picture from
the left.

Left Anterior Oblique
View: A 45 degree
angle to the left.
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patient’s photographs.

Appendix B:

Sample Emails to Existing & Potential Clients
sample email to existing clients
Subject Line: Gentle Hair Removal – Safe, Effective, and Comfortable Hair Removal for All Skin Types
Dear (patient name):
We are proud to announce the latest addition to our practice—Gentle Hair Removal,™ designed to deliver
powerful and permanent results without sacrificing convenience or comfort during treatment. It remains the gold
standard for laser hair removal in the medical aesthetic industry and the trusted choice of leading practitioners
around the world.
With over 5.6 billion treatment pulses delivered to patients worldwide, the technology behind Gentle Hair
Removal is backed by years of published clinical research, proven results and over 40 years of scientific
innovation. This includes being one of the first lasers to offer comfortable, safe and effective treatment to all
patients—regardless of skin type.
Remember, it’s not just laser hair removal; it’s Gentle Hair Removal!
• 80% of patients report permanent hair reduction after four to six treatment and noticeable results after
their first treatment!
• With its patented DCD™ Cooling, Gentle laser hair removal is not only powerful but also safe and
comfortable—regardless of skin type.
• Treatment is fast and effective, taking an average of 22 minutes or less depending on the size of the area.
[Insert your best clinical results for your patient to see and remember to reference the number of treatments and
the duration of the treatment period.]
As one of our existing clients, you are receiving exclusive first notice about this exciting treatment. Please call us
today to schedule a complimentary consultation. We look forward to helping you look and feel your very best!

*Coupon Ideas (NOTE: Be sure to use a tight expiration date!)
• Coupon for XX% off your first treatment
• Refer a friend and you also get XX% off your first treatment
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Sincerely,
(Insert name)
(Insert title)

sample email to potential clients
Subject Line: Gentle Hair Removal – Safe, Effective, and Comfortable Hair Removal for All Skin Types
Dear (patient name):
We are proud to announce the latest addition to our practice—Gentle Hair Removal,™ designed to deliver
powerful and permanent results without sacrificing convenience or comfort during treatment. It remains the gold
standard for laser hair removal in the medical aesthetic industry and the trusted choice of leading practitioners
around the world.
With over 5.6 billion treatment pulses delivered to patients worldwide, the technology behind Gentle Hair
Removal is backed by years of published clinical research, proven results and over 40 years of scientific
innovation. This includes being one of the first lasers to offer comfortable, safe and effective treatment to all
patients—regardless of skin type.
Remember, it’s not just laser hair removal; it’s Gentle Hair Removal!
• 80% of patients report permanent hair reduction after four to six treatment and noticeable results after
their first treatment!
• With its patented DCD™ Cooling, Gentle laser hair removal is not only powerful but also safe and
comfortable—regardless of skin type.
• Treatment is fast and effective, taking an average of 22 minutes or less depending on the size of the area.
[Insert your best clinical results for your patient to see and remember to reference the number of treatments and
the duration of the treatment period.]
Please call us today to schedule a complimentary consultation. We look forward to helping you look and feel
your very best!

*Coupon Ideas (NOTE: Be sure to use a tight expiration date!)
• Coupon for XX% off your first treatment
• Refer a friend and you also get XX% off your first treatment
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Sincerely,
(Insert name)
(Insert title)

Appendix C:

Press Materials
sample PRESS RELEASE
For Immediate Release
CONTACT
Name
Practice Name
Address
Phone Email
Gentle Hair Removal—Safe, Effective and Comfortable Hair Removal for All Skin Types is currently available at [INSERT
PRACTICE NAME]
CITY, STATE, DATE – Dr. [ENTER NAME OF PHYSICIAN OR PRACTICE] announces the addition of Gentle Hair Removal™ to
their [CITY, STATE] practice’s current list of treatment offerings.
Using Syneron Candela’s proprietary laser technology, Gentle Hair Removal™ powerfully, yet gently, removes hair with
shorter treatment times and decreased sensation for fast, comfortable treatment. Unlike many previous professional laser
hair removal options, Gentle Hair Removal is colorblind, so it’s safe and effective for patients of all skin types and delivers
permanent results without sacrificing comfort or convenience during treatment.
“Our patients are very happy with the permanent results they’re seeing after completing a full set of treatments, but many of
them were thrilled to see noticeable results after the first session—they couldn’t wait to come back for their next treatment,”
states Dr. [INSERT NAME]. “The DCD™ cooling technology makes treatments easy and comfortable for our patients,
plus with the industry’s largest spot size of 24mm, Gentle Hair Removal allows us to drastically reduce treatment time.
Our patients love the quicker treatments, but it has been especially beneficial to our practice. Faster treatment times have
improved efficiency and allowed us to easily manage a higher volume of patients so we can meet the growing demand.”
Hair removal treatments take anywhere from a few minutes to about an hour, depending on the area being treated. Since
hair grows in three stages, four to six treatments spaced six weeks apart are recommended for optimal results.
To learn more about Gentle Hair Removal and other advanced aesthetic treatments, please call [INSERT CONTACT NAME
AND NUMBER] or visit www.syneron-candela.com/na.

About Syneron Medical Ltd.: Syneron Medical Ltd. (NASDAQ: ELOS) is the leading global aesthetic device company with
a comprehensive product portfolio and a global distribution footprint. The Company’s technology enables physicians to
provide advanced solutions for a broad range of medical-aesthetic applications including body contouring, hair removal,
wrinkle reduction, rejuvenation of the skin’s appearance through the treatment of superficial benign vascular and pigmented
lesions and the treatment of acne, leg veins and cellulite. The Company sells its products under two distinct brands,
Syneron and Candela. Founded in 2000, the corporate, R&D and manufacturing headquarters for Syneron Medical Ltd.
are located in Israel. Syneron also has R&D and manufacturing operations in the US. The Company markets, services and
supports its products in 90 countries. It has offices in North America, France, Germany, Italy, Portugal, Spain, UK, Australia,
China, Japan and Hong Kong and distributors worldwide.
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[INSERT BOILERPLATE INFO]

sample CENTER FACT SHEET
When Center Was Founded
• Note how many years the center has been in business
• List other locations if this applies
Profile of Physicians and Key Staff
• Provide the background and qualifications of physicians and key staff members
• Note the number of years your physicians have been in practice
• Note the number of years of experience for each of your key staff members
• List where you were trained
• Note how many years you have been in practice
• Note if you are on an advisory board or if you are affiliated with any
organizations
• Note if you are published and list the articles
• List your special interests
• Include photos
Your Mission Statement
• Describe the mission of your center
Additional Information Demonstrating That Your Center Offers the Highest Quality of Care
• Highlight advanced technology you offer

List Other Procedures Your Center Offers
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• Highlight specialized trainings your key staff members have

patient media faq

Gentle Laser Hair Removal
No matter what your skin type, there’s a Gentle Hair Removal treatment that’s
right for you. Only Gentle systems feature patented DCD™ Cooling, and super-fast
treatment times make Gentle the most comfortable laser hair removal available!

What can I expect during laser treatment?
A handpiece delivers a laser pulse into the targeted areas on your skin, and a
controlled amount of therapeutic heat safely and effectively damages the hair
follicles. Treatments take anywhere from a few minutes to about an hour, depending
on the area being treated.

Laser pulse

DCD™ liquid cryogen

Epidermis

Dermis

Hair follicle
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Laser pulses damage hair at the root

Do Gentle Hair Removal treatments hurt?
Gentle systems feature a patented Dynamic Cooling Device (DCD), which minimizes
discomfort by releasing a quick burst of liquid cryogen before and after each laser
pulse. This cryogen quickly evaporates, cooling the outer layers of the skin. Some
patients report a sensation similar to being snapped with a rubber band, but that
generally resolves quickly with DCD cooling. A topical anesthetic may be used prior
to treatment.

Is Gentle Hair Removal safe for darker skin tones?
There’s a safe, effective and comfortable Gentle treatment option
for every skin tone. Consult with your physician about the best
treatment for your individual needs.

How many treatment sessions will I need?
You’ll need a few treatments to get optimal results. That’s because hair grows in
three stages (see illustration below).
The hairs on your
body are not
always at the same
stage, so you’ll
need to undergo

The

The

The

Growth

Transitional

Shedding

Hair is thickest and
darkest, so laser
treatments are most
effective.

The hair begins
to loosen from
its follicle.

The hair falls out
to make room for
new growth.

S ta g e

S ta g e

S ta g e

a few treatments,
an average of six
weeks apart, to
catch all of them in
the growth stage.
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150

days or more to complete
the hair growth cycle

glos sary of l aser hair r emoval ter ms

LASER
Acronym for Light Amplification by Stimulated Emission of Radiation

Absorption
The act of the tissue in taking up the laser energy, causing a reaction within the
tissue

Anatomical parts of the hair
Follicle, bulb, bulge, vascular supply
(matrix) and hair shaft

Hair Shaft

Epidermis

DCD

Dermis

Dynamic Cooling Device: sprays a
cryogen, a cooling agent, on the skin
prior to the laser pulse being fired

Sebaceous Gland

Hair Follicle
Hair Bulge

Delivery system

Hair
H
i B
Bulb
lb

Method to apply laser energy to a patient

Vascular Supply (Matrix)

(e.g., articulating arm, fiber, handpiece)

Dermis
The deeper, thicker layer of skin that contains blood vessels, nerves and hair

Distance gauge
A spacer between the handpiece lens and the treatment site, which if placed in
contact with the skin, provides the proper focal distance

Energy density
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How much energy is contained within a given spot size – see Joules

Epilation
The removal of hair and its roots

Erythema
Redness of the skin

Fiber
A quartz or glass filament used as a delivery system for laser energy

Fitzpatrick skin types
Classification system of skin types based on tanning and melanin content, Types
1-6: Type 1 (fair skin, easily burned), to Type 6 (very dark skin, never burns)

Fluence
The amount of energy delivered to the tissue, calculated by Watts x Time divided by
the spot size in cm2

Hair cycle (anagen,
catagen, telogen)
The growth phases of hair

Anagen

Catagen

Telogen

Hair is thickest and
darkest, so laser
treatments are most
effective.

The hair begins
to loosen from
its follicle.

The hair falls out
to make room for
new growth.

Hirsutism
Excessive hair on cheeks, chin, lip
or chest, especially in women

Hyperpigmentation
Excessive coloration of the
pigmentation in a tissue or part

150

days or more to complete
the hair growth cycle

Hypopigmentation
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Decreased coloration of the pigmentation in a tissue or part

Joules (/cm2)
A measurement of energy density within a given spot size

Laser parameters
Characteristics of a laser beam or the settings used on the laser device; can include
wavelength, spot size, energy (joules), repetition or firing rate

Lentigines
Small tan to brown epidermal lesions or macules, which usually arise from sun
exposure and increase in number as a person ages

Melanin
The pigment that is produced by melanocytes in the skin

Microseconds
10-6 seconds , or .000001 seconds

Milliseconds
10-4 , or 1/1000th of a second

Nanometer
10-9 meters, or .000000001 meters

Perifollicular edema
Swelling due to collection of fluid in the interstitial space (area around the depression
in the skin from which the hair emerges). Positive sign of proper energy delivered for
hair removal		

Photothermal
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Action of turning light energy into heat

Post-inflammatory pigmentation
Area(s) of darkening or increased pigment in a laser-treated area after treatment

Pulse duration/length
The length of time a laser pulse lasts, usually in milliseconds, microseconds and
nanoseconds

Pulse repetition
The rate at which a laser fires pulses, usually in pulses per second or Hertz		

Selective Photothermolysis
Theory on which lasers are designed, which states that one chooses a laser
wavelength that a target absorbs strongly, while surrounding structures do not, and
having an exposure time less than the thermal relaxation time of the target		

Selectivity
Being absorbed by a particular target while not affecting surrounding structures

Spot size
Usually denotes the size of the treatment beam; can be expressed in circular
diameter, or in the case of scanner handpieces, other geometric shapes.

Thermal injury
Damage to tissue from a heat source or photothermal reaction

TRT
Thermal Relaxation Time: the time a target takes to release ½ the heat it had gained
after being heated

Wavelength
in micrometers or nanometers. Also determines the color of the light.
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The distance between two consecutive peaks on a wave of light. Usually measured

Clinical Library

jour nal articles and r efer ences
The following is a listing of some of the more recently published medical journal articles and papers on topics related to the
use of long pulsed 755 nm Alexandrite and 1064 nm Nd:YAG lasers in the removal of hair and the treatment of pigmented
lesions, vascular lesions and port wine stain (PWS). These references have not been culled to present a positive picture.
They are the references published in the last 10 years on the topic.

1.

Jung JY, Hong JS, Ahn CH, Yoon JY, Kwon HH, Suh DH. Prospective randomized controlled clinical and histopathological
study of acne vulgaris treated with dual mode of quasi-long pulse and Q-switched 1064-nm Nd:YAG laser assisted
with a topically applied carbon suspension. J Am Acad Dermatol. 2011 Oct 25. [Epub ahead of print] PubMed PMID:
22033354.

2.

Alcántara González J, Boixeda P, Truchuelo Díez M, López Gutiérrez J, Olasolo P. Ablative fractional yttrium- scandiumgallium-garnet laser for scarring residual haemangiomas and scars secondary to their surgical treatment. J Eur Acad
Dermatol Venereol. 2011 May 13. doi: 10.1111/j.1468-3083.2011.04103.x. [Epub ahead of print] PubMed PMID: 21564327.

3.

Chun SI, Calderhead RG. Carbon assisted Q-switched Nd:YAG laser treatment with two different sets of pulse width
parameters offers a useful treatment modality for severe inflammatory acne: a case report. Photomed Laser Surg. 2011
Feb;29(2):131-5. Epub 2010 Dec 23. PubMed PMID: 21182451.

4.

Ting PT, Rao J. Vascular lesions. Curr Probl Dermatol. 2011;42:67-80. Epub 2011 Aug 16. PubMed PMID: 21865800.

5.

Haedersdal M, Haak CS. Hair removal. Curr Probl Dermatol. 2011;42:111-21. Epub 2011 Aug 16. PubMed PMID:
21865803.

6.

Shah S, Alster TS. Laser treatment of dark skin: an updated review. Am J Clin Dermatol. 2010 Dec 1;11(6):389-97. doi:
10.2165/11538940-000000000-00000. Review. PubMed PMID: 20866114.

7.

Bakus AD, Garden JM, Yaghmai D, Massa MC. Long-term fine caliber hair removal with an electro-optic Q-switched
Nd:YAG Laser. Lasers Surg Med. 2010 Oct;42(8):706-11. PubMed PMID: 20848639.

8.

Civas E, Aksoy B, Surucu B, Koc E, Aksoy HM. Effectiveness of non-ablative three dimensional (3D) skin rejuvenation:
a retrospective study involving 46 patients. Photomed Laser Surg. 2010 Oct;28(5):685-92. Epub 2010 Oct 9. PubMed
PMID: 20932184.

9.

Chiba C, Usui A, Hara H, Ishi Y. Clinical experience in skin rejuvenation treatment in Asians using a long-pulse Nd:YAG
laser. J Cosmet Laser Ther. 2009 Sep;11(3):134-8. PubMed PMID: 19626522.
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10. Rajpar SF, Hague JS, Abdullah A, Lanigan SW. Hair removal with the long-pulse alexandrite and long-pulse Nd:YAG
lasers is safe and well tolerated in children. Clin Exp Dermatol. 2009 Aug;34(6):684-7. Epub 2009 Jan 23. PubMed
PMID: 19175616.

Clinical Library

11. Choi JE, Kim JW, Seo SH, Son SW, Ahn HH, Kye YC. Treatment of Becker’s nevi with a long-pulse alexandrite laser.
Dermatol Surg. 2009 Jul;35(7):1105-8. Epub 2009 Apr 28. PubMed PMID: 19438687.
12. Yang HY, Zheng LW, Yang HJ, Luo J, Li SC, Zwahlen RA. Long-pulsed Nd: YAG laser treatment in vascular lesions of
the oral cavity. J Craniofac Surg. 2009 Jul;20(4):1214-7. PubMed PMID: 19553836.
13. Feng YM, Zhou ZC, Gold MH. Hair removal using a new intense pulsed light source in Chinese patients. J Cosmet Laser
Ther. 2009 Jun;11(2):94-7. PubMed PMID: 19337941.
14. Khatri KA, Lee RA, Goldberg LJ, Khatri B, Garcia V. Efficacy and safety of a 0.65 millisecond pulsed portable ND:YAG
laser for hair removal. J Cosmet Laser Ther. 2009 Mar;11(1):19-24. PubMed PMID: 19199118.
15. Mittal R, Sriram S, Sandhu K. Evaluation of Long-pulsed 1064 nm Nd:YAG Laser-assisted Hair Removal vs Multiple
Treatment Sessions and Different Hair Types in Indian Patients. J Cutan Aesthet Surg. 2008 Jul;1(2):75-9. PubMed
PMID: 20300348; PubMed Central PMCID: PMC2840900. Free full text
16. Khoury JG, Saluja R, Goldman MP. Comparative evaluation of long-pulse alexandrite and long-pulse Nd:YAG laser
systems used individually and in combination for axillary hair removal. Dermatol Surg. 2008 May;34(5):665-70; discussion
670-1. Epub 2008 Feb 6. PubMed PMID: 18261098. Cited in PMC
17. Li L, Kono T, Groff WF, Chan HH, Kitazawa Y, Nozaki M. Comparison study of a long-pulse pulsed dye laser and a longpulse pulsed alexandrite laser in the treatment of port wine stains. J Cosmet Laser Ther. 2008 Mar;10(1):12-5. PubMed
PMID: 18330793. Cited in PMC
18. Buddhadev RM; IADVL Dermatosurgery Task Force. Standard guidelines of care: laser and IPL hair reduction. Indian J
Dermatol Venereol Leprol. 2008 Jan;74 Suppl:S68-74. PubMed PMID: 18688107.
19. Berlin AL, Hussain M, Goldberg DJ. Cutaneous photoaging treated with a combined 595/1064 nm laser. J Cosmet
Laser Ther. 2007 Dec;9(4):214-7. PubMed PMID: 17963137.
20. Trafeli JP, Kwan JM, Meehan KJ, Domankevitz Y, Gilbert S, Malomo K, Ross EV. Use of a long-pulse alexandrite laser
in the treatment of superficial pigmented lesions. Dermatol Surg. 2007 Dec;33(12):1477-82. PubMed PMID: 18076614.
Cited in PMC
21. Lumley C. Intraoral hair removal on skin graft using Nd:YAG laser. Br Dent J. 2007 Aug 11;203(3):141-2. PubMed PMID:
17694022.
22. Adamic M, Troilius A, Adatto M, Drosner M, Dahmane R. Vascular lasers and IPLS: guidelines for care from the European
Society for Laser Dermatology (ESLD). J Cosmet Laser Ther. 2007 Jun;9(2):113-24. Review. PubMed PMID: 17558762.
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23. Dulai GS, Jensen DM. Treatment of watermelon stomach. Curr Treat Options Gastroenterol. 2006 Apr;9(2): 175-80.
PubMed PMID: 16539878.

Clinical Library

24. Rao J, Goldman MP. Prospective, comparative evaluation of three laser systems used individually and in combination for
axillary hair removal. Dermatol Surg. 2005 Dec;31(12):1671-6; discussion 1677. PubMed PMID: 16336886. Cited in PMC
25. Wanner M. Laser hair removal. Dermatol Ther. 2005 May-Jun;18(3):209-16. Review. PubMed PMID: 16229722. Cited in
PMC
26. Tatlidede S, Egemen O, Saltat A, Turgut G, Karasoy A, Kuran I. Hair removal with the long-pulse alexandrite laser.
Aesthet Surg J. 2005 Mar-Apr;25(2):138-43. PubMed PMID: 19338804.
27. Tanzi EL, Alster TS. Long-pulsed 1064-nm Nd:YAG laser-assisted hair removal in all skin types. Dermatol Surg. 2004
Jan;30(1):13-7. PubMed PMID: 14692920.Cited in PMC
28. Raff K, Landthaler M, Hohenleutner U. Optimizing treatment parameters for hair removal using long-pulsed Nd:YAGlasers. Lasers Med Sci. 2004;18(4):219-22. Epub 2004 Feb 24. PubMed PMID: 15042427.
29. Battle EF Jr, Hobbs LM. Laser-assisted hair removal for darker skin types. Dermatol Ther. 2004;17(2):177-83. Review.
PubMed PMID: 15113285.Cited in PMC
30. Weaver SM 3rd, Sagaral EC. Treatment of pseudofolliculitis barbae using the long-pulse Nd:YAG laser on skin types V
and VI. Dermatol Surg. 2003 Dec;29(12):1187-91. PubMed PMID: 14725660.
31. Hashimoto K, Kogure M, Irwin TL, Tezuka K, Osawa T, Kato K, Ebisawa T. Permanent hair removal with a diode-pumped
Nd:YAG laser: a pilot study using the direct insertion method. J Am Acad Dermatol. 2003 Dec;49(6): 1071-80. PubMed
PMID: 14639387.
32. Goh CL. Comparative study on a single treatment response to long pulse Nd:YAG lasers and intense pulse light therapy
for hair removal on skin type IV to VI—is longer wavelengths lasers preferred over shorter wavelengths lights for assisted
hair removal. J Dermatolog Treat. 2003 Dec;14(4):243-7. PubMed PMID: 14660273.
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The following is an example of a Consent for Treatment form. This form has not been evaluated
by a lawyer and is not intended to supersede any form in use at a medical practice or other
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treatment location.

Laser Treatment Patient Consent Form
I authorize (healthcare provider’s name)
to perform laser therapy to treat my condition, which is called
The laser that will be used is a device that uses a specific type of light energy to selectively heat and destroy target tissue
without harming the surrounding tissue.
During the treatment, my eyes will be covered with laser safety eyewear or an opaque material to protect them from the laser
light. My eyes will be closed, and I will not attempt to remove the eye protection during treatment.
I have been informed of the possible risks and complications of this procedure, including (check all that apply):
Possible bleeding					
Purpura (red-purple discoloration, bruising)		
Hyperpigmentation (darkening of the skin)		
Itching, hive-like response				

Infection
Hypopigmentation (lightening of the skin)
Burns, blisters, textural changes, scarring
Swelling, redness or other discomfort

Individual sensitivities may be activated such as herpes simplex virus, hirsutism (increased hair growth) or lymphadenopathy
(enlarged lymph nodes).
Redness, swelling and discomfort are temporary and will resolve in a few hours, days, weeks or months. Some complications,
such as scarring, hyperpigmentation or hypopigmentation, may be permanent.
I understand that complete clearing of my condition may not be possible and may depend upon the type, location and other
characteristics of the condition. Multiple treatments may be needed for the best results.
Other methods of treating this condition have been discussed with me such that I may assess the risks and benefits of these
alternative methods.
Anesthesia is usually not necessary. My provider or I may elect to use a form of anesthesia to reduce any discomfort during
the procedure. A cryogen spray skin cooling device may be used during the procedure to decrease discomfort and protect
the skin. All anesthesia options and risks have been discussed with me in advance of treatment.
I understand that immediately following the laser treatment, redness, swelling or discomfort may develop at the treatment
site. I understand that any redness, swelling or discomfort should resolve within several hours but occasionally may last for
2-3 days. The treated area may feel like a sunburn (minor discomfort) for a few hours after treatment.
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Discomfort may be treated with the application of cool compresses or topical soothing agents.

I will be given complete instructions regarding after-treatment care of the treated area. It is important to follow after-care
instructions carefully to minimize the chance of incomplete healing, skin textural changes or scarring. Sun avoidance and/or
use of a sunblock may be recommended. Tanning should be avoided.
I have been given the opportunity to ask questions about the procedure. My questions have been answered, and I understand
the information given to me.
I have accurately provided my past and current medical history and medications.
I consent to the taking of photographs during the course of my laser therapy for healthcare records.
I consent to using my photographs for medical education and/or marketing purposes (my name will not be used to
identify these photographs).
I am not pregnant (female clients).
Contraindications to the performance of this procedure have been discussed in detail with me.
I recognize that the practice of medicine is not an exact science and acknowledge that no guarantees have been made to
me concerning the results of such procedures.
I have read and understood all information presented to me before signing this consent form.
Signed:									Date:

Syneron, Inc.
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Witness:									Time:

Tr eatment r ecor d for m samples
The forms on the following pages are provided should you need to supply one or more during
a patient treatment demonstration. These are just one set of possible layouts. There is no
reason a physician’s office could not use another form for this purpose, including ones they
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may already have on hand.

Gentle Series Treatment Record
Date:		
System Type:

Diagnosis/Lesion:
Patient Name:						Dr.:
Skin Type: Fair		

Olive		

Dark (Asian/Hispanic)		

Black

Hair Color: Black		Blonde		Gray		Brown		Other
Treatment #:

Areas Treated
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Delay
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Age:		
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Date:		
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Patient Name:						Dr.:
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Black

Hair Color: Black		Blonde		Gray		Brown		Other
Treatment #:

Areas Treated
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Age:		
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Date:		
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Patient Name:						Dr.:
Skin Type: Fair		
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Black

Hair Color: Black		Blonde		Gray		Brown		Other
Treatment #:

Areas Treated
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Age:		

Questions?

* American Society for Aesthetic Plastic Surgery
** Kelton Market Research, September 2012. Survey of 1,045 American women 25 and older.
† Pew Internet & American Life Project Spring Tracking Survey, April 17th - May 19th, 2013
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