This year DAYSPA commends 12 out-
standing businesses for excelling in
these specific areas:

DAYSPA Diamond honors a single-
location day spa owner who has honed
every aspect of his/her business to
perfection: facility, staffing, customer
service, menu and marketing.
DAYSPA Entrepreneur honors a day
spa owner with one to four locations
who has made exceptional strides
in a short time under competitive
circumstances to achieve outstanding
business success.

Top DAYSPA Medical Spa honors a
medical spa with one to four locations
that offers a true day spa experience along
with in-depth medical services and treat-
ments. The business must offer day spa
services independent of a medical prac-
tice and have a high percentage of repeat
clients. (See page 108 for story.) Last
year’s winner was JUVA Medical Spa.
Top Hotel/Resort Spa honors a spa
located within a hotel or resort that is
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also open to clients from the surround-
ing community, which delivers a fabu-
lous day spa experience along with the
extra amenities that only a hotel/resort
can provide.

Top Day Spa/Medical Spa Chain
honors a business with five or more loca-
tions and a corporate structure. The busi-
ness must have a structure that can be
replicated successfully beyond the direct
supervision of the original owner.
DAYSPA Rising Star honors an
individual with less than five years of
experience as a salon/spa owner who
has exhibited outstanding business
acumen and a precocious understand-
ing of the industry.

Top DAYSPA Employer honors a day
spa owner who has a high percentage
of long-term employees, offers an out-
standing benefits package and has
found ways of helping employees grow
with his/her business.

Top DAYSPA Design honors a day spa
owner who has executed an outstanding

FSPAAWARDS

day spa facility design from the stand-
point of functionality, originality, beauty,
comfort and client appeal.

Top DAYSPA Boutique honors a day
spa that does an exceptional job of
buying and merchandising products
to maximize retail sales income. Last
year’s winner was Philipes Spa &
Cosmetique, Indianapolis.

Top DAYSPA Package honors a day
spa owner who has created an excep-
tional service package that has continued
to bring in new and repeat clients for
at least a year, and continues to
generate word-of-mouth advertising
and media attention.

Top DAYSPA Promotion honors a
day spa owner who has created an
exceptional promotional program
that brings in new clients, generates
word-of-mouth advertising and draws
media attention.

Top DAYSPA Media Kit honors a day
spa that has created an outstanding
media presentation.
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Mickey Schneider
DuBunne Day Spa &
Massage Centre
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ickey Schneider is a seasoned
Mowner whose business panache
keeps DuBunné Salon on the cut-
ting edge of the day spa industry. She
began managing DuBunné Salon in
1974, became an esthetician in 1976,
and was the first person in her area to
offer full-body waxing, body wraps and
simple facials. While attending a body
therapy workshop at the International
Dermal Institute in the early 1990s,
Schneider experienced a “divine ah-ha”
moment that prompted her to begin
turning her business into a full-fledged
day spa. By 1998 she had boldly eliminat-
ed the hair salon, which was producing
$750,000 in yearly income, and renamed
her business DuBunné Day Spa &
Massage Centre. During her latest busi-
ness expansion in 2004, she added 5,000
square feet of space and revamped her
menu to put a stronger focus on creating
delicious spa experiences for couples.
“We didn't start our day spa with
millions of dollars; we've had to carefully
ensure that every single expansion was
something that would enhance its popu-
larity and profitability,” says Schneider.
“I've always wanted to avoid the
nightmare of incurring runaway

expenses with no way to recoup.
Instead, I've focused on what we could
do to set our spa apart. To date, our
philosophy is paying off big time.
We now have 35,000 active clients,
continue to show double-digit growth,
own our own property and are making
plans for future development.”
Schneider shares 10 reasons why
DuBunné is a Diamond in the day
spa industry!
1. Every treatment on our menu is de-
toxifying, relaxing and rejuvenating.




2. Every service in our packages is
memorable enough to stand alone.

3. We aggressively position our day spa
as the best way to “escape” without
leaving town, which grew in impor-
tance post 9/11.

4. We view our spa as entertainment.
The same people who scour the
calendar and entertainment sections
of newspapers and magazines, and
who pay $3.50 for a cup of coffee at
Starbucks, are our core clientele.

5. We never promise more than we can
deliver on any service. Our goal is
to consistently exceed our clients’
spa expectations.

6. Our staff is empowered to take
charge when something goes

]

A
wrong and fix the problem on
the spot. We have extensive “what
if” training sessions to ensure that
every employee can handle most
situations.

7. Our spa is a connection between
people. We promote this by offering
a wide variety of packages for cou-
ples, such as Let’s Do Lunch and
Cocktails for Two.

8. We certify our employees for every
service they perform whether
they’ve had six months or six years
of experience.

9. Our computer program allows us to
control the number of gift certificates
we honor in a single day. We
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10.

encourage people to purchase gift
certificates online. Our custom
program allows them to write a
personal message, select artwork
and fonts, and download the gift
certificate immediately.

I'm passionate about our business,
and that keeps me going 24/7.
I've learned that if you go into
business for the money, you're
likely to go broke, but if you
wholeheartedly believe in what
you're doing, the success and
money will follow.

DuBunné at a Glance

Size: 10,000 square feet with 22 treatment rooms, including:
= 2 wet rooms (1 with hydrotherapy tub and vichy; 1 with
vichy and ozone therapy)
1 couples room with fireplace
3 Jacuzzi pedicure rooms
Virtual Serenity Room (meditation) with large plasma screen
displaying artscapes and colors
Lunch and relaxation room for two
Retail area
2 outdoor spa pavilions for massage
2 outdoor Japanese bathhouses with private hydrobath
= Patio lunch area
No. employees: 52
Products: Physicians Choice, Jan Marini, DuBunné Skin Care for Life

Most popular services: Royal Javanese Spa Pleasures for Two,
Ultrasonic Purifying Facial, Rainforest Massage
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Bruce and
Marti Schoenberg
Oasis Day Spas
New York City
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willingness to take risks and hard
work allowed Bruce and Marti
Schoenberg to expand from one day spa
to four in less than seven years. That
kind of growth would be impressive any-
where, but in the highly competitive
Manhattan market during the economic
challenges produced by the shock of
9/11, the feat is stellar.

Bruce, who honed his strategic
thinking and marketing skills in the
trade show industry, and Marti, a
Chicago massage therapist with a
vision, opened their first day spa, Oasis
at Union Square, in the fall of 1998.
Three years later, a second location at
the prestigious One Park Avenue
address was under construction when
9/11 stunned the world. “We actually
tried to get out of our lease,” says Bruce,
“but finally decided Oasis on Park was
meant to be.” It opened as scheduled in
November 2001. The next couple of
years weren't easy, but the Schoenbergs
never stopped looking ahead. In May of
this year they opened Oasis at Affinia,
located in the Affinia Dumont Hotel,
and, as we were preparing this article in

No-nonsense business thinking, a

October, the Schoenbergs were putting
the finishing touches on Oasis at
the JetBlue Terminal inside JFK
International Airport, which was
scheduled to open in November.

QOasis now employs more than 20
managers, 90 massage and body thera-
pists, 40 estheticians, 20 hair and nail
professionals, and 50 support staffers who
deliver up to 5,000 services each month.
Customer service is the company’s top
priority. “We're in the business of
accommodating people,” says Bruce.
“Our m.o. is this: If that client is on
time, give her 61 minutes of massage,
not 59. People love that.” As a result,
client retention is high—more than
75% at the three Manhattan spas—and
employees, who are given ample time
between services, enjoy their jobs and
stick around.

Current projects for Oasis include a
revamp of the company website
(www.nydayspa.com), the introduction
of medical-level services at Oasis on
Park and more mobile services. Oasis is
one of the largest providers of chair
massage services at trade shows through-
out the country, including MacWorld,
Exetracts, the L.A. Gift Show and IBS
New York. Busy as these entrepreneurs
are, family life continues to be a priority.
Bruce and Marti love camping, biking
and spending quality time with their six-
year-old son, Harry, and 4%/2-year-old
daughter, Stella.

What's next for these entrepreneurs?
“We hope to extend the Oasis brand
across the country,” says Bruce. The
Schoenbergs have already made a deal
to put Oasis spas into select facilities as
the Affinia hotel group expands
beyond New York City across the U.S.
And look for Bruce at upcoming
industry events where he has agreed
to talk more about his entrepreneurial
approach to running day spas.
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Ritz-Carlton
Golf & Spa Resort
Rose Hall,
Montego Bay
St. James, Jamaica
West Indies
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he Spa at the Ritz-Carlton Rose
THaII melds the warm Jamaican cul-

ture with highly trained therapists
to form a perfect spa union. Elegant yet
embracing, the spa features a rich blend
of mahogany furnishings, cool
Caribbean colors, and the sweet scents
of allspice, star apple and hibiscus.
“The goal of the Ritz-Carlton is to
always provide a true Jamaican experi-
ence that goes beyond the obvious,”

says Vivian Deuschl, corporate vice
president, public relations. “We want to
create a unique, lasting memory that
people will always associate with our
spa.” Despite the sensuous trappings,
though, it's the heart and soul of this
Jamaican spa that gives it such award-
winning appeal.

Located on the once imposing Rose
Hall sugarcane plantation, this five-
diamond property slips seamlessly onto
the coral shores of Montego Bay.
Guests—including day spa guests—can
enjoy spa services, lounge poolside,
dine, golf and, of course, frolic in the
warm Caribbean Sea. Inside the 8,000-
square-foot spa, they’ll find trays of
exotic local fruits, like breadfruit and
callaloo, and teas brewed from fever-
grass and chamomile herbs, which are
picked fresh daily.

“We believe that serving guests is a
proud art,” says Verona Carter, regional
director of public relations for the Ritz-
Carlton resorts of the Caribbean. “This
is why our culture and the Ritz-Carlton
motto, ‘We are ladies and gentlemen,
serving ladies and gentlemen,’ are such
a fabulous fit. We truly find joy in




making people happy, and the warm
smiles and greetings that all of our spa
guests constantly receive are sincere.
The pride we feel in delivering superla-
tive customer service, combined with our
determination to excel in all things spa,
are the true secrets to our success.”

Jamaica is a feast of contrasts that the
Ritz-Carlton has carefully crafted into
exquisite spa experiences. The 60-minute
signature Sugarcane Body Scrub, for
instance, is replete with indigenous prod-
ucts, and also embodies the history of this
tropical island-a fact that therapists
enthusiastically share with guests. It
includes a full-body massage using indige-
nous sugarcane, orange blossom, papaya,
mango, wild yams and ultra-silky white
sand. Traditional “bush tea” baths con-
taining a medley of local herbs such as
breadfruit leaves, pepper elder, shame o’
lady and search-mi-heart can be drawn
on demand.

Jamaicans view working as spa thera-
pists at the Ritz-Carlton as a golden
opportunity. The 46 staff members
employed there are so enthusiastic and
eager to learn about spa therapies that
70% are prepared to offer nailcare, skin-
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care and bodycare services. This spa staff
multitasks between nails, skincare and
bodycare services. Assistant spa director
Rachel Stormes recertifies her entire staff
every quarter. “We also include our sup-
port staff in class because we want them

Spa and Salon Statistics

Size: 8,000 square feet « 11 treatment rooms, including 2 wet rooms (one wet
room is a spacious couples suite with a deep soaking tub) « 2 dry and 2 wet
saunas (1 each in the men’s and women’s locker facilities) ® Relaxation lounge < 1
outdoor “seaside” cabana for couples massage that looks out on Montego Bay
Fitness Center « Yoga on the beach and on the terrace = Aquacize (Aqua Aerobics)
= Personal training = 4 hair stations = 2 pedicure thrones ® 3 manicure stations

Employees: 46 spa employees: 15 massage therapists, 6 estheticians, 2 hairstylists,
1 hair braider, 4 nail technicians, 8 valets, 5 front desk agents, 1 personal
trainer/yoga instructor, 2 lobby concierges, 2 supervisors

to be able to vividly describe all of
our services to guests,” she says. During
training sessions, Stormes has her
therapists do body therapies blindfold-
ed! “We want them to continue devel-
oping their intuitive sense and channel
their considerable healing energy when
treating our guests,” says Stormes. “In
this way, we'll always deliver world-
class services at the Ritz-Carlton in
Jamaica.” —J .Elaine Spear
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required. Tuscany, the cradle of
the Italian Renaissance, produced
extraordinary artists like Donatello and
Michelangelo. Centuries later, Robert
Andrew-The Salon & Spa 'F'!
reawakens this artistic age | o
with its Tuscan-inspired
masterpiece.

“Business objectives for
our new location were sim-
ple: We wanted to attract
more new customers; have |
our old clients come back
more often and refer more
friends; and entice clients to
buy more
of our products and
services,” says Robert
Zupko, founder. “To
accomplish these
goals, our design had
to break the bound-
aries of what people
traditionally expect
in day spa design.”

The result is a 22,000-square-foot
facility that’s magnificent yet warm,

Escape to another world—airfare not

Robert Andrew
The Salon & Spa
Gambrills, Marylang
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featuring the main piazza, a grand stair-
case, a floating 50-foot sky bridge, a retail
boutique (3,000 square feet) echoing
those in fine department stores and a
mezzanine with a panoramic view of the
main floor. Radiant earth tones, includ-
ing terra verta, a delicate yet luminous
green favored by Renaissance masters,
cover the walls and furnishings. With
24-foot ceilings painted deep blue to
resemble an evening sky, stone flooring,
an outdoor fountain and faux balconies,
this magnificent day spa transports clients
to an old-world Tuscan village.

“While our piazza has the same
energy as the heart of an Italian village,
we wanted a more tranquil setting for
our spa,” says Zupko, “so we created an
elegant reception area with a domed
ceiling, a trompe l'oeil mural (artwork
that deceives viewers into thinking it’s
real), marble floors and a two-sided
marble fireplace. The result is a tran-
quility area that resembles an Italian
viIIa on Lake Como.”

Other fabulous de-
1- sign features include
; -‘t!ﬂ individual waiting and
hospitality areas for
all departments; two
themed suites (Tuscan
and Venetian) with
private dining areas
and soaking tubs for
two; an elegantly
appointed multipur-
pose room; a private dining room; a
café setting in the main piazza for staff-
client interactions; and the MenZone,
a sanctuary for men only that’s furnished
with three barber chairs, manicure and
pedicure stations and, of course, state-
of-the-art televisions that play CNN and
ESPN on demand. For more on this
outstanding spa, see the profile in
the May 2004 issue of DAYSPA.
—]J. Elaine Spear
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Patti Rice, owner
and spa director
The Spa-Los Gatos
Los Gatos, Califomia
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magine organizing a

H'-,E',I":':.‘* _@E |'I month-long  promo-
I L’ L Ll tion that proved so
1 A . = successful you had to
= B IVEQ P, e make it an annual event!
K yr__r__ R, The Spa-Los Gatos did

'

just that with its April in
Paris celebration.

“We wanted to cap-
ture the spirit of April in
Paris with fresh flowers
everywhere, images of
the French countryside
and Eiffel Tower, and
French wine and refresh-
ments served in abun-
dance,” says owner Patti Rice. “For the
event, our esthetics department manag-
er, Judith Leach, created our Le Réveil
du Printemps (Awakening of Spring)
facial, and La Rosée du Corps (Body
Dew) body treatment.”

To ensure a great turnout and plenty
of press, Rice and her management staff
networked with area businesses that
had a French connection to create a
Grand Gift Giveaway: dinner at a
French restaurant, spa treatments and a
night’s stay at a local hotel. Other
prizes included travel discounts, French
language lessons, culinary classes and
much more. “During the month-long
event, we advertised a 15% discount
on Yon-Ka Paris and Kérastase Paris
products,” says Rice.

Vendors participated in the opening
day activities. “Yon-Ka Paris hosted
free skin scanner evaluations and
gave skincare recommendations to
our clients,” says Rice. “Yon-Ka also
provided free samples and small gift Kits
for all guests. Kérastase Paris provided
a group of hair professionals who
performed free deep-conditioning
treatments for our clients and supplied
terry robes for our VIP guests. Both our
staff and clients raved about the spa’s

visual transformation, and gross sales
for April were up 9% over the previous
April, and 16.7% over the year.”
Here are the things that contributed
to the success of the promotion:
= Mailing 600 invitations to favored
clients offering a 25% discount off
any service on opening day.

= E-mailing 1,300 newsletters announc-
ing the event and linking clients to the
special events section on its website.

= Inviting 20 area media reps and con-
cierges to receive free spa treatments.

= Sending out numerous press releases.

= Teaming up with a travel agency to
create an April in Paris window display.

 Filling the spa with flowers and images
of Paris and the French countryside,
and playing French music in the lobby.

= Displaying signage throughout the
spa and printing special skincare
prescription pads that were germane
to the event.

“The April in Paris promotion has
made us a much stronger management
team,” says Rice. “Next year we want our
entire staff (75 employees) to be more
involved in the planning and execution
of this event.” —]J. Elaine Spear
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Belladonna Day Spa
and Retail Therapy

New Qrleans,
Loulslana
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ccupying a full 3,500 square feet of
Othe 12,000-square-foot day spa, the

boutique at Belladonna Day Spa
and Retail Therapy generates an amaz-
ing 40% of the spa’s total income. “I'm
a day spa entrepreneur who'’s absolutely
in love with the retail business,” con-
fesses owner Kim Dudek, who is known
as the retail maven of famed Magazine
Street, where her spa is located. “At
Belladonna, you must walk through the
store to enter our day spa. As you do, we
deliberately tempt you with a myriad of
products—personal care items, table-
ware, loungewear, candles, books and
even greeting cards.”

What's Dudek’s most prolific category?
“Personal care, of course,” she replies,
“although it's the sales of books, and
even fine linens, that definitely put our
retail income over the top most months
of the year.” In addition to professional
lines like Darphin, Phytomer, Murad,
Cellex-C, B. Kamins and Belladonna
private label, the boutique carries an
eclectic mix of products carefully
picked to fulfill the whims of even per-
snickety shoppers. For example, the
Zen section carries yoga mats, Buddha

statues, Zen-like floral decorations and
books on meditation.

Dudek has skillfully tied her retail
skincare and bodycare collections into
her day spa services, making it easy for
service providers to recommend retail
to all clients. The Be Royal treatment,
for instance, uses sake-infused products
that are available in a corresponding
retail collection that just begs to be taken
home. PR and marketing efforts always
include both products and services. And
there are plenty of cross-marketing pro-
motions, including offering spa clients a
10% discount on store products during
the month of their birthday!

“We turn our store into an ‘event’
during special times of the year,” says
Dudek. “One year, we decorated our
entire store in a forest of orange
Christmas trees, and another year we
did fuchsia, chartreuse and silver Mylar
trees.” Dudek also links retail sales with
good causes. During the month of

October, for instance, her entire store is
swathed in pink and 5% of gross sales on
select product collections is donated to
the Susan G. Komen Breast Cancer
Foundation. —J. Elaine Spear
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Richard Calcasola
Maximus

Spa/Salons

Merrick, Westou

and New York C
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principles that have made Richard
Calcasola such a fabulous employer.
Are my staff members growing? Are they

Stop, look and listen are the guiding

prepared to care for a sophisticated
clientele? Do they have as much faith
in me as I do in them? Constant
concerns like these have kept
Calcasola’s staff retention high and his
business soaring for 34 years. How
high? Calcasola reports that several of
his 230 employees have been with
Maximus Spa/Salons for more than 30
years, and many more are earning six-
figure incomes!

“When we opened our first day spa
in 1989, | had to learn the heartbeat
and soul of our service providers,”
recalls Calcasola. “Besides embracing a
different culture, | discovered their
needs were the same as those of all my
employees: They wanted security,

opportunity, empowerment and happi-
ness in their careers. We continually
strive to meet those needs by providing
a positive, nurturing work environ-
ment; setting up group travel abroad to
develop an international perspective
on health and beauty; and emphasizing
strong individual growth.”

Since opening his first salon in
1970, Calcasola has blazed a new path
by paying straight salary. “It has created
an ongoing, tangible goal for our busi-
ness and our staff, and it’s definitely one
of the keys to our success,” he says.
“Over the years, we've added a medical
plan, paid vacation and holiday bene-
fits. We've also instituted a 401(k)
program that has paid off handsomely.
Even though these tangible benefits
make for a dynamic employment pack-
age, | firmly believe that it's the intan-
gible benefits—caring, camaraderie,
pride and faith in our company—that
have been most responsible for keeping
us together for so long.

“Our people know that I'm deeply
concerned about their well-being and
their careers,” Calcasola concludes.
“They know that when the chips are
down, I'll always be there to support
them.” —J. Elaine Spear
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Gadabout
SalonSpas

Tucson, Arizona
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Pam McNair

Tucson hosts such world-famous

health resorts as Miraval and
Canyon Ranch, but it’s also home
to Gadabout SalonSpas, arguably the
most successful day spa chain in the
country. Based on the vision of founder
Pam McNair, this veteran corporation
has grown from a single location with
one staff member in 1979 to 270
employees, six day spa locations,
SpaZone retail boutique and Vervé salon!

McNair’s success is founded on a
strong Gadabout culture that insists
staff members continue to grow both in

Brimming with Southwestern charm,

their personal and professional lives.
Besides providing in-depth technical
training for every department, Gadabout
exposes all employees to a wide array of
self-development programs. “To ensure
that our staff bonds with our clientele,

as well as with each other, we provide
ongoing education, mentoring and an
extremely supportive environment,”
says McNair.

On the flip side, Gadabout employees
are responsible for their own attitudes,
situations and problems. “We hold each
other accountable—not to rigid policies
and procedures, but rather to principles of
honesty, integrity and self-approval,”
says McNair.

McNair wisely divided her day spa
operation into regions, placing every
Gadabout SalonSpa within easy driving

distance of surrounding neighborhoods
and gearing the facility to the clientele.
Most are coed with an emphasis on
marketing to women, and one—
Gadabout Man—is a retreat for men
only. Three are just over 3,000 square
feet; two are 6,000 square feet; and the
newest, most posh and largest at 7,000
square feet, has the added dimension of
sociability—a new trend. Its central
atrium accommodates groups, and
service suites, equipped with private
steam and sauna baths, allowing couples
and friends to spa together.

McNair’s business approach has
helped Gadabout grow to a whopping
$14 million in annual sales. Amazingly,
40% of all Gadabout employees have
worked for the corporation for 10 years
or more. —J. Elaine Spear
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Jeni Garrett, CEQ
Woodhouse
Day Spas
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born entrepreneur, by age 17 Jeni
AGarrett was an information system
director for 25 doctors. As she
worked her way through school at a
local ambulatory surgery center, her
work brought her into contact with
many day spas. She couldn’t believe
how inconsistent the services were
from spa to spa, and she saw this as a
real business opportunity. At age 23 she
opened her first Woodhouse Day Spa in
Victoria, Texas, in September, 2001,
just two weeks after the 9/11 attacks.

“Initially, | saw day spas as a business
opportunity, but after working with
clients and seeing the impact we have
on their lives, | realized people really
need the services we offer,” says
Garrett, “and | believe day spa owners
need to be passionate about delivering
great services.”

In September, 2002, Garrett opened
the Woodhouse School of Wellness,
also in Victoria. “Our biggest challenge
was finding well-trained workers,” says
Garrett. “The therapists we were hiring
didn’t understand the ayurvedic treat-
ments we wanted to offer; we wanted
our estheticians to be trained in

Oriental analysis and in massage. So far
as | know, we're the only school that
offers an integrated program of massage
and esthetics, allowing graduates to be
licensed in both,” says Garrett.

In 2002, Garrett and her partners—
husband, Derrick, who is also an anes-
thesiologist; mother, Wanda Bishop, a
feng shui specialist who's in charge of spa
design and layout; sister, Beth Ohrt, the
corporation’s accountant; and father-in-
law, Lamar Garrett, who is director
of franchise development-began offer-
ing Woodhouse Day Spa franchises.
“Franchising was the plan from the
beginning,” says Garrett. “By the time
we had the first day spa up and running,
we had a 600-page operations manual.”

By the end of 2004, 12 Woodhouse
Day Spa franchises will be operating in
cities from Corpus Christi, Texas, to
Haverhill, Massachusetts, and another
24 are in the planning stages and
scheduled to open in 2005. In addition,
the company will be opening 10 corpo-
rate Woodhouse Day Spas next year.
Garrett’s goal is to have 200 franchise
units within five years.

“Business is my passion,” admits
Garrett. “I'm happiest when I'm in the
middle of a start-up.” (For more on
Woodhouse Day Spa franchises, see the
profile in the June 2004 issue of
DAYSPA.) —Linda W. Lewis
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year-old PRO Sports Club, The Spa

at PRO Sports Club has captured
media attention with a press kit as com-
plete and appealing as the facility it sets
out to promote. Within the understated
folder, an attractive color brochure briefly
outlines the spa’s principal staff members,
scope of treatments and introductory pro-
motions. Complementing the brochure
are a detailed press release; individual

The SPAat PRO Qs e
Sports Club

ellevue
Washington

single-page articles highlighting the
more popular treatment approaches;
and the facility’s four-page newsletter
featuring the spa on the front page.
A booklet-style service menu with
removable price list is included, as is
an elegant foldout mailer containing
an individual invitation to take advan-
tage of a discount offer.

Of special media interest is the gen-
erous collection of four-color slides of
the facility and the business card of the
PR contact, Linda Rackner, senior
director, marketing and sales.

To pull all of these elements togeth-
er, the spa’s tasteful brown-and-cream-
color scheme and leaf logo are used on
printed materials throughout the kit, on
the folder that contains the materials—
even on the transparent photo slide
pocket.— L. Jacobson-Kossoff

\\ | ith so many day

Wspas vying for the

same clientele, it's

becoming more impor-

- | tant to distinguish our

| day spa from those

~ around us,” says Rhana

i ‘ Pytell, owner. “One of

the ways we do this is with our Banya, a

yin-and-yang signature treatment that

promises even seasoned clients a new
spa experience.

“In Finland and Russia, people take a
hot sauna or sit in a steamy cave, and then
jump into the frigid Baltic or roll in the
snow to detoxify and stimulate their
immune systems. We've turned this
healthful ritual into a luxurious, invigorat-
ing spa service,” says Pytell. Done in a
treatment suite that’s equipped with a
wet-and-dry Finnish sauna and shower,
the Banya begins with a 25- to 50-minute

Banya
GAIA Day Spa
La Jolla, California

DAYSPA December 2004

sports massage that concentrates on the
main muscles of the back, legs and glutes.
The client then enters a dry sauna that
gradually becomes steamy. Once the
client warms to a detoxifying state, she’s
offered chilled cloths infused with lemon
and lime. The therapist delivers a tapote-
ment treatment—a gentle, brisk tapping
motion using eucalyptus branches—to
stimulate the lymph system and then she
applies a honey-mango cleanser all over
the body. The client’s feet and legs are
cooled with an ice-cold foothath before
she enters a cool shower. The client then
lies on a massage table for the finishing
touches: a peppermint oil scalp massage
and a sage-and-citrus facial moisturizer. It's
an invigorating spa experience that also
serves to relax and pamper the client.
Lovely! (Full-body massage, Banya and
aromatherapy facial take two hours; cost is
$235.) -J. Elaine Spear
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Laser treatments take their
rightful place on the medical side
of the Healing Waters menu.
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workshops, gifts and more. An option-
al, two-tier spa membership program
allows clients to receive free services
and upgrades that can be shared with
family and friends, and even a personal
robe to take home. There is also a $20
gift certificate reward for any referral.
The facility itself quenches the
natural thirst for peace and relaxation
with its water theme. A fireside lounge
adds a cozy feel. The boutique encour-
ages visitors to linger and shop, and fea-
tures the spaOs private label skincare
On the medical side, Healing Watersline, as well as lines from Physiodermie,
provides the latest in anti-aging andAqua and Cosmedix.
appearance enhancement options that The Goreckis have expanded their
include three different microdermabra-operation to include a spa consulting
sion treatments, Botox, Restylanepusiness that offers everything from
FotoFacials, Endermologie, ClearLighfinancial to marketing planning, as well
acne treatments, laser hair removal ands a new design team to help other spas
leg vein treatments using the Vasculightreate floor plans. TheyOve trademarked
system. The medical spa has develop¢deir business and product line, and are
wellness path programs ranging in lengtiprimed to open new locations at the
from 4 to 12 weeks. rate of one every 18 months. The

Ashiatsu treatments represent the cutting-edge Healing Waters offers three different
aspects of the massage menu. microdermabrasion treatments.

The spaOs client relations efforts aRaleigh-Durham, North  Carolina,
stellar, and include a frequent spa-goetealing Waters is slated to open in July
VIP program that automatically enrolls 2005, followed by locations in Kansas
clients after theyOve accrued a certaidity, Kansas, and Portland, Oregon.
number of points from the purchases 0DAfter weOve opened in 10 cities, weOll
services and retail products. Frequeritegin to expand within those cities,O
spa-goers enjoy scheduling privilege®ymanda says—L. Jacobson-Kossoff



