Private-lL.abel Pointers

Are you thinking about complementing your tried-
and-true skincare brands with your own private-label

line? Rebecca James Gadberry shares these tips.

IF YOU BELIEVE PRIVATE LABEL IS ONLY FOR THE LARGE, BRANDED
spas, you may be forgoing the benefits of using and retailing what
private label can deliver—including the ultimate in brand loyalty,
enhanced credibility, and larger profit margins. The fact is that any
size spa can afford it. Getting the right private-label line for your
business depends on finding the right skincare manufacturer—one
that will meet your unique needs.

THE COMPANY YOU KEEP

The manufacturer’s reputation and how long it has been in the
private-label skincare business is important. The company should
be knowledgeable about the skincare industry in general—

“TRAINING IS VITAL. AS WITH NATIONAL
BRANDS, THIS IS WHERE PRIVATE-LABEL
MANUFACTURES CAN BE INVALUABLE.”

ingredients specifically—and have an extensive product line from
which to choose. Ask: How long has the manufacturer been in
business? Also ask for references—and then call them! What is the
company’s reputation? Remember—its products will represent you
and your spa, so it's important to work with experts.

PERFORMANCE ISSUES

Private-label companies are only as good as their formulations and
product performance. Most manufacturers offer three formulation
options: standard; custom, which includes adjustments to the
standard formulation; and true custom, in which the formulation
and the product are made exclusively for you. Ask: Do they have
a criteria by which they create products? Who is in charge of their
product development? Do they test the products for stability,
safety, and the results they promise? Do they guarantee the activity
of their ingredients and the shelf life of their products? Do they
seem to understand the ingredients in the container?

SIZING OPTIONS
All products should be available in dispensary, retail, and trial sizes
to allow you to build a client’s product experience from the treatment
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room to their homecare program. Ask: Does the company offer
these sizes for every product? Do the trial sizes last several days to
allow your clients to see if the products are compatible with their
skin? Is the retail container in keeping with your spa's image?

FOLLOW-UP CARE

How well will your line be supported? Ask: Do they have
professional-looking product brochures that will inform your
clients? Do they provide detailed product profiles with ingredient
information to help you explain the product effectively? Do they
offer workable treatment protocols to help you design your menus
and simplify your product mix?

TRAINING AND EDUCATION

Training is vital to help your staff accept and sell
your spa’s own line. As with national brands, this
is where private-label manufacturers can be
invaluable. Ask: Who is in charge of their
training program? What kind of education do
they offer? Who pays for it? Will they come to you? Do they have
on-line training, video support, or other product-knowledge guides?

Will they work with you to introduce the line to your clients?

THE PROFIT MOTIVE

For many owners, this is one of the primary reasons to consider
launching your own line. If you can mark up a product 300 to 500
percent, or more, and still remain competitive, it becomes all
the more appealing. Ask: Will your profit margins be at least 60 to
85 percent? What is the initial investment? Minimum orders? How
quickly will reorders be delivered? Look at the overall price/profit
versus other value-added benefits for your business before you
make your final decision.—Rebecca James Gadberry
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