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Employee Training Results 
ISPA Snapshot Survey | August 2018 

 
Monthly Snapshot Surveys provide ISPA members with a valuable look into the state of the spa industry, 
spa industry trends and helps 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 August 2018 Snapshot Survey inquired about employee training for both 
spa and resource partner members. 

The 2018 ISPA Spa Workforce Study showed employee training as a significant need in the spa industry and 
finding well trained employees was a top area of concern for spa directors. This Snapshot Survey report 
dives deeper into the training programs implemented by spa and resource partner members alike to 
further investigate the current practices, as well as wants and needs of those in the industry. 

The majority of all spa respondents offer training of the following types to their employees: in-house, 
hands-on vendor training (93 percent), virtual vendor training (72 percent), customer service training (83 
percent), leadership/management training (69 percent), new employee orientation (95 percent) and retail 
sales training (79 percent.) On the other hand, a minority segment of resource partner respondents receive 
training in the following areas: complimentary hands-on training at the client’s spa (48 percent), 
complimentary hands-on training at your company office (20 percent), hands-on training at your company 
office (33 percent), training/tutorial videos (45 percent), live virtual training (43 percent), web-based 
training (43 percent). In addition, 18 percent do not offer training opportunities at all.  

The largest challenges facing spa respondents when it comes to employee training includes finding the time 
in technicians and therapists’ busy schedules, finding room in the budget for smaller businesses, and 
keeping staff members inspired and focused once they are a few months removed from the training. 

The results analysis includes answers from all respondents who took the Snapshot Survey in an eight-day 
period from Friday, August 17, 2018 to Friday, August 24, 2018. During this time, 186 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, if any, types of training do your company offer to employees? 
 

 

Approximately how much is budgeted per employee at your company for training expenses this year? 

 



 

 
 

4 

 
 
Does your company have mandatory training requirements for employees? 
 

 
 
Respondents were asked to describe their company’s mandatory training requirements. A selection of 
responses can be found below. 

• All associates must go through a two-day orientation and a spa specific orientation before working 
"on the floor." Vendor trainings are required when they occur. 

• All employees are required to attend paid training up to 24 hours a year to support menu of services 
and retail sales. 

• All employees must attend our new hire orientation and one-on-one training with the trainer for the 
position they've been hired for. 

• All new hires must go through a new hire orientation (seven-hour duration) as well as department 
specific training. Twelve CE's per year required for treatment providers to qualify for pay increases.  
Managers have mandatory trainings annually in Sexual Harassment, ServSafe, Food Handlers, etc. 
(depending on their position within the spa). 

• All service providers must become "company" certified in protocol and process. All massage 
therapists must go through our draping protocols. 

• All staff goes through New Hire Culture Immersion.  I make my therapists go through mandatory 
product knowledge training and they are regularly tested on ingredients of essential oils.   We also 
have mandatory Forbes training sessions. 

• All teammates must complete our internship (varies in length by department) to learn advanced 
services before performing any services on a guest. 

• All therapists are required to go through all vendor partner trainings and product trainings before 
being added to the schedule. All concierge are required to go through product trainings and 
customer service/ sales training. 

• All Vendor training prior to earning retail commission. 
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• Attendance. There is no requirement after. 
• Brand Standard training. 
• Computer Spa Soft Training, Dedication to Excellence Training, True Waldorf Service Training 
• Customer Service and education. 
• Customer service, orientation, protocol training, WHMIS, AODA, and communication verbiage 

training. 
• Customer Service, OSHA, Sexual Harassment, Non-Bias, Specific Protocol Training for Services, 

Product Knowledge. 
• Each department has mandatory training for their specific department for all new employees. New 

Leadership has mandatory training in all departments. products knowledge training across property 
is mandatory. 

• Each employee is required to attend two full days of company standards training followed by two 
weeks of departmental standards training. 

• Each job has training required.  The LMTs have the most training and are expected to be 
knowledgeable regarding all spa offerings and know the prescribed order and way to perform add 
on services.  There’s selling and customer service training as well.  Front desk has computer/booking 
and customer service/selling training. 

• Employees are required to log on to a company-sponsored training website and complete required 
training modules 

• Employees are trained on specific services that he or she is licensed in, three evaluations must be 
filled out by a team member on each service the employee has been trained on.  Product 
knowledge and written test must be completed on product lines carried in the spa.  Spa orientation 
and five-star customer services training is conducted the first week of employment.  Hotel 
orientation is also a requirement to attend during the first or second week of employment. 

• Employees must complete a specific training regimen then show they have mastered all 
components. Front of house must complete a quiz. 

• First day orientation training for three days. 
• For mandatory trainings we choose regular business hours. Staff get one month notice and it is 

“required” to complete to keep employment. Other trainings are offered by choice and if completed 
staff members’ opportunities increase. 

• For onboarding and/or new service/protocols, employees must train with the lead/expert for that 
service, get the service and then give the service prior to going on the floor. Training includes 
reading written protocols, manuals, and hands-on. 

• Full day Marriott Art of Hosting orientation within first month of hire, emergency procedures 
training, leadership training for managers & supervisors. 

• Hotel/Spa orientation, brand specific ongoing training, in-spa treatment training, product 
knowledge. 

• HR has a required employee reunion training every 6 months. Managers have "manager" training 
once a year. The Spa department needs monthly and provides training once a quarter. 

• If you are Part Time or Full Time, all trainings, staff meetings, etc. are required.  If you are a Casual 
employee, they are not required, but encouraged. 
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• It is mandatory to attend all training provided by the company in order to be a qualified employee. 
• Mandatory training for each staff member for the year: Spa and Wellness / Upselling / After-Care 

Advice / Wellness Culture / Beauty. Each staff member has to do an average of four-to-five hours of 
training per month. 

• Marriott brand standard training- as well as a resort new employee training.  Retail trainings are 
mandatory for some departments as well. 

• Must attend all in house training and additional two extra classes outside of the spa per year. 
• New hire orientation (global and departmental), safety training, ongoing training mile markers. 
• New hire orientation, OSHA. 
• New Hire Orientations and Online Classes as well as departmental meetings. 
• New orientation, guest complaint, emotional intelligence, retail training, standard tests. 
• On a monthly basis all employees must receive training in our case therapist must go over standards 

or learn new treatments when needed. We offer weekly English classes for our employees who 
don’t have the language skills. 

• Orientation & Core Management Training for all supervisors, leads and management which is 
ongoing. 

• Orientation on hotel & department. One-on-one with lead on service standards. Treatment training 
in house with vendor. Travel to vendor location for training. Specific modality training on location 
paid by the company. Required participation in all Vendor trainings & test outs. 

• Orientation to property with standards covered, department training with protocols and 
expectations, whenever we arrange for a vendor to come in and provide training on products and 
protocols. 

• Orientation, product retail training, our standards of modalities for all providers. 
• Orientation, Service Excellence, Communications 
• Orientation. Harassment. Safety. CPR. Information Security monthly training. 
• OSHA, CPR, First Aid, Customer Service, Resort Standards, Leading Quality Assurance, Quarterly All-

Staff meetings. 
• Our orientation training is mandatory (two full days) as are any corporate mandated brand training 

(average one full day annually).  Product knowledge, treatment training, and Forbes training is also 
mandatory before a provider can be signed off and released to do treatments. 

• Our treatments are specific to our business and therefore are mandatory they learn them. Along 
with these skill sets they need to learn our Custom Care Service System all which is done in house by 
our founder. 

• Protocol and Front Desk Training for new hires. 
• Protocols for all treatments. 
• Protocols, product knowledge, safety and customer service. 
• Resort and department orientation. Spa treatments and protocols. Customer service/care. Spa 

booking system. 
• Retail and customer service training. Safety training. New hire orientation training. 
• Scheduled vendor training is mandatory for staff. New Employees have an orientation day. New 

staff have a training schedule with assigned trainer until they receive a sign off to perform services. 
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• Service checklist, must be trained, give and receive ALL treatments on our service menu, in order to 
be booked for services.  

• Service protocols, guest relations, retail. 
• Since we are a full-service salon & spa at a retirement community, we have mandatory HIPPA & 

Resident Rights training every year.  
• Spa Director Onboarding, retail sales training, customer service training. 
• Therapists, Estis, Salon, Fitness teams need to be trained in all services/classes they are signed on 

for to meet our standards.  All team members go thru customer service and new hire trainings.  All 
Spa Concierge and teams within our department go thru Retail trainings per line.  We have quarterly 
team building experiences.  We also offer inhouse CEUs. 

• They must go through an orientation training and then shadow for two weeks. Providers must pass 
all practicals from current protocols.  And vendor training quarterly. 

• Three-day mandatory orientation as well as an annual online training refresher courses. 
• Trainings are scheduled, and team members are provided adequate notice to make proper 

arrangements to attend. Team members sign in for all trainings and are held accountable if they do 
not attend or if they arrive late/depart early. After trainings team members are required to practice 
or role play and certify on the assigned training. 

• We do a company onboarding and spa training separately They must complete both. 
• We have a yearly training for our Company, as well as a Marriott training.  we also have quarterly 

vendor trainings for product and technique. 
• We have mandatory customer service meetings for our spa receptionists. 
• We have mandatory training required by our company for regulatory reasons. We also make all of 

our trainings mandatory for all hands on, new services, vendor trainings, etc. 
• We have monthly Spa Team meetings and we spend 30 minutes discussing SOP's and we also have 

quarterly training on our signature treatments. 
• We have new hire orientation/culture training, Hospitality training, service delivery/treatment 

protocol training, product training and system training i.e. payroll. 
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Respondents were asked how their spa determines the pay rate for the time service provider employees 
(i.e. therapists, technicians, etc.) spend fulfilling mandatory training activities. A selection of responses 
can be found below. 

• $10 per hour if getting the training, $20-30 per hour if giving the training. 
• $10 per training hour, free products, continuing education credits. 
• All staff is paid a "training rate' regardless of job title. 
• Depends on the academic level, knowledge of the therapies. 
• Everyone gets the same hourly training rate which is $19.50 US per hour. 
• Flat rate $9.50 / hour. 
• Flat rate per hour exceeding minimum wage, similar to our Reception team/Spa Concierge, but 

slightly less than their commissionable rate. 
• Hourly pay is separate from service commissions. 
• Hourly rate if hourly employee. Minimum wage if commission employee. 
• Hourly wage- in compliance with our competitors 
• HR allocation charged to spa from HR budget training. 
• HR team sets the training rate. 
• Mandatory training base on hourly rate. 
• Minimum wage. (3) 
• No pay, it is an added value for the employees in order for them to better their skills in return they 

will be able to offer more treatments and make more money. 
• Normal pay rate excluding commission. 
• Our providers all receive an hourly rate any time they are working, which applies to all mandatory 

training. 
• Our technicians have a meeting rate and our reception staff punches the clock and gets their hourly 

wage. 
• Pay higher hour rate than standard hourly rate. 
• Pay rate is determined on skills and knowledge. 
• Providers are paid at their standard hourly wage (which is higher than average in our city). 
• Rate of pay is determined by the length of time the training requires. 
• Salary and no commission at this point. 
• Slightly higher than minimum hourly wage. 
• That is determined by the spa director at each location. 
• The minimum hourly rate for our State, it is an investment in themselves as well as an investment 

by our company. 
• The service providers are IC's which is not mandatory so no pay. They are already well-trained 

professionals prior to contracting. 
• The spa pays a $12/hour training rate. 
• Therapists receive an hourly rate for training of $12. 
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• They are not paid during that period, but the company pays for them the training, even as service 
provider. 

• They are paid their hourly rate. (24) 
• They have a training rate of pay of minimum wage (plus any performance pay increases). 
• Training Wage per hour. 
• Usually will pay at productive rate. 
• We are on team-based pay so the team is paid the same hourly wage no matter what they are doing 

during their work day. Rates are anywhere from $11-22 an hour, depending on experience. 
• We base this on an average based solely on the hourly wage. 
• We do not pay for training. 
• We have a set training rate for employees.  Each on-line training module has an allocated time it 

should take to complete, and employees get paid accordingly.  When training is done at the location 
itself, employees clock-in and clock-out based on allocated training time and get paid accordingly. 

• We have a specific training rate that each employee clocks in under, usually 2x the regular hourly 
rate. 

• We have an hourly training wage. 
• We pay $12.50 per hour for the trainee, if a therapist, and the teacher trainer receives $25. 
• We pay according to employment standards. 
• We pay for 100% of their training. 
• We pay minimum wage for training $10.10. 
• We pay them minimum wage for attending trainings. 
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Approximately how often does your spa’s service provider employees (i.e. therapists, nail technicians, 
etc.) receive customer service training? 
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Respondents were asked to identify their most effective customer service training resource provided to 
their spa’s employees.  A sampling of responses can be found below. 

• 1:1 role playing leveraging scenario's that we may have encountered across our book of 
business.  Emergency response training/sensitivity training. 

• 1:1 training with owners and managers with coaching through actual transactions. 
• As challenging as it is we have discussions and role play.  There are also emails and posters 

for those that may not be working that week.  Then we have a fun incentive game for the 
week to win prizes for whoever is utilizing the training topic the most. 

• As the franchisor, we provide this initially when the store launches, and we coach the 
franchise owner on how to do this weekly/monthly through a variety of avenues and 
resources. Team meetings, one on one sessions, customer feedback, performance metrics 
are a few tools that we use. 

• Brian Williams has training videos that are short and effective. Then we have conversation to 
relate to our clients’ needs. 

• Brian Williams service excellence. 
• Bryan Williams, bwtv and in-house training. 
• combination of hands on, from top executives, to social media tools cross training. 
• Communication verbiage training and service specific protocol training includes soft skills 

and technique. 
• Corporate customer service classes are very much instilled in them. We have 3 mandatory 

classes they take and then the spa has its own customer service that we require through our 
lead techs. 

• Dedicated to Excellence- describes all the details needed to give our guests the full 
experience. 

• Delta Elevated service training, Phytomer and Eminence training, secret shoppers. 
• Discussing situations then role playing actual situations that have occurred. 
• Employees are encouraged to use the spa facilities on their days off to experience everything 

from the guest’s perspective. They are treated exactly as a guest would be and are required 
to provide written feedback and improvement suggestions. 

• Forbes 
• Forbes Five Star training guide and secret shops. 
• Forbes Standards 
• Forbes, internal training program. 
• Hands on training with individual vendors on how to work specifically with their products 

and give guests the best service possible for their treatments. 
• HR has the best customer service training that they receive from our management company. 
• In house spa specific training. 
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• In regard to customer service training, as mentioned they have their annual sessions with us 
trainers from the Wellness & Spa industry. At the hotel level, a customer service training is 
also offered annually to all team members. To re-enforce all that and make it fruitful and 
effective, there is a constant follow-up and on-the-job trainings from spa 
managers/operation managers and all concerned and involved managers/supervisors. 

• In the past, we hired Brian Williams to assist with customer training.  He was amazing. 
• Mindful Communications, Guest Surveys and Daily Cross-Over Reminders. 
• Monthly meetings with training components by either our spa Guest Relations Manager, Spa 

Treatment Manager, Spa Director or Human Resources Director (depending on the topic). 
• New hire orientation, and power points put together by myself and the organization 
• One-on-one service training by our Lead Therapists. 
• One-on-one training sessions. 
• Ones that our Human Resources department offer. 
• On-the-job training and pairing up with a senior service provider. 
• our company has modules of training for our staff they must successfully accomplish. 
• Our corporate brand training during their initial orientation is great, and then it is reinforced 

with reviews of shoppers such as LQA, Forbes, mystery shoppers, etc. during departmental 
meetings.  Usually makes for great conversation and ideation. 

• Our customer service meetings are filled with important information, so we have an agenda, 
handouts and then "add the fun" with food, refreshments and prizes.   

• Our management team and senior spa coordinators do training for new hires. 
• Our managers and Leads all have extensive backgrounds in customer service that is passed 

on to our employees. We also have a consultant named Liz Wendling that has been helping 
our employees tremendously. 

• Our onsite Eminence training is by far the most beneficial and highest attended training that 
we have, quarterly. 

• Our resort designates a "certified trainer" in each department. They are the experts at 
customer service and new hires spend hours of one on one time with their CT going over the 
expectations. The CT will model the expected behavior and then ask the new hire to 
demonstrate to check for understanding. 

• Ritz Carlton training 
• Role play discussions prove to be the most engaging and reliable ways to ensure we hear all 

the issues are unearthed and discussed. 
• Role-playing and hands on practice. 
• Training is ongoing for the most part. Guest survey responses and general seasonal changes 

provide the focus topics to discuss with staff. 
• Training program I developed called “ten steps to five star” with specific service standard 

requirements. 
• Training videos. 
• We discuss customer service monthly at our team meetings.  Review guest service scores 

and discuss guest recovery scenarios. 
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• We go over standards and situational questions daily.  Forbes Travel Guide has been the 
most effective training for us. 

• We have a Director of training on property with a training coordinator that puts together our 
training topics for all leaders. 

• We have a learning and development team that creates and executes classes for the 
property. 

• We have a self-made customer service manual that we made specifically for our spa. 
• We have an incredible HR director that does a really great job training customer service. We 

incorporate roll play to get staff to practice and help one another all year as well as during 
training. 

• We have our own in-house model and we also have Bryan Williams Enterprise as a 
supplement. 

• We have our own on-line training. 
• We have the advantage of our General Manager providing our customer service training.  As 

a director, I also role play with my staff to help keep the training in their minds and fresh. 
• We love Kris Stewart, as well as our Forbes trainers, both brought in from outside. 
• We offer a yearly training. That is mandatory. 
• We partner with Forbes who comes to train us twice a year and we do trainings between 

that. Most often this training is specific with a team and role playing in the environment to 
talk through the Forbes standards and understand not only how to execute but why they are 
important. 

• Weekly audits of our SOPs. 
• We've been using Brian Williams’ content. 
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Approximately how often does your spa’s service provider employees (i.e. therapists, nail technicians, 
etc.) receive retail sales training? 
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Respondents were asked to identify the most effective retail sales training resource provided to their 
spa’s employees. A sampling of response can be found below. 

• Currently we have our vendor partners come out annually for both product knowledge and 
retail training. I have also created a position at my previous spa for a Lead Sales Trainer 
internally that holds quarterly trainings which was very successful. 

• Educating the staff on the products to be more of an educator than a salesperson. 
• Eminence retail, and Kerstin Florian. 
• Hands on retail training and product knowledge. 
• Hands-on/experiential. 
• Having the products and the reps come in and show us their products. 
• I use the vendor rep to train on retail and we also have a lead that does training. In addition 

to that we as a team strategize about selling and role play. We also have signage that 
changes frequently. 

• On site, hands on vendor trainings are the most effective. 
• One of our vendors comes up about quarterly to do sales training with our team.  It's hugely 

helpful, mostly based around product knowledge, and then reinforced with retail sales 
contests. 

• One on one coaching, product knowledge training with small groups. 
• Only the Esthetics team receives formal retail sales training quarterly, from the vendors. 
• Our service providers receive very little retail sales training, but it will be a focus for us in 

2019. 
• Our vendors come in.  I specifically look for vendors that supply this. 
• Our vendors. Each have a unique story and distinguished product line that is incorporated 

into our services. 
• Outside trainers from vendors and retail specialist seem to be the best. 
• Product knowledge and different approaches to prescribing products. 
• Product knowledge and sales techniques. 
• Product knowledge with any new products and/or refresher training for those who 

underperform to our minimum expectations. 
• Product knowledge, discussion of services and booking service providers based on prior 

performance over a set period all help to maintain sales performance. 
• Product knowledge, then understanding clients’ needs, then role playing. 
• Product knowledge. 
• Product providers 
• Product training with Sales Reps. They are able to give the ins and outs of the products and 

how to sell items successfully. 
• Recommendation tools: presentation plates, prescription cards. 
• Review every day a special product including ingredient and benefits of using the product. 
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• Role play. One-on-one with vendors. 
• Role playing (5) 
• Same as for customer service training.  Vendor trainings are dual purposed. 
• Scripts seem to really help so they can review the "ideal" process and then make their own. 
• The most effective is done with the educator while onsite. 
• Vendor educators coming in-house to focus on new products, slow moving products, specific 

products carried in house. 
• Vendor onsite training. Eminence does an amazing job. 
• Vendor partners delivering on-site product training. 
• Vendor reps are scheduled to train on their product line at least once per quarter and 

perform an in spa promotion to demonstrate the most effective verbiage to use with guests 
when speaking about or recommending that product line. 

• Vendor training and hands on training in house. 
• Vendor training and retail binder. 
• Vendor training from Eminence. 
• Vendor training so they are educated on the product. 
• Vendor trainings. (12) 
• We do a larger quarterly training and then do smaller trainings throughout the year. The 

quarterly training is very hands on. 
• We have our vendors come and do in house training. 
• We have quarterly emphasis and training to accompany that. 
• We have quarterly vendor training and that gets staff excited about new products as well as 

the ones we currently have. 
• We have sales training incorporated into all product training. 
• We have vendors come in to teach and/or webinars, etc. 
• We invite the company/or rep to come and offer a PK training and recommend they give 

gratis.  We then host a sales incentive to win more free product depending on how much 
they sell. 

• Webinars from vendors. 
• Yearly Retail/Upselling/Aftercare advice training provided by us trainers from Wellness and 

Spa Industry consisting mostly on role plays. And then a follow-up, support, guidance and 
on-the-job training from Spa Managers and any other concerned managers. 
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Respondents were asked to identify their spa’s greatest training challenge at this time.  A sampling of 
response can be found below. 

• Associated costs with outsourcing training. 
• Attendance - most of our staff works multiple places or have young kids.  It’s hard to get 

them all in one place at the same time. 
• Balancing training time with time on the floor giving great services to guests. 
• Being able to get together more frequently for continued trainings. 
• Budget constraints. 
• Client retention, finding the right employees. 
• Consistency across a large team. 
• Consistency in the message being delivered. 
• Coordinating the training schedule. Finding time that works for the providers and works for 

our business needs can be very challenging. 
• Coverage while conducting training, measuring the impact of our training (mystery shoppers 

etc.). 
• Creating passion and engagement for products and service, even after work (read something 

at home). 
• Creating the budget to allow for the quality training we wish to deliver to our team. 
• Employees’ interests over all. 
• Find the time to put aside in a very busy spa with high revenue expectations. 
• Finding a way to get massage therapists to sell anything. 
• Finding dates and times to conduct one unified training. 
• Finding protected time to train. 
• Finding time for effective training. 
• Finding time to take out of the schedule.  We tend to do training on an ongoing basis as 

needed and as people are available. 
• Getting employees to show up for trainings. 
• Getting massage therapists comfortable enough to follow through on product 

recommendations. 
• Getting new staff and having them individually trained for season. 
• Getting the employees to refrain from the car salesman mentali.ty. The perception is that 

retailing is just another way to get money out of the guests 
• Getting the team to take advantage of online resources via our partners. 
• Getting the technicians to want to come in for training, to learn about the products that we 

offer. 
• Getting the whole team together is very challenging. 
• Hard to fit in trainings when the spa is so busy. 
• Having everyone appreciate and follow through on delivering on the guest expectation each 

and every time. 
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• Having my staff be consistent.  They are excited for a short time after training, but it dies 
down after about a month or two. 

• I think like with most Spas, the biggest challenge is not being in every room during each 
guest interaction.  Consistency is something we can never be 100% certain of, although 
guest feedback helps to keep us on track. 

• I would like to see more emphasis on Customer Service. 
• I would say our biggest challenge is due to longevity with support staff.  Many of our spa 

reception and reservation agents stay for a year or two because it is not a profession or 
career job for them or they graduate from school, so the turn over means we have to 
continually train new staff. 

• It’s not in the budget. 
• Keeping staff inspired. 
• Keeping up their skills and licensing while keeping spa fully staffed. 
• Keeping veteran employees excited and engaged so that they don't get bored or in a rut 

doing the same thing day in and day out. 
• Lack of time to do the training. 
• Massage certifications are expensive and differs country to country. 
• Massage Therapists often think selling is beneath them and refuse to put product out. These 

are often our more senior employees with high retention, so they don't care about meeting 
criteria. 

• Money needs to be budgeted. 
• Moral and teamwork. 
• Onboarding new employees. 
• Our biggest training challenge is getting everyone to attend our mandatory training.  Most 

people have multiple jobs and/or have kids which makes it difficult for everyone to commit 
their time to attend. 

• Overall guest experience with new staff. 
• Pulling team members off from their regular duties and shifts in order to conduct training. 
• Quality Management. 
• Redevelopment of more relevant training program. 
• Retail Sales 
• Retention of training information by the therapists. 
• Scheduling due to employees outside commitments to tie together with vendor availability. 
• Scheduling time for the therapists because they would rather be in service than in training or 

meetings. 
• Selling to each guest, the staff hates doing it. Commission isn't an incentive. 
• Since our Salon & Spa is only two years young, we are still working through training of 

corporate policies as they apply to this department within the company. 
• Sometimes it is simply recommending that first product. 
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• Staff level of base training and engagement in fulfilling all requirements of position, not just 
providing services. 

• The greatest challenge is dedicating time away from the operation without impacting 
revenue generation. 

• The hardest thing is to keep the communication going and keep everyone excited about 
working here. 

• Thorough knowledge of spa offerings, as well as the unwavering focus on customer service. 
• Time 
• Time. Our spa staff do not have a lot of opportunity to discuss products with guests. 
• To keep the momentum up of selling and keeping the employees engaged. 
• Turnover. 
• Vendor participation. It seems they are losing sight of the importance of this. 
• Volume of business as this is our peak season and being able to make the time to take 

personnel off the floor to train. 
• We have a large team of 65 associates, getting everyone together for trainings is our biggest 

challenge. 
• We have brought on new lines in the last few months, so they just need to understand the 

company, product and story. 
• We have to pay our providers their full hourly wage during training, just like if they are 

providing a service so the cost is very prohibitive for us. 
• We need to make an effort to have more training on a consistent basis and continue to 

follow up. Our new employee training needs to be updated and a more intensive process, as 
they are not lasting long and don't seem to get our systems. 
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ISPA RESOURCE PARTNERS 

Which of the following, if any, types of training do your company offer to spa clients? 
 

 
 
Which of the following tools, if any, does your company offer to spas to help measure their staff’s 
product knowledge? 
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How many employees at your company conduct client training? 

 

 

 

Is education/training provided to your spa clients dependent upon revenue per account? 

 

 
 
 
  



 

 
 

22 

 
Approximately how often do your company’s employees receive customer service training? 
 

 
 
Respondents were asked to identify the most effective customer service training resource provided to 
their company's employees. A selection of responses can be found below. 

• As I am a small company, I do it myself with them via role playing. 
• Depends on the assortment, order and type of staff that need training. we also have new 

booklets that give quick hit sell tips on each category which is great for new staff.  
• Industry training standards such as Forbes. 
• International trainer comes one time per year, practical and theory. 
• On the job training with supervision to experience real situations. Customer service staff 

switch responsibilities weekly to learn a different aspect of the work each time. 
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• Role play. 
• The biggest component of our training as a manufacturer of spa/salon equipment, is a 

"mentor"/buddy when you get hired to assist with the many different pieces of equipment.  
Another very important piece is the understanding of the purchasing and manufacturing 
process.  All staff members get an in depth tour of the 80,000 sq. ft. facility. 

• The training I feel is most important for my team, is the partnership we provide.  We are 
working with other business owners who are doing their best to make their clients happy.  
So, above the standard product knowledge, my team is trained to apologize no matter what, 
listen, and fix immediately.  Hand written note to include in the packages they are sending 
out is standard - whether to say hello or to apologize.  truly being a partner to our clients, 
and showing our appreciation is key. 

• We do not use a customer service training resource. 
• We have team meetings with sales, accounts receivable and warehouse departments 

monthly with customer service being the core discussion. 
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