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Quarterly Performance Survey Results 
ISPA Snapshot Survey  |  July 2016 

Monthly Snapshot Surveys provide ISPA members with a valuable look into the state of the spa industry, spa industry 
trends and 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 
July Snapshot Survey requested information relating to performance during the second quarter of 2016.    

In regards to gross revenue change for the second quarter of 2016, 69 percent of ISPA spa member respondents 
reported some level of increase over the same quarter in 2015. The largest group of spa respondents (31 percent) fell 
in the up by 1-9% increase range. When asked about the level of gross profit change when comparing quarter two of 
2016 versus the same time in 2015, 64 percent of spas saw an increase.  

A majority (65 percent) of spa respondents reported second quarter 2016 spa visits were up compared to the same 
time in 2015. When asked about average retail revenue per treatment, 26 percent of all spas fell into the $5-$10 and 
$11-$15 ranges. Only nine percent of resort/hotel spas reported average retail revenue per treatment of more than 
$25 compared to nineteen percent of day spas. In regards to workforce changes, a little less than half of all spas (41 
percent) filled vacant positions only during the second quarter of the year. Twenty-seven percent of day spa 
members said they added new positions during this quarter compared to 26 percent of resort/hotel spas. 

Spa respondents were asked to share any anticipated workforce changes for the second half of 2016 along with the 
reason for the changes. Some responses included ending seasonal hires, looking to add staff members to fill new or 
vacant positions or to accommodate demand and no workforce changes anticipated. 

Those spas who added a new product to their retail lineup that successfully flew off the shelves during the second 
quarter of 2016 were asked to share details of the product. A sample of responses included a variety of Éminence 
Organic Skin Care products, FarmHouse Fresh offerings, jewelry lines including Mala & Mantra and Mae Mae Jewelry, 
more offerings of male skin care products and Supracor bath mitts.   

The large majority of ISPA resource partner members (76 percent) saw a positive increase in gross revenue in the 
second quarter of 2016 compared to 2015, with 40 percent of respondents who experienced a change of 20-50%. 
When comparing profit change from the second quarter of 2016 to the same period in 2015, 76 percent reported an 
increase. In regards to workforce changes, 52 percent of respondents noted they added new positions. Ninety-one 
percent of ISPA resource partner members saw an increase in the number of new accounts, with a little under half 
(47 percent) reporting their numbers being up more than 15%. 

The results analysis includes answers from all respondents who took the Snapshot Survey in an eight-day period from 
Friday, July 15, 2016 to Friday, July 22, 2016. 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 

Gross Revenue Change│ISPA Spa Members
2nd Quarter 2016 vs. 2015 

What was your gross revenue change for the second quarter of 2016 compared to the second quarter of 2015? 
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The following tables provide gross revenue change data from previous quarterly ISPA Snapshot Surveys. To allow for easy 
comparison, the results are displayed using the original response options. 
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Gross Profit Change│ISPA Spa Members
2nd Quarter 2016 vs. 2015 

What was your profit change for the second quarter of 2016 compared to the second quarter of 2015? 
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The following tables provide profit change data from previous quarterly ISPA Snapshot Surveys. To allow for easy comparison, 
the results are displayed using the original response options. 
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Change in Spa Visits│ISPA Spa Members
2nd Quarter 2016 vs. 2015 

How did your number of spa visits change for the second quarter of 2016 compared to the second quarter of 2015? 
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The following tables provide change in spa visits data from previous quarterly ISPA Snapshot Surveys. To allow for easy 
comparison, the results are displayed using the original response options. 
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Average Retail Revenue Per Treatment│ISPA Spa Members
2nd Quarter 2016 vs. 2015 

What was your spa’s average retail revenue per treatment for the second quarter of 2016? 
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The following tables provide average retail revenue per treatment data from previous quarterly ISPA Snapshot Surveys. To 
allow for easy comparison, the results are displayed using the original response options. 
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Change in Average Retail Revenue Per Treatment│ISPA Spa Members
2nd Quarter 2016 vs. 2015 

What was your spa’s change in retail revenue per treatment for the second quarter of 2016 in comparison to the 
second quarter of 2015? 
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The following tables provide change in retail revenue per treatment data from previous quarterly ISPA Snapshot Surveys. To 
allow for easy comparison, the results are displayed using the original response options. 
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Workforce Change│ISPA Spa Members
2nd Quarter 2016 vs. 2015 

Which of the following best describes your workforce changes for the second quarter of 2016? 
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The following tables provide change in workforce data from previous quarterly ISPA Snapshot Surveys. To allow for easy 
comparison, the results are displayed using the original response options. 
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Respondents were asked to share any anticipated workforce changes for the second half of 2016 along with the 
reason for the changes.  A sample of responses provided is below. 

 Add full-time and part-time.

 Add more on-call, assure rooms are staffed.

 Add more part time employees so that all shifts will be covered when employees request time off.

 Adding new positions as we are too busy for current staff.

 Business volume is up, so we need more therapists. We plan to hire 2 additional massage therapists, and 1
aesthetician.

 Continue to add staff for upcoming peak season.

 Continue to hire.

 Decrease in labor hours for support staff, due to minimum wage increase for CA.

 Decrease the number of therapists with their vacations because occupation is very slow.

 Decreasing hours for full-time and part-time employees.

 High-seasons Dec/Mar hire.

 Hiring a new staff member, we have demand.

 Hiring more people because we are going to offer more services.

 Hiring to fill vacant positions.

 Hoping to add more part-time therapists to satisfy increased business.

 I need additional service providers-but market is tight right now.

 Increase hourly wage for therapists and estheticians to match 85% of current CBA rates as of 7/1/16.

 Low seasons are Sep./Nov.-no hiring.

 More dual license therapists.

 Plan on hiring one more front desk agent.  This was a budgeted expense for Q2, however, we held off on
filling the position due to overall performance of the hotel.  We're now in a position to fill the vacancy.  We
are also planning on hiring addition part-time and on-call massage therapists.

 Restructuring all departments for improved efficiency and profitability. Will be engaging in lay-offs, hiring,
adding new positions, eliminating positions, etc. in our salon, fitness and health departments

 Re-visiting staffing guidelines due to anticipated lower demand for second half of 2016.

 Slower season begins after Labor Day; staff could end up having their shift be on-call more often than fully
booked.  However, we plan to target public guests more readily in the slower times...online promotions and
local businesses in for team building/incentive spa days for their staff.  Holiday spa days for local business
staff teams are also popular.

 Summer seasonal hires end.

 There are no workforce changes for the second half of 2016; we will remain all staff full time.

 Trying to recruit full-time estheticians, to replace aging staff members and those that will be leaving for
maternity leave.

 We are currently in renovation and will reopen later this year with additional opportunity for growth and
seasonal demands.

 We are hopeful to add some positions back to the management team as well as LMTs. Providers I can always
add but the salaried and hourly positions are a struggle.

 We are looking to hire 1 more massage therapist, and 2 more nail techs and 6 more stylists for our second
location.
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 We are trying to fill vacant positions and add new, struggling to find qualified candidates. Did add
administrative position.

 We plan to increase staff size by another 10%.

 We plan to add a guest services lead. This will allow for another layer of management as well as up the level
of service for our guests.

 We slowdown in the summer then pick back up in the winter. We have more part-time in summer and more
full-time in winter.

 We will increase the fitness staff - desk, trainer and instructor as well as add at least one therapist, a nail tech
and a spa desk receptionist as we anticipate a strong season.

 We will probably cut back on hours for seasonal changes.

 We would like to add the services of an acupuncturist.

 Yes, adding in more specialized and qualified nurses and therapist professionals to our team.

Spa respondents who added a new product to its retail lineup that successfully flew of the shelves during the 
second quarter of this year were asked to share details about the new product(s).  A sample of responses provided 
is below.  

 Added Intraceuticals product lines.

 After Party Roll On - help to minimize eye
bags, black circles and has a lift effect.

 Aroma Sense Showerheads.

 Aromaflage-natural alternative to chemical
insect repellents.

 Ashiatsu.

 B. Up, Gottex, Coolibar, Karma and Natural
Life.

 BABOR skin care line sold like hot cakes.

 Bath bombs in the shape of cupcakes.

 Best seller=BABOR Enzyme cleanser.

 BLINC.

 Coobie Bra's and tank tops, and board shorts
for the ladies.

 COOLA SPF 50 Sport Sunscreen.

 Cooling gel Pino fit.

 Dr Gross Carita.

 Dr. Spiller.

 Elemis.

 Eminence.

 Eminence Rosehip C+E firming oil.

 Eminence Targeted Serums and The Knot Dr.
Brushes.

 Enhanced our offerings of organic apparel,
offering special price point merchandise.

 FarmHouse Fresh and Desigual sport.

 NuFace Facial Toning Device was added in
June and the launch was extremely successful.

 Himalayan Salt, Shower Spray – Eucalyptus.

 HydroPeptide.

 Hylunia Beyond C Complex and Hylunia
Intensive Repair Eye Cream.

 Increased our variety of products and
accessories in our retail area, our apparel does
sell very well.

 It wasn’t a new product but a new philosophy.
We are offering pop up retail displays in new
areas around the hotel to promote the spa
products and suncare.

 J Beverly Hills: Volumus.

 Kai and Live Love Spa shirts.

 Kneipp.

 Lira Clinical.

 Local artisanal scrubs.

 Local jewelry.

 Luzern skincare.

 Mae Mae  Jewelry, Spongelle products.

 Mala & Mantra.

 Melis - her crystal charm bracelets and Henna
tattoos have been flying off the shelf (we
literally sold 1/3 of our inventory in the first 4
days of having it).  Mind in Motion is also
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another new line that we've brought in, which 
is also doing extremely well for us. 

 Mind in Motion T-shirts, pants, shorts.

 Mio and Eminence.  With Mio the workout
wonder and liquid yoga do amazing and for
Eminence we don't carry a ton of sku's, but
what we do carry sells very well.  Our team is
very well trained.

 Moving to more yoga wear.  It is hot for every
day every event.  Alo is a new line along with
Varley.

 Ojavan Headache roller - essential oil roller.

 OM4.

 Onzie.

 Organic Male Skin Care products.

 Phai.

 RevitaLash.

 SkinCeuticals.

 Spray Facial Sunscreen - solar protector for
face which has a hydration factor.

 Supracor bath mitts and To Go Spa eye gels.

 Supracor cell bath mitt and face.

 T-Spheres.

 The Salt of the Earth products.

 To Go Spa eye collagen pads.

 UV protection for the face.

 Venotonica Gel - ideal for swollen legs , poor
circulation and muscle aches.

 Vitamin C body cream, collagen peptide
cream.

 Voluspa Candles.

 Water bottle flavour drops. Antioxidants,
sleep aid, liver health, immune boost, sport.

 We added Mala Manta recently.

 We are brining in Natura Bisse, Herbivore and
luxury nail polish brands like Smith and Cult
and Deborah Lippmann.

 We are finding vitamin C products to be really
hard to keep in stock. More resort wear is
being sold as well.

 We partnered with ESPA. They have 80% of
our menu and we carry their facial line.

 We recently introduced the Osmosis
Harmonized H2O and Vitamin line, Vita
Liberata sunless tanning product, and Mala &
Mantra jewelry.

 We've added some FarmHouse Fresh Products
that have sold really well.

 Wrap Up Robes great fabrics and price.

 Yoga Balm.

 Yummie underwear.
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ISPA RESOURCE PARTNERS

Gross Revenue Change│ISPA Resource Partner Members
2nd Quarter 2016 vs. 2015 

What was your gross revenue change for the second quarter of 2016 compared to the second quarter of 
2015? 

The following table provides gross revenue change data from previous quarterly ISPA Snapshot Surveys. To allow for easy 
comparison, the results are displayed using the original response options. 



 

 

 
 

20 

Profit Change│ISPA Resource Partner Members 

2nd Quarter 2016 vs. 2015 
 
What was your profit change for the second quarter of 2016 compared to the second quarter of 2015? 
 

 
 
 
The following table provides profit change data from previous quarterly ISPA Snapshot Surveys. To allow for easy comparison, 
the results are displayed using the original response options. 
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Workforce Change│ISPA Resource Partner Members 

2nd Quarter 2016 vs. 2015 
 
Which of the following best describes your workforce changes for the second quarter of 2016? 
 

 
The following table provides change in workforce data from previous quarterly ISPA Snapshot Surveys. To allow for 
easy comparison, the results are displayed using the original response options. 
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What percent increase or decrease did you see in your number of new accounts, repeat clients, account closures 
and international accounts for the second quarter of 2015 compared to the second quarter of 2016? 
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Did your company launch a new product during the second quarter of 2016? 
 

 
 
Some respondents specifically identified the new product their company launched during the second quarter.  Their 
responses included: 
 

 Age Defying Ultimate Overnight Copper Marine Masque. 

 AromaSport bracelet. 

 CELLTRESOR - A revolutionary treatment, containing the newest-to-market actives that dramatically enliven 
the skin and deliver visible results with the first treatment. Five products formulated with state-of-the-art 
cocktail mix that provides structural support at a cellular level, achieving deep seeded rejuvenation. 

 Force de Vie Creme Nuit and Hydra Enzyme Masque Nuit. 

 Instant Radiance three-in-one sunscreen and tinted moisturizer in two shades. 

 Lavender Infused Eucalyptus ShowerMist. 

 Lenox M Pedicure Spa - Due to closure of our competitor company, we noticed some of the clients didn't 
know where to go to replace their pedicure spa.  We have developed this pedicure spa by interviewing 
technicians and spa director at a high-end salon and spa to meet their needs. 

 New Jewelry Collection for the Spring Summer 2016. 

 New to the USA - Euroblonde Gold edition non-strip (hard wax). 

 PHYT'SUBLIM EYES - Professional Back Bar eye treatment. 

 PHYT'SUBLIM EYES - Retail eye serum, eye fluid and eye mask. 

 Saltability bamboo tray with 20 hand carved Himalayan stones used for Himalayan salt stone massage. 

 SolTec Lounge distribution. 

 Summer and resort UPF 50+ sun apparel collections for babies, kids, men and women. 




