748 Global Spa Summit

— JOINING TOGETHER SHAPING THE FUTURE.

Concurrent Breakout Session: Boardroom Roundtable Discussion
Tuesday, May 20th, 2008

11:45am - 1:00pm

Session 3

Louis XVI Suite, West Room, 4th Floor
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Discussion Leader
Sallie Fraenkel, COO, SpaFinder, Inc., New York

Scribes:
Martina Rizzo (UC Irvine) and Michael Schreiner (EHL)

Branding Activity at the Summit

Ballot boxes were placed in various areas during the Global Spa Summit. Each GSS del-
egate was given a ballot which listed 10 spa brands which were represented by at least
one Summit delegate. Before the Branding session began, around 200 spa delegates
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or unique.

Sallie Fraenkel (Discussion Leader):

The “What Makes Your Brand Unique” survey results are informative and directional,
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Brand Talise (Anni Hood):
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was not to have an Arabic name, due to the global nature of the Jumeirah chain. Com-
municating the brand is a sensitive endeavor.

Brand Ritz-Carlton (Paul Westbrook):

Ritz-Carlton worked very hard on the interior design of their hotels and worked dili-
gently with the advertising and marketing teams to make sure the brand is relevant to
what the customer wants and needs. Ritz-Carlton is looking to be innovative and renew-
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looking to stay relevant to the luxury spa customer, and are also working to make sure
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Ritz-Carlton (and also Four Seasons) has not named their spas in order to leverage the
power of their core hotel brand name.

General Discussion:

There are opposing views on whether a spa should carry its own brand name in an
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can use the help of consultants who can help with creation of a treatment menu, proto-
cols, etc.

Brand Four Seasons (Neil Jacobs/Wolf Hengst):
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content that is important and what customers associate with the name.

The trouble with naming the spas is that a guest might expect the same spa everywhere
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Brand Accor Thalasso (Granier Martine):
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the hotel. The French tradition is important to them.

Sallie Fraenkel (Discussion Leader):
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Brand Ritz-Carlton (Paul Westbrook): |
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example, has such a strong brand that delivers many good quality messages. This really
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You have to make a strategic decision depending on the business development of the
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names are a challenge; you want to promote the hotel, but in articles and press releases
usually only one brand is mentioned. At a certain point, the hotel realizes that they are
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ality.

Brand Four Seasons (Neil Jacobs/Wolf Hengst):
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ence. Many customers will only go to places they trust.

Brand Ritz-Carlton (Paul Westbrook):
The advantage they face is the tremendous
growth of the chain

Sallie Fraenkel (Discussion Leader):
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tional (Anne McCall):

Branding is critical; in spas people take
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go somewhere where they can trust the
brand name. Part of Fairmont’s success (as
it was for Six Senses) was the approach to
sustainability and green issues. The main
satisfaction, however, was seen in treat-
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ly 40% of Fairmont’s business in Arizona
is coming from day spa customers. Access
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a very successful spa.
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General Discussion:

The most recognizable brands across the luxury spa industry:
= Six Senses, Banyan Tree, ESPA

= Day spas: Bliss (US), Red Door, Elemis, and Aveda.

Brands should be linked to a story. Most of the population go to a day spa.
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Everybody agreed on the fact that urban spas need to be designed as day spas.

Yield management:

They do not use yield management in the restaurant, why should prices be changed in
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tioned that they do yield management that has allowed them to maintain a very steady
local clientele with above average utilization rate of their spa (approximately 80%).
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or ski season” where events are launched and create activity around golf, ski etc. Fair-
mont was competing for marketing dollars with these golf and ski events and that is
how spa season was created.
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not make it about low prices otherwise customers will get used to it and wait for your
special pricing. A ‘spa season’ should happen when there is something special going on

in the spa.

Branding Tables

3TTui0000 PO Tur YTWEEN U TULEUTEITEVEAETTUTTERO TWTTEOUP TUIUOOW T UEOERO Tu Y OBy
Ballots A and B. The results were revealed at the Branding Boardroom Roundtable Dis-
cussion.



Global Spa Summit delegates were asked to describe in one or two words what
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(Examples: Evian water: pure; Toyota: economical)

Accor Thalassa Bliss Spas Canyon Ranch Disney Spas

Water Girlfriend Boot camp Contextual smiles
Health Fun Historical Dreamy

Sea Cool Change Fun

Commercial Trendy Luxury Holiday Fun

Health Modern Fitness Fun

? Playful Lifestyle Fun

Historical Relaxation Integrative Health Signature treatments
? Product Medical/Lifestyle With or without kids?

Good look on target and

Particular target group quest structures Health Stressed moms
Water Hip Whole experience Family
Mediterranean Sex in the city Executive check-up Family fun
Water Fun Hiking Fun
Value City spa Change in lifestyle Magical
Water therapy approach Sterile Health Light
Run of the mill Luxury moment Health Fresh
European Hip Wellness Well-executed alternative
Thalassotherapy Trendy Laid-back Mickey Mouse
Not well known in Japan Edgy Week-long wellness Not serious
? Hip Hop Sound integrity Family friendly
Water therapies Great marketing Exercise Family
Thalasso Fun Health Fun
? Young Innovator Family
Sea water Stylish Destination Unknown
Water wellness Young and hip Healthy Holiday Fun
Don't know Poor quality Spa Leaders Mickey Mouse
Don't know Trendy Pioneers Fun
Don't know brand Sexy Lifestyle Volume Value
Competent Fancy Established Fun
Thalassotherapy Flashy Reputable Question mark on service
Universal Quick Lifestyle Family spas
No-nonsense New York Health changes For kids
Says what it does on the tin Poor service Health Youth oriented
A moment for me (vs. the
Bath tub Fun Health kids)
Old people Cookie Cutter Serious spa Family
Hip Day Spa Wholesome living Family
Hip Holistic ?
Retail Responsible Children
Hip Ahead ?
The two originals are
Youthful fabulous
Style over substance Healing
Luxury Wellness
Edgy Change
Wellness
Prevention
Hectic
The benchmark
Destination

Comprehensive

Ground breaking

Serious

Complete
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