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EDITORIAL  SPOTLIGHT

S
elling laser treatments can be extremely lucrative. 
According to the American Med Spa Association’s 
2017 State of the Medical Spa Industry Report, 70 per-
cent of medical spas provide laser hair removal services 

and 54 percent provide laser skin resurfacing. The report also 
reveals that laser hair removal ranks as the third most impor-
tant revenue-contributor for medical spas. According to the 
American Society for Aesthetic Plastic Surgery (ASAPS), full-
field ablative laser skin resurfacing earned practices more than 
$849 million in 2016, and other laser-based procedures—
including hair removal, nonsurgical fat reduction, and tattoo 
removal—are extremely popular, as well. 

Given the amount of money these treatments can bring 
into medical aesthetic practices, it stands to reason that 
many—if not most—practices would be interested in 
offering them. However, acquiring a laser can be a great 
deal more complicated than simply going down to a store 
and picking one out. Here is how best to navigate the 
labyrinthine world of laser contracts.

THE HARD SELL
In recent years, a number of newly formed companies 

have begun to offer laser equipment designed for use by 
medical aesthetic practices, which has created unprec-
edented competition in the marketplace. This equipment 
can be extremely expensive, costing as much as $250,000, 
so the stakes for both manufacturer and customer are 
very high.

The representatives who sell laser equipment are generally 
compensated, at least partially, on commission and, given 
the cost of the machines, the commissions they stand to 
earn are substantial. Therefore, the reps are motivated—
often very motivated—to sell. Potential clients often forget 
this when they are evaluating a laser purchase. Savvy con-
sumers always keep in mind that sales reps, even at the most 
reputable companies, are paid most of their money when 
they actually sell a machine, so they can be very aggressive. 

Many reputable laser companies employ very knowl-
edgeable, very considerate reps—my company, AmSpa, 
works with quite a few—but because of the potential 
for lucrative commissions, some laser sales reps act in an 
unscrupulous manner. This is one reason a prospective 
customer should attempt to work with reputable compa-
nies with established track records. 

Unscrupulous sales reps often pressure potential cus-
tomers to make decisions immediately, without taking the 
time to truly evaluate their options. Some will tell these 
customers that they are on a tight deadline or that they 
have limited-time discounts that expire almost immedi-
ately. Instead of succumbing to this pressure, however, 
interested parties should take a step back and evaluate 
their options. These purchases are significant and should 
be treated with a great deal of care. Good sales reps will 
understand the gravity of the decision, and provide cus-
tomers with the time, information, and references they 
need to be confident about their purchase. 

NEGOTIATING LASER 
CONTRACTS
Prospective customers need to carefully consider some provisions that are typically found in laser 

contracts.
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KNOWLEDGE IS POWER
Prospective customers should also keep in mind that they 

only have leverage before the contract is signed, so they need 
to do everything they can to look out for their best interest at 
this time. When a representative presents a customer with a 
contract to purchase a laser, the customer must fully under-
stand that contract, because this likely is the only time it can 
be negotiated. If there are provisions in the contract you don’t 
understand, ask the sales representative to explain them as 
thoroughly as possible. A good sales rep will always take the 
time to make sure the customer understands the contract. 

If your practice’s attorney is familiar with negotiating 
laser contracts, you should definitely employ his or her 
expertise when evaluating or negotiating a laser pur-
chase; if he or she doesn’t, you should consider hiring a 
lawyer with knowledge and experience in this area. Laser 
contracts are different from contracts for other types of 
equipment in the medical aesthetic field—they include 
unique provisions, and the language they contain is differ-
ent from the other types of contracts you may have nego-
tiated, so enlisting the aid of someone with experience 
with these pacts can be tremendously helpful.

The amount of marketing support the manufacturer is 
offering is one aspect in a laser contract that should be 
carefully considered. Some laser companies offer excellent 
support, while others might say they will but guarantee 
nothing in writing. Guaranteed support in the form of a 
well-developed marketing assistance program will often 
increase the price; however, such a program is generally 
well worth the expense. Once again, it’s up to the custom-
er to make sure that the contract he or she signs includes 
language that guarantees sufficient manufacturer support. 

It is also important to ask the representative to provide ref-
erences from people who own and have extensively employed 
the laser that you are considering purchasing. These experi-
enced users can share everything you need to know about the 
product. A prospective customer should ask about how the 
laser performs, its service record, return on investment, the 
support the manufacturer offers, and any additional relevant 
information. Conscientious reps have a large number of refer-
ences from clients with whom they have worked throughout 
the years; if they don’t, you should view it as a red flag.

POWERFUL PROVISIONS
Prospective customers need to carefully consider some 

provisions that are typically found in laser contracts. 
Although it can take hours to review and analyze contracts, 
I often focus on the following three provisions when repre-
senting clients in laser purchases. 

Recertification fees. The most hotly contested provision 
deals with recertification fees. If a contract calls for recertifi-
cation before a used laser can be resold on the open market, 

the manufacturer must inspect the machine to “certify” that 
the laser is in working order and operating to the manufac-
turer’s standards. The fee that the manufacturer charges for 
this service can be quite high—$50,000 or higher—and it 
must be paid before the equipment is supported at a new 
customer site, which can cut into the machine’s resale value 
and make it difficult to re-sell on the open market. However, 
some manufacturers do provide a warranty and clinical 
training as part of this process, which may help to enhance 
the machine’s resale value. 

In order to understand how to address recertification fees, it’s 
important to know why they exist in the first place. According 
to Marisa Trasatti, general counsel for Sciton, “Recertification 
ensures that the device is safe for use on your patients and 
returns the unit to manufacturer-safe specifications. There is a 
growing secondary market for used lasers that are potentially 
hazardous to patients and physicians alike. Given the current 
malpractice climate, using a laser that may not have been prop-
erly maintained or was never recertified to the manufacturer’s 
original specifications puts a physician’s license and reputation 
at serious risk should an adverse event occur.” 

There are valid reasons for having this fee in place, but it 
is still a very significant cost. This is another reason why it’s 
very important to make sure that the laser you’re consider-
ing purchasing is right for your practice and can be support-
ed by your market. If, after a few months, you decide that 
the laser isn’t suitable for your business, you might be stuck 
with an extremely expensive laser you can’t use or sell for 
close to the purchase price, since the secondary market for 
lasers tends to depend on the equipment that’s being sold.

In some instances, you can negotiate recertification fees, 
and some laser manufacturers are even willing to waive 
them altogether in certain cases—typically when a practice is 
attempting to introduce laser treatments in markets where 
they have yet to prove to be successful. In fact, if customers 
can show that their market is not responding to the product 
offerings after a period of time, some laser manufacturers will 
even offer to repurchase the machine. These are all elements 
of the contract that must be negotiated into the contract 
before the sale, however; if the contract is signed and these 
stipulations aren’t included, they typically cannot be added.

Re-sale restriction. A re-sale restriction states that the cus-
tomer cannot re-sell a laser without manufacturer approval, 
or that the laser must be sold back to the manufacturer at a 
discounted price. As is the case with the recertification fee, 
there are valid reasons manufacturers include re-sale provi-
sions in their contracts; however, these provisions can limit 
a practice’s options when purchasing new technology. You 
may have heard horror stories about medical spas being 
stuck with perfectly functional laser equipment that they 
don’t use anymore because a newer model was released. I’ve 

(Continued on page 43)
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seen a practice with more than $1 million worth of laser tech-
nology gathering dust. This tends to be because the practices 
simply can’t do anything with the lasers due to contractual 
restrictions and the weak secondary market, which tends to 
be controlled by buyer demand rather than supply.

However, as is the case with recertification fees, a re-sale 
restriction can be negotiated. Once again, it is vital that a pro-
spective customer recognizes and deals with these provisions 
prior to signing the contract in order to maintain leverage. 
Reputable laser companies stand behind their products and 
typically will work with new clients to ensure they are satis-
fied. At the very least, this provision should be thoroughly 
explained so that the customer understands why it is there 
and how it could help the customer.

Service clauses and warranties. Finally, customers must 
make sure that the service clauses and warranties in the con-
tract offer sufficient protection for their practices. Although 
these machines are commonly found in medical spas, it’s 
important to remember that they actually fire lasers. This 
technology used to be confined to science fiction, not reality. 
These are sophisticated, fragile pieces of machinery, and no 
matter how reputable the manufacturer, they will need to be 
repaired and serviced. Good companies ensure that there is 
little downtime and expense when servicing their laser equip-

ment, but the customer must make sure that everything that 
needs to be covered is covered for a fair period, and that ser-
vice is guaranteed to occur in a timely manner. Every day that 
the machine is down is a day that it is not generating revenue 
for the practice. 

Savvy customers will learn about exactly what happens 
when the equipment needs service, what is covered (and what 
is not) under the warranty, and what the customer support 
entails. Moreover, you need to get as much as possible in writ-
ing so that you are contractually guaranteed efficient, cost-
effective service.

PROTECT YOURSELF
If you know of a lawyer who has experience negotiat-

ing laser contracts, you should definitely hire him or her 
to help negotiate any transaction involving laser equip-
ment. (Author’s note: The American Med Spa Association 
[AmSpa] works with a national law firm that focuses on 
medical aesthetic legalities and, as a member, along with a 
number of other great benefits, you receive a discount off of 
your initial consultation. To learn more, log on to american-
medspa.org.) Some practices might be able to afford having 
hundreds of thousands of dollars worth of dusty, unused 
laser equipment, but most definitely cannot. n

which offers weight loss surgery and non-invasive proce-
dures. In one month, the practice generated $19,170 through 
marketing support offered by a device manufacturer.  

Clearly, there are also benefits to manufacturers. 
By going beyond offering innovative technology, device 

manufacturers providing these value-add programs are sig-
nificantly improving the way they drive new revenue for cus-
tomers, strengthening practice relationships and, as a result, 
achieving a major advantage in a highly competitive market.

HOW THE VALUE-ADD MARKETING 
PROGRAMS WORK 

The marketing support varies widely. It ranges from 
including providers on manufacturers’ high-traffic web 
sites; manufacturer-funded marketing events; in-house 
agencies created by manufacturers to specifically help 
practices with their marketing; or bundling robust outside 
marketing services with the device purchase. The mar-
keting support is sometimes included in the price of the 
equipment or charged separately. 

To extract the most value from the marketing programs, 
it’s important that any marketing support helps promote 
the practice, not just the manufacturer’s brand. That’s 
how manufacturers deliver the most long-term value. 

Since late 2015, BTL Aesthetics has helped practices 

adding its Vanquish ME, Exilis Ultra 360, Ultra Femme 360, 
or Cellutone technologies to market the devices through 
an outside marketing service. BTL customers get six 
months of marketing free. After the trial, they can opt into 
the service at the monthly subscription rate.  

The bundled marketing service has helped BTL practices 
generate an average of just over $16,000 in incremental 
revenue per month, with an average of 19 more patient 
consultation requests per month. Data collected over a 
year-long period show practices that have taken advan-
tage of the program pay off their devices in less than six 
months. The average payoff time for BTL practices not 
using the service is nine months, according to BTL data. 

THE BENEFIT OF CHOICE
As device manufacturers get creative about how they 

sell to and support customers, aesthetic practices now 
have the opportunity to base purchasing decisions on 
more than just technology innovation. They can consider 
how manufacturers will support them in marketing their 
new services, generate consistent revenue and recover the 
cost of their investment. 

This added choice will leave practices equipped with 
not only technology, but also added confidence that they 
made a wise investment. n 
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