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Marketing Insights 
ISPA Snapshot Survey  |  February 2014 

 

Monthly Snapshot Surveys provide ISPA members with a valuable look into the state of the spa industry, spa industry 
trends and also help to identify the needs of spa professionals. Snapshot Surveys are conducted on the third Friday of 
each month, with full results provided only to respondents two weeks from the release date of the survey. 
Knowledge is a valuable tool and these quick surveys provide a wealth of information shared by ISPA’s members. The 
February Snapshot Survey asked ISPA members to provide marketing insights. 
 
ISPA members use a diverse range of advertising methods to promote their businesses and place a heavy focus on 
digital communications. Nine out of every 10 spa members use online social networking sites, up significantly from 
only 23 percent in February 2009. Emails were identified as the second most popular advertising method at 81 
percent. The use of direct mail has dropped from 59 percent in 2009 to only 39 percent in 2014.   
 
Spas are offering a variety of promotions to generate traffic. When asked about their spa’s discounting policy, a 
significant number of respondents focused on added value offerings, promotions for targeted audiences (i.e. locals, 
hotel guests, loyal customers, etc.) and promotions only available during slower non-peak times. The majority of spa 
members (94 percent) are using Facebook, up noticeably from 47 percent in 2009. More importantly, 90 percent of 
those using Facebook found it to be at least somewhat effective and one out of every four spas have found it to be a 
very effective tool. A variety of successful social media promotions were shared and are included on page 19.   
 
When looking at specific types of marketing promotions offered, 88 percent extend seasonal specials. Among those 
using seasonal promotions, 92 percent found them to be effective. Only 51 percent of spa members offer some type 
of discount for first-time clientele. For those offering discounts during slow periods, 44 percent have found them to 
be very effective.  
 
From a resource partner perspective, 88 percent use online social networking sites for advertising followed by email 
at 83 percent. More than half (58 percent) of resource partner members place restrictions on the discounts spa 
clients carrying their products can offer. Nearly half (43 percent) of resource partner respondents said Facebook was 
a very effective social media tool. When asked which social media sites they had used to promote a contest/giveaway 
in the past 12 months, 80 percent of resource partners said Facebook. In regards to resources used for tracking the 
success of marketing initiatives, just under half (46 percent) said Google analytics followed by customer relationship 
management (CRM) software at 41 percent.  
 
Within the survey, ISPA consultant members were asked to share one piece of advice for a selection of marketing 
topics including social media and discounting. A sample of their responses can be found on page 27. 
 
The results analysis includes answers from all respondents who took the Snapshot Survey in an eight-day period 
from Friday, February 21, 2014 to Friday, February 28, 2014. During this time, 322 ISPA members responded to the 
survey.  The categories “all spas” and “ISPA Spa Members” referred to within this report include data from all spa 
respondents (day, resort/hotel, medical and destination spas).  
 
 
DISCLAIMER:  This document contains proprietary information of the International SPA Association. For permission to reproduce any material 
contained in this publication, please call ISPA at 1.859.226.4326. If consent is granted, attribution to ISPA and other sources specified in the 
document should be made. 
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ISPA SPA MEMBERS 
 

Which of the following advertising methods does your company currently use? Respondents were allowed to 
choose multiple responses. 

 
 



 

 

 
 

4 

 
In both the February 2014 and the February 2009 ISPA Snapshot Surveys, spa members were asked the same 
question about the advertising methods they used.  The table below allows for an easy comparison of the data and 
the changes that have taken place since the question was first asked five years ago.   
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Has your spa promoted a percentage or dollar off discount on a spa treatment(s) within the past 12 months? 
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Respondents were asked if they could sum up their spa’s policy on offering discounts in one sentence, what would 
it be? A sample of the responses is provided below.  
 
Added value 

 Add value to offers, don't discount.  

 Added value to purchases. Guests will most likely buy more.  

 Added value to treatments such as enhancing treatments with other services, so as to not discount anything. 

 Finding that magic number is key and we find adding value rather than giving a discount is more favored 
by our guests. 

 Focus is mostly on value-added and seasonal specials. We try to limit discounting. 

 Offer value-added free services with an hour or more service booked. 

 Value-based. 

 We aim to offer incentives to our customers by presenting value-add enhancements or discounts on 
additional bookings; we also feature unique, new, seasonal services via a launch price/promotion. 

 We are happier upgrading than discounting. 

 We do not like to discount but rather offer value-added promotions. 

 We do not offer discounts to resort guests, as we do not want to cheapen the product. Our approach is 
value upgrade. 

 We like to give a gift with purchase instead of discounting.  

 We rarely offer discounts on services but will offer a seasonal service with an added value built into the 
pricing. 

 We rely on discounting during off-peak times to attract business and focus on value-added specials during 
peak season. 

 We would prefer to offer enhancements or perceived value rather than discounts. Discounts are usually 
used for guest recovery situations. 

 
Audience specific 

 25% discount only for spa members. 

 As a reward for hotel guests we offer a 10% discount on services. 

 Associated with room packages only.  

 Discounts are given to locals and customers that participate in our loyalty program.  

 Discounts available for locals and groups. 

 New technicians offer a discount to build business.  

 Offer a lot of discounts with resort packages and special priced services. 

 Referral discounts are consistent and effective, yet never a deep discount. 

 To stay competitive in the local market we offer 25% off spa prices to locals. 

 We are looking to drive business "in the day for the day" when we offer discounts to our resort guests 
via room voicemail or offer when they check in. We have a standing locals discount as well. 

 We did a local offer to increase awareness and traffic during our slow summer months - 20% off. 

 We do not do this as a rule; however, we offer preferential packages to key partners. 

 We give discounts based on customer appreciation. 

 We have a membership program with a 20% discount. 

 We highlight Monday as Happy Hour and discount about 30%. This is big for locals. 
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 We offer a discount of 15% to locals during the mid-week. 

 We offer corporate groups and residents a 20% discount on services; we also have key card inserts targeting 
suite guests checking in on weekends offering a 20% discount, to promote weekend business. 

 We offer discounts on package services and a locals/members discount; however, we do not combine special 
offers. 

 We offer discounts on services when we are slow or because, as players of our casino, they automatically 
receive a discount. 

 We offer discounts strategically during slow periods and target locals and our country club members. We 
do not include salon services and discounts are only good for services that are 50 minutes or longer. 

 We offer discounts to recognized affinity groups. 

 We only offer discounts to members. 

 We rarely offer a discount for a service. We have a locals discount and we offer special services throughout 
the year that have special prices. 

 
Loyalty 

 If you pre-book your next appointment, you will receive 10% off of a service.  

 If you rebook your appointment the day you check out, you receive $5 or $10 off that next appt. 
Appointments must be made in the next six months. 

 The more you come, the bigger your discount. 

 Transition; moving towards loyalty program versus discounts. 

 We offer discounts, as needed, to drum up business at times as well as reward customers for loyalty. 

 We run promotions to offset slower seasons and reward customer loyalty through consistent discounts. 
 

No discounts 

 Do not discount just to discount. It diminishes your product.  

 Do not do discounts too often or you will lose your base price. 

 Don't discount! 

 We do not discount spa services. 

 We don't discount.  

 We don't offer discounts, because our customer base is highly well off. 

 We keep our rates very competitive and reasonable, so that discounts aren't necessary. 

 Yield management, not discounting. 
 
Packages 

 Each month we offer a featured package. The package is a savings of 10-15% only. 

 Experience one free treatment with the purchase of one package treatment. 

 Must be part of a room-booking special package. 

 On occasion we will offer a treatment discount; however, every day we offer three spa packages that 
include discounted prices. 

 Prefer not to use discounting methods but rather packaging and specials. 

 Treatments package 10% discount. Month offer 15% discount. 

 We do not offer discounts that will be less than package pricing. 

 We package services together and then take no more than 20% off.  
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 We try to hold rate as much as possible, discounting only when purchasing packages or when necessary 
during traditional quiet periods. 

 We do not offer flat percentage discounts. Instead we use package pricing and we feature specific services 
and offer a discount on them. 

 
Select times 

 Always offer discounts Monday-Friday for local and hotel guests. 

 Apart from member discounts, we only offer discounts during very limited timeframes (during our slowest 
times of the month/day). 

 Discount during slow times in order to maximize the books. 

 Discount is applicable during low session or with a special group arrangement.  

 Discount mid-week to increase business during normally slow times.  

 Discounts are available Sunday-Thursday. 

 During slower months we will offer Tranquility Hours Monday-Thursday evenings from 4-7pm. We offer 
20% off 50-minute services. This has been very well received and appointments book up. 

 Last-minute appointments. $10 off any 60- or 90-minute massage or facial. 

 Members have a private club where they can enjoy a flat discount. Resort guests are offered discounts 
mid-week during the slow summer months to direct bookings to soft times and days.  

 Members receive a 15% discount Monday-Thursday. Plus, we have additional discounted seasonal services 
Monday-Thursday only. 

 Mid-week only. 

 Mid-week to those who opt-In to our email database.  

 Monday-Thursday only. 

 Never discount more than 20% and never on Fridays and Saturdays. 

 Offered only during need periods and non-peak seasons.  

 Promotions and discounts are designed to direct guests to book services on our quietest days to help 
drive business. We also try not to offer discounts on Fridays and Saturdays. 

 Seasonal specials. 

 Slower months absolutely, locals definitely (they're an hour away) and peak season not so much. 

 Spa discounts are offered when pace is slow and appointments need a quick pick-up. 

 The last week of the month depending how far away from goal, based on forecast projections, we will 
discount 10-20% off last minute add-ons via Facebook. 

 We consistently offer discounts for slow periods and for specific hours of the day 

 We do not have an "official" policy in place but try to keep discounts to slow weekdays. 

 We do summer pricing on basic treatments. 

 We offer discounts of 15% when necessary on slower days, Monday-Thursday and the same discount is 
available to spa club members on those same days. 

 We offer discounts to increase business during our slower times. 

 We only offer discounts mid-week during our quietest times. Usually $25 off a treatment valued at $125 or 
more. 

 
Other 

 Based on business levels, product levels and season of the year. 
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 Buy one service at regular price and get another at a discounted price. 

 Depending on volume. Not more than 20%, that's the max. 

 Do what it takes to make a sale without giving away the store.  

 Dollar off discounts, percentage discounts and seasonal specials. 

 Gift with purchase or 10% reduction with our monthly membership. 

 Higher spend/higher discount. 

 In these days of daily deals, one must occasionally compromise on pricing to maintain proper client 
retention. 

 It is usually purchase one service at full cost, and get second at a percentage off. Usually same day or 
same month. 

 It works on the basic spa treatments for the value guest. 

 Just enough, but not too much. 

 Keep it as minimal as possible but enough to stimulate business (10-15%) and don't offer during peak 
periods. 

 Max 15%. Sell $110,000 of series services a year.  

 Need-based revenue management.  

 Not too steep of a discount, offered when they bring a friend and not valid on Fridays and Saturdays  
(already have a wait list for those days). 

 Offer discounts to introduce services and promote seasonal services. 

 Our members receive 20%. Prefer not to offer more than 10%. 

 Provide specials to promote a better way of living and benefit the client’s health and wellness. Do offer 
a special just to get them in the door. 

 Variety for everyone to try something different. 

 We discount based on supply and demand. 

 We do daily deals and weekly special. We do not accept multiple discounts. 

 We have a basic discount of 15% off. 

 We offer $25 off seasonal services for those who sign up for the resorts rewards card.  

 We offer 20% seven days a week to local clientele. We do not put restrictions on Monday-Friday on any 
discounts. We believe that all business is important including discounted business. 

 We offer daily specials to fill in gaps for the day. 

 We offer discounts to promote specific treatments and discounts are not to be combined with any other 
offer/discount. 

 We offer monthly and weekly specials dependent on business needs. 

 We offer standard discounts for same-day second services and limited time discounts to promote a specific 
service. 

 We offer various monthly specials either percentage off or free upgrades. 

 We prefer not to discount the entire menu and instead offer a selection of services for a slightly discounted 
rate. We do also have a locals discount available. 

 We seem to offer so many discounts that it's almost unusual if a guest pays "rack rate." 

 We tend to instead include something "extra" with the service or package rather than discount. 

 We use discounting discreetly and try not to devalue our services by over discounting. 

 We use discounts based on our availability and only to fill in holes in appointments when we need to. 

 We use discounts to promote new technicians. 
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 We utilize discounted gift cards to maintain posted service (and other) prices. 

 We will ahead and if we see a slow time coming we offer sometimes a percentage off or a coupon with a 
dollar value. We are moving more to added value instead of a discount or dollar. We also do buy one get 
second service half price for same person. 

 When promoting a new or underused treatment, we discount to drive interest. 

 When spa services are priced higher than room nights, offer a discount to drive the leisure market. 

 When we launch a new service we introduce it as an introductory price. We also do flash sales on retail. 
 
 
Please identify what you consider to be the effectiveness of the following marketing promotions used by your spa. 
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Respondents were asked to describe their company’s most successful marketing promotion used within the past 
12 months. A sample of the responses is provided below. For response options that were submitted multiple 
times, the number of responses is listed in parentheses following the response. 
 

 $20 off gift card purchases. 

 $25 off seasonal treatments during the weekday. 

 $49 for a one-hour massage. This is run the first Tuesday of each month for our Facebook followers. 
Purchased credits can be shared and do not expire. 

 $99 50-minute Swedish massage, Signature facial or Signature manicure and pedicure. Includes gratuity,  
glass of champagne and 30-minute Infrared Sauna session. Only valid Monday-Friday, based on availability. 

 15% discount on pre-arrival appointments. 

 15% off our gift cards at our annual open house event. 

 20% discount on a spa service with a special rate cabin booking. 

 20% product discount coupon for purchase of $100 gift card. 

 30% discount for men only when the men’s locker room had to be closed and we could only service women 
that day. Sold out of all services within 24 hours on a Monday. 

 30% off 90-minute treatments. 

 50% off any 50-minute service. 

 Thirty-minute massage for $30 (which we break even on - makes us no revenue) offered only to the residents 
in our zip code. We sent out about 1,200 and 80 people came in. Of those 80, we definitely had some  
that were difficult, but most guests were very pleased and felt appreciated by our spa. We have multiple 
re-bookings at our original prices and a lot of providers now have requests as they have found loyal guests 
to follow them. 

 Add-ons at special price and free upgrades in the purchase of 50-minute treatment. 

 Added value: complimentary glass of champagne with service. 

 Annual, one day only 20% savings for pre-holiday shopping in late November (including gift cards). It's our 
way of rewarding our clients and they go crazy with their shopping needs. We serve champagne and light 
hors d'oeuvres throughout the day and into the evening. Most successful event in our 35 years of business! 

 Beauty day event with discount of 20% for pre-book. 

 Birthday at the Spa (lasting two days). We offered our guests 50% discount on massages, selected body 
and face treatments. We had a full house. Additionally, our guests drew lots with prizes (i.e. small cosmetic 
products, treatment discounts for the next visit, etc.). 

 Black Friday special (i.e. buy a gift card for $100, and get $125 in services). 

 BOGO (Buy one get one free). 

 BOGO at Thanksgiving. Buy one get one skin care kit free. Gets bigger and bigger every year.  

 Book a rack rate 50-minute service and receive a complimentary 25-minute manicure. 

 Book a one-hour massage and get an upgrade to 90-minutes. This proved to be very popular in January. 

 Book any 50-minute massage and add a 50-minute facial for $100. 

 Book any 50-minute treatment and get 30-minutes complimentary.  

 Book two treatments prior to 2 pm and receive 22% off. 

 Buy a package of four massages get one massage free. 

 Buy five classes get five more. 10 fitness classes for $55 during the month of December. 

 Combination spa service with resort restaurant voucher for prix fix meal. 
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 Complimentary brow wax. 

 Countdown to the holidays. We did a specialized package every day for two weeks in November. Packages 
sold between $300 - $1,200 and had very big discounts (added value and got rid of products that were not 
selling) and did an amazing amount of revenue through online sales of these specialized packages. 

 Couples massage for discounted price. 

 Created a new locals program, which incorporates: discounts, specials, recognition, referral bonuses and 
points towards free services. 

 Creation of a Wellness and Spa special linked to the days of the week that we could profit from more 
business (i.e. Member Monday and Tuesday Day Spa). 

 Currently running a promotion for the Wellness Wrap, a serene blanket wrap, as add on to any treatment. 
For our 15-year anniversary, we are offering it for $15 for the month of February. We advertised this via 
our monthly e blast. 

 Discount on Sunday-Thursday for local clientele. 

 Discounted gift cards. 

 Discounts offered during slow periods, advertised through social media and email. 

 Donation to a charity with every promotional treatment booked. 

 Donations of a percentage of the service to a local charity. 

 Dropping our membership price from $119 to $99 resulted in a significant increase in membership sales. 
Monthly sales have almost quadrupled. 

 Each month a select group of services we want to promote are offered month long at a discounted price 
or added value. 

 Employee pricing discount. 

 Enjoy a spa service within your first 24 hours upon arrival and receive 20-minutes as an added value. 
Purchase any 80-minute massage and receive 40% off the second. When purchasing one of the services 
form the list provided, a free 25-minute mini facial is given. 

 Facebook 12 Days of Christmas. Each day we did a posting similar to the song and issued a gift to one  
person per day. During those 12 days we received the most likes and comments. 

 Facebook "event" to invite others to our kids’ event called "Pamper Me Pink." Ask about your free spa  
service upon purchasing two from the list provided. 

 Facebook free couples massage by drawing a new face book follower promoting new likes. Got 800  
new followers. 

 Fall/harvest specials were very effective this year. 

 First time customer discounts are by far the best promotion that we run. 

 Gift card promotion that offered the client a $25 dollar reward card with the purchase of $150 gift card. 

 Gift card sales at Christmas and Valentine’s Day. Gift with purchase for retail sales. Social Media discount  
for us doesn’t work and are counter-productive to what people use Social Media for. People want to engage 
with your brand, get tips and tools to use in their lives, they don’t want to be "sold" on Social Media.  

 Gift with purchase is always the most successful. (2) 

 Groupon. 

 Had an event with our skin-care line for a "unique" one of a kind treatment. The treatment was free ($200 
value) with the purchase of $350 in retail. Resulted in $8,000 in sales. 

 Holiday shopping event: 15% off everything in the store. 

 Indulge for less 20% off prior to 1 pm. 
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 Invitation specials offered at check-in to guests during the slower season.  

 It was cold here in Colorado. We ran fun discounts like the 20 degrees below sale, which offered 20% off 
services. 

 LivingSocial. 

 Loyalty program is blowing up. Love it and so do our guests. We do gift with purchase but only for events 
(this is not typically an on-going offer). Referral programs work! 

 Monthly membership. Swipe credit card on the first of the month and they pick: 60-minute massage,  
specific facial, specific body wrap or specific pedicure. $70 value charged at $63 plus GST. This keeps  
them committed and our retention rate higher. It is continuous until they want to cancel. They may bank the 
treatments if they are away for the month. We have lots of snowbirds and oilfield people who work away!  

 Monthly specials and hotel packages. 

 Mother-daughter special. Mom pays full rate and daughter 16 and older pays 40% off when they share a 
room. They have a great time but it also gets our next generation of spa-goers started on becoming fans of 
our spa. 

 October "Spa Days" offering select menu of $69 50-minute services. October has become one of our 
strongest months even though our resort is not as busy. 

 Offering a basket of luxurious spa items free for our customers highly increases our sales. 

 Offering a spa credit with the room for days where hotel occupancy is lower than desired. 

 Offering any sort of free upgrade or combo package works very well, advertised only to resort guests when 
we need to drum up more business. 

 Offering special prices on treatments during need periods (weekdays). This offer was targeted to guests who 
signed up for Loyalty Program. 

 One price Signature Facial $99 with added Lip Treatment $130 value. 

 Our daily specials during our off-season (i.e. Monday $80 for 50-minute facial, Tuesday glass of wine with any 
pedicure and Wednesday 10% off retail). 

 Our fifth anniversary package had free upgrades to each service. This provided a great value for the guest 
and also ensured multiple bookings for massage, facials, and pedicures. 

 We gave a complimentary 30 minutes when purchasing an 80-minute treatment during our “Gift of Time” 
promotion. 

 Our loyalty program and free upgrades. 

 Our members always enjoy 20% off on spa treatments. On Mondays, we increase it to 30%. This has 
increased member spa use on Mondays by 70%, while moving their already-discounted services off peak  
days (i.e. weekend). 

 Our membership and loyalty programs bring in quite a bit of local business. Our number one marketing tool 
by far is our local magazine publications. 

 Our most successful marketing programs used are annual, limited time purchase packages that allow the 
guest to pre-purchase and then book within a selected window of dates. This not only puts the cash in the 
bank but ensure heads-in-beds during shoulder seasons that have historically been problematic.  

 Our most successful promotions occur when we partner with a non-profit and promote a "cause". 

 Our seasonal offers have been the most successful. They are treatments that are not on the menu and are 
offered at a discounted rate.  

 Purchase a 75-minute massage midweek at the 50-minute rate (local program only). 

 Radio advertisement and in house promotions for hotel guests. 
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 Recently did a text blast and received a great response from it.  

 Renewal package: 50-minute massage or facial and two-course lunch or high tea for $135. 

 Referral program. 

 Resort seasonal packages that include spa treatments. 

 Room package with spa credit. 

 Seasonal specials and last minute membership discounts were very successful. 

 Shortened services with lower price. Add on to increase spending. We do this for two, one-week periods, 
when we are slow. Great for locals. 

 Spa gift card with a cabana rental. 

 Spa Savor membership program. 

 Spa services with room rate. 

 "Spa’rkle” promotion $50 off any 50- or 80-minute service and 20% off nail services available during a 
specified week in replacement of participating in "Spa Week." 

 Spa Week $50 services. 

 Special locals package that included complimentary limo service to and from the resort. 

 Special treatment prices for members. 

 Teaming up with our hotel to offer inclusive packages, especially for mid-week. Also offering a mid-week 
promotion via Travelzoo. 

 To get all salon and spa staff involved we do the perfect pair which includes there choice of one spa service 
and one salon service at a discounted value then during their salon service they receive a complimentary  
ice cream or cocktail. 

 Travelzoo and monthly specials. 

 Twice in the last year, we promoted a 50-minute Swedish massage and lunch for $100 (not including gratuity) 
and promoted this through social media and newspaper advertising. This has been our most successful 
offering in bringing in new customers and getting those that hadn't been here in a while to rebook. 

 “Two for Two Hundred” (two treatments for $200). 

 Upon leaving we offer a $25 off card on next visit over $100. It has been very effective even being located 
in a hotel the guests return the next day. 

 Value added 20-minute facial or hot stone added to any 60-minute or more treatment. 

 Value added by upgrading to an 80-minute massage for 50-minute for half the price. 

 We announce a special for the next day at 4:30 pm, this allows us to fill in gaps or build on appointments 
already booked. Specials could range from a specific service to BOGO, with specific availability. 

 We are offering a monthly special based on the season and/or national holiday that usually includes a gift. 
It keeps the menu fresh and the guest interested in what we offer. We can also use these treatments for  
PR purposes and in-house marketing initiatives. 

 We began sending educational e-blasts out regarding services and products. 

 We built a $100 resort credit good for either F&B or Spa into the rate during our off-season months 
(December-March) for all guests with a two-night stay. This really helped stimulate both F&B and spa 
business. 

 We changed our skin-care line which the staff became passionate about and created excitement for our 
guests and increased our retail sales. We do not have a loyalty program yet, but will very soon. 
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 We did purchase $150 in gift certificates at Christmas time and receive $50 coupon to use during March and 
April (our slow times). Up our average gift certificate sale and helps bring people in during our slow months. 

 We did Travelzoo, although I am not sure I would do it again since there was a very low profit margin. It did 
expose us more to locals and kept the therapist busy. We did a $99 body polish and a 50-minute massage  
plus a glass of wine and cheese platter with access to the pool and fitness center. It was a bit much and 
we would not do that same offer again. 

 We extended a retail bundle offering two for $85 and three for $99 of specific items. Also extended a 
seasonal treatment offer for mid-week Monday-Thursday for our members. Also extended a 35% discount 
off two specified seasonal services. 

 We had clients take pictures in the spa and we posted them on Facebook. The picture with the most 
"Likes" received a free spa basket. 

 We have a World Away package, which includes access for the day, a spa treatment, lunch and gratuity. 

 We have in-room calendars, which feature the spa's daily specials and I participate in vendor marketing 
meetings at our sister locations, which do not have a spa. We also just began participating in a concierge 
referral program. 

 We hosted a vendor event where the event's featured facial, booked that night for the month, was 
discounted 30%. Guests also received a bounce-back coupon good for $30 off the same facial the following 
month. 

 We initiated Demandforce about a year ago. It is integrated with our software, Harms Millennium. We get 
a TON of new clients due to it. 

 We offer a 'Buy two, get one free' promotion on Black Friday only, and only for a limited number of hours. 
It is heavily promoted and hugely successful. 

 We offer our members a complimentary upgrade from classic services (i.e. classic massage to stone 
massage). 

 We offered a free lunch with the purchase of at least a 60-minute spa treatment. It was VERY successful. 

 We placed menu cards in treatment rooms, manicure stations and pedicure stations so that while a 
member/guest is receiving a service, more information is available. Specifically, using service provider's 
go-to product or service has been successful with upgrading and retail. 

 We promoted a Toys for Tots promotion where guests received a 50-minute service for $50 with a toy 
donation to Toys for Tots. This was done over our slowest period and generated 200+ appointments. 

 We ran a room and spa package on Social Media, which got a lot of traction.  

 We ran a Wine Down promo (50-minute service with comp glass of wine). This was a huge seller! 

 We were closing our co-ed wet facilities to do a renovation. In an attempt to turn this negative into a 
positive, we extended an offer to every hotel guest and resident: a complimentary upgrade to any  
60-minute service booked. The guests had a large choice of upgrades, including upgrade to a  
90-minute service, hand treatment, foot treatment, eye treatment, scrub, VIP suite usage, etc. 

 Working with travel partners and via company website. 

 Zoomer magazine article about weeklong stays.  
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Please identify what you consider to be the effectiveness of the following social media tools used by your 
company. Please select “do not use” for any of the social media tools not used by your company within the 
past 12 months. 
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Which of the following social media sites, if any, has your company used to promote a contest or giveaway  
within the past 12 months? 
 

 
 
 
Respondents were asked to describe their company’s most successful social media promotion used within the past 
12 months. A sample of the responses is provided below.  
 

 Twelve days of Christmas. Each day was different and had multiple winners. For instance: tell us your favorite 
lip color and where you will be wearing it, the first three responses won a lip color. 

 20% off Monday-Thursday for treatments booked 6 pm or later.  

 A contest on Facebook that was of interest to the entire hotel. People were asked to submit their ideas on 
what green initiatives the hotel could implement that would immediately reduce the waste footprint. We 
ended up installing a filtered water dispenser and creating a branded St. Julien glass reusable water bottle. 
While this had been in the works for a while, it spurred ownership to action. The winner received a night at 
the hotel, along with dinner etc.! 

 Bring a friend and enjoy 50% off second service. 

 Countdown to the holidays. We posted each day’s special promotion on our Facebook account and received 
a lot of great feedback. 

 Facebook giveaway contests.  

 Facebook last minute specials: "today only" call and mention the special for a 25% discount. 

 Facebook Submission Contest: "Story of Us." Followers submitted stories of how they met their Valentine 
to win a couple's package. We had 20+ submissions & loyal engagement. 

 Facial treatment promotion through Facebook. 
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 Featuring Mother’s Day: Tell a story about how wonderful your mother is and why she needs a day at the 
spa. Complimentary bath and wrap is the price. 

 For the month of December we do the 12 Days of Christmas with different giveaways. We do it to the theme 
of the song and show gift sets, and have guest post comments. For the month of December we received a 
total of 286 comments, 193 likes, and total Facebook page like for the month of 1,418. 

 For the spa, we have not had a true success story with social media. 

 Free Pedicure to a person who likes/shares our ad on Facebook. We had over 1,000 likes. 

 Get our followers to assist in deciding on certain things (i.e. a new product line, new treatments, etc.) by 
helping us they were entered to win prizes. 

 Giving away a couples massage during February (Specifically Valentine’s Day) with drawing of new people 
who liked the page. 

 Help us get to 10,000 fans on Facebook and we'll choose three winners for prizes. Gained over 1,500 fans in 
less than three weeks. 

 In honor of Valentine’s Day, we had a Cutest Couple contest where followers would vote and like their 
favorite couple. Winner received a Spa Date for two package. 

 Instagram was our top social media tool to reach our customers. Taking into consideration that our followers 
are from Class A, royalties in Saudi Arabia, that don’t like to read a lot. Engagement from Instagram helped in 
reaching an increase of 20% in our customer base. 

 Instagram. Guests were encouraged to take pictures and hash tag us winning a resort night and money to 
spend at the spa or golf course. 

 It was called “Show Your Boots.” They had to take different pictures of their cowboy boots doing different 
events in the hotel and other outlets and post to Facebook. It was huge and the draw was amazing. 

 Like a specific Facebook post and enter to win a $100 gift card.  

 Like our page to enter to win complementary treatment. 

 Living Social special reduced room rate Sunday-Thursday plus $20 spa voucher. 

 Mention Facebook ad and receive offer. 

 Name our turtle in Facebook with a very nice prize to the winner. 

 New Year's Eve promotion was effective, Valentine's was more effective for the couples massage. 

 Our cool sculpting event. 

 Our monthly Adventure Planner lists seasonal specials, and is most effective in driving business to our spa. 

 Partnered with a retail company to offer a service/retail component for service "X" booked. 

 Pictures tell a thousand words. Drive engagement versus verbiage. 

 Powder Day Facebook special to encourage guest to come to spa after skiing. 

 Promotion of Open House Event via Facebook. 

 Renew You Contest where people in the community voted for the most deserving person for a spa day. The 
reward was for three complimentary services for the person that won and discounted services for up to six  
of her friends. 

 Share our fan page to receive a free massage. Several shares and views generated from that promotion. 

 Share our status and you can win a free massage. 

 Spa chic during the month of September. Advertisements and television promotions placed in hotel rooms. 

 Tell us your favorite hotel story and receive a special rate! 
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 This year we created The Spas Facebook page separate from the hotel. To promote The Spas page we offered 
a one-night stay, breakfast for two and complimentary 60-minute treatment as a prize for one luckily guest 
who shared our and liked our page. We gained over 300 Facebook followers in less than a week.  

 Twitter. We added 600 follows during a celebrity event. 

 Unfortunately, we use very little social media at this time. 

 Uploaded photo contest on Facebook. 

 Valentines weekend getaway package includes room, spa credit and dinner. 

 We do a photo contest of the property via Facebook. 

 We gave away a spa retreat gift card every Friday for three Fridays and our Likes jumped 500 in that time 
frame. 

 We gave prizes for comments, posts and shares on Facebook throughout the year. It did increase our views 
and likes but did not necessarily increase flow of business. 

 We get the most traction on Social Media from people when we share ideas, thoughts, inspirational quotes, 
do giveaways, etc. But people don’t want to be sold to or told they can get a percentage off by calling a 
phone number. 

 We had a contest on Facebook for our guests to submit a 'WOW' moment or experience during their stay at 
our resort to win a one-night stay with breakfast. 

 We had a student massage therapist in completing her practicum and we advertised her hours and the 
discount of her being a student and she was booked up instantly. 

 We had clients take pictures within the spa. We then posted the pictures and the picture with the most 
"Likes" received a spa basket. They were encouraged to make the picture as unique as possible. 

 We just recently hired a new sales and marketing manager to handle our on-line campaigns- just in the last 
two weeks we have seen an improvement on our visibility, readership and click through / shares. We 
anticipate using this more effectively going forward. 

 We occasionally do contests to win passes to the baths. The issue is that it is our loyal guests, not new  
guests, who participate. 

 We post our events and promotions regularly and post the pictures afterwards so people see what they 
missed out on. People are posting more themselves saying nice things about our spa. People were pretty 
quiet to begin with. We love the interaction! Before it was like it was one sided. 

 We prepared a discount voucher for $10 in black and white colors on Facebook. Users had only to print and 
come with it to our spa. We had a lot of guests, who came with it. 

 We ran a Mother’s Day promotion for a special mother participants had to write in and we gave the winner 
a day at the spa 

 We sponsored a Breast Cancer research donation campaign during October last year, where we donated  
$10 for every new Twitter follower. We capped it at $2,500 and easily hit that mark. 

 We use Facebook to compliment the ads we run in e-blasts and local newspaper 
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Which of the following resources, if any, does your spa use to track the success of marketing initiatives? 
Respondents were allowed to choose multiple responses. 
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ISPA RESOURCE PARTNERS 
 
Which of the following advertising methods does your company currently use? Respondents were allowed to 
choose multiple responses. 
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Does your company have discounting restrictions that spa clients must adhere to when carrying its products? 

 

 
 
 
 
Please identify what you consider to be the effectiveness of the following social media tools used by your 
company. Please select “do not use” for any of the social media tools not used by your company within the 
past 12 months. 
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Which of the following social media sites, if any, has your company used to promote a contest or giveaway  
within the past 12 months? 

 

 
 
 
 
Respondents were asked to describe their company’s most successful social media promotion used within the past 
12 months. 
 

 25% off on first purchase. 

 A charity raffle drawing to promote my subsidiary company's products. 

 A promotion for a free set of products using Offerpop. 

 Consumer sweepstakes paired with a resort that carries Borghese Spa treatments and products. 

 Cyber Monday promotion advertised on our website and Facebook page. 

 Engaging the customer to share their experience about our brand and enter to win something. 

 Facebook contest. 

 Facebook interaction competition. 

 Facebook promotions tend to do the best. We post a link to enter a giveaway and people are opting in 
to our email list as a condition of entry. We've grown our email list significantly as a result. 

 Gift with purchase on our Facebook page. Purchase a full-size retail neuLASH and receive a three-month 
travel size as a gift. 

 Like us on Facebook for a chance to win.  

 Member appreciation week: 20% off all departments for a week. 

 New product giveaway with page shares. 

 New website. 

 Twitter to promote our app launch of Intentional Aromatherapy Bar at the 2013 ISPA Conference & Expo. 

 We don’t do promotions. Only use social media to draw people towards our blog and references. 
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 We had a Facebook party where one of our clients featured us as the brand of choice. Their clients asked 
questions about the brand on their Facebook wall, every 30 minutes we raffled off to the participants.  
The client saw a significant jump in sales online and in their retail stores that week. 

 We have driven a spa "getaway" campaign to promote spas with overnight accommodations (hotel spa, 
destination spa, etc.) across our social media platforms and engagement was very high. 

 We have had the most success with promotions on our website. We are just booting up after a recent 
purchase of the company. So, too soon to know. 

 
 
Which of the following resources, if any, does your company use to track the success of marketing initiatives? 
Respondents were allowed to choose multiple responses. 
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ISPA MEMBER CONSULTANTS 
Spa consultant members were asked to share one piece of advice for each of the following marketing topics. A 
sample of the responses is provided below. 
 
Social media marketing: 

 Actively listening and participating is the key to a successful social media marketing plan. Engage with your 
customers where they hang out online. 

 Get involved if you are not already! You need to be on Facebook, as your clients trust you more when you 
are accessible. You have to share information here, become a resource through Facebook, tweet resources 
through Twitter and also promote last minute appointments. Instagram is also offering new ways to share 
beauty brands and spa related updates quite successfully! 

 Have a dedicated employee to monitor and update Facebook, Twitter and Instagram. Do not deluge with 
offers and also present non-sales related materials (i.e. articles on health issues, local events, etc.). 

 Of course social media is vital in today's world of business. It is not only a great tool to connect, but also to 
promote services, create your image and connect with great people. It will all depend on who is managing 
your social media (i.e. if you are a branded hotel, day spa, etc.) and what your plan is. Make sure that you 
have a consistent message, image and story. That will keep you on everybody's radar. 

 Share a video. Create a video of your customers sharing their testimonials and post one monthly or quarterly. 

 Social media can be a powerful tool to use with an integrated marketing communication program. I would 
not rely on it alone to drive sales. 

 Social media is certainly the best way to communicate with your current and potential guests. The advice I 
would give is to be sure you manage you social media profile carefully as it can get away from you and your 
business quickly. 

 Social media is one of the most under-utilized (and FREE) marketing channels out there for spas. However, 
be careful and do not just use social media when you are trying to sell something or when your spa needs 
business. Your followers will pay attention a whole lot more if you've been engaging with them and 
educating them along the way. If the only content you ever post on your spa's social media channels is an 
ad for the next special or promotion, then you're missing the entire point of social media. 

 Social media marketing is no longer in “the intern” realm. You need someone with a real voice that can write, 
as well as adhere to brand standards. This person is also a point of contact with your customers, so they 
should be taught how to respond to issues or problems (say, with a treatment or a hotel stay). Reputation 
management, as well as social media channels, are getting more closely aligned. Hire a professional and 
map out a calendar for topics. Experiment with content that will really engage (not just sell) your audience. 

 Use it as much as possible. It is one of the least expensive and most effective marketing tools available. For 
B2C Facebook, Instagram and Twitter cannot be beat. 

 Very effective form of direct communication. 
 
Offering discounts: 

 Be careful your discounts do not discredit your loyal customers. 

 Don't be afraid to offer discounts, but do it in a way that creates value for the spa guest and will make them 
want to return. Creating specials just to drive one-time-only customers is just more work for you and in the 
end has little to no ROI. 

 Don’t solely give discounts. Offer value-added packages that can help build on your sales. 
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 Good, but be cautious about becoming a "discount" brand and offering too many offers. It can be confusing 
to customers as well as your staff. 

 I prefer to use value-add. Constant discounting devalues your product. Use discounts selectively. Compete 
where needed. 

 My belief is that offering discounts is a way of setting your new price point. Your guests will begin to expect 
them. If you feel you want to offer something make it an enhancement to your service or retail offerings. 

 Proceed with caution. I don't recommend offering actual discounts, but rather finding ways to increase value. 

 Sometimes they are necessary, but it is a slippery slope to commodity-status. 

 There has to be a strategic and consistent plan to discounting and there are many ways to offer discounts 
that do not always involve just lowering prices. I love packages of two or more services during slower times 
of the day because it not only fills these periods but it also provides guests the opportunity to try other 
services. For example, if you already do a lot of manicures and pedicures, offer a package that combines a 
pedicure and facial if you want to increase your facial business. Look at your percentages in each category 
of services and start there. I also love purchase with purchase (i.e. "Book a facial and get a body cream for 
X."). Gift with purchases are also great because everybody loves presents! (i.e. "Book a facial and get a nail 
polish as our gift to you."). Make sure that you have evaluated your promotion so that your costs do not 
outweigh your investment in the promotion. It has to be a win/win for both you and your guests. 

 Targeted discounting can be successful. Before creating a discount, determine what the outcome is that you 
wish to achieve. Make sure the discount works to the benefit of your business, not just to get people through 
the door at a deep discount. I do prefer value-added solutions, as opposed to discounting, but a 
well-targeted discount can have a place in your marketing strategy. 

 When customers provide input on feedback cards. Offer a drawing monthly or quarterly to the customer 
with a discount on their next service. 

 
Seasonal menus/promotions: 

 A must do. With 50% of retail sales made in November/December and an additional 17% at Valentine's, 
do not miss the opportunity. 

 Absolutely! Just make sure that you are not sitting on inventory after the season. Nobody wants a cinnamon 
scrub in April or winter clothes in July! 

 Always a good idea!  

 If creating a peppermint foot soak for your pedicure menu or pumpkin soufflé wrap during the holiday 
season doesn't make sense for your spa, I suggest highlighting a treatment that is already on your menu 
either monthly or quarterly as a promotion. Create an incentive contest with your staff to see who can sell 
the most and then reward those who perform well. By highlighting the existing treatments on your menu 
as promotions, this not only keeps your treatment supply costs down, but also creates a well-educated staff 
regarding your entire menu as you rotate through the different treatments. 

 Instead of following your typical calendar, create a customized original one that focuses on the non-
traditional events. Maybe tie it into your community. 

 Keeping it fresh resonates with the customer, plus it gives you a reason to contact them with a promotional 
message. 

 Provide a gift with purchases for Mother's Day for the person purchasing the package or offer a discount on 
their next service. 

 Seasonal promotions are a great way to motivate current and future guests to visit your facility. They should 
be scheduled a few times per year and could be around holidays or special events. 
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 Seasonal services are a good way to offer a lower cost alternative without discounting. They also get 
customers in the door. Seasonal offerings are also a good opportunity to highlight the uniqueness of your 
spa and help test the water to see how well your clients receive the new service.  

 Take advantage of these by offering something unique with a lot of value that clients cannot get year-round. 
You can also test-run a menu change. 

 


