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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 
ÏÈËɯÊÈÚÛɯÛÏÌÐÙɯÝÖÛÌɯÉàɯËÌÚÊÙÐÉÐÕÎɯȹÐÕɯÖÕÌɯÖÙɯÛÞÖɯÞÖÙËÚȺɯÞÏÈÛɯÔÈËÌɯÌÈÊÏɯÉÙÈÕËɯËÐřÌÙÌÕÛɯ
or unique. 

Sallie Fraenkel (Discussion Leader):
The “What Makes Your Brand Unique” survey results are informative and directional, 
ÕÖÛɯÈÉÚÖÓÜÛÌȭɯ3ÏÌÙÌɯÐÚɯÈɯ×ÙÖÓÐÍÌÙÈÛÐÖÕɯÖÍɯÚ×ÈɯÉÙÈÕËÚȭɯ6ÏÈÛɯËÐřÌÙÌÕÛÐÈÛÌÚɯÛÏÌɯÉÙÈÕËÚȳɯ(Úɯ
ÛÏÐÚɯÎÖÖËɯÍÖÙɯÛÏÌɯÊÖÕÚÜÔÌÙȳɯ(ÚɯÛÏÐÚɯÉÈËɯÍÖÙɯÛÏÌɯÊÖÕÚÜÔÌÙȳɯ#ÖÌÚɯÐÛɯÔÈÒÌɯÈɯËÐřÌÙÌÕÊÌɯÛÖɯ
ÛÏÌɯÊÖÕÚÜÔÌÙȳ
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Brand Talise (Anni Hood): 
 ÛɯÛÏÌɯÉÌÎÐÕÕÐÕÎȮɯÛÏÌɯØÜÌÚÛÐÖÕɯÖÍɯÞÏÈÛɯ3ÈÓÐÚÌɯÔÌÈÕÚɯÞÈÚɯÖŜÌÕɯÈÚÒÌËȭɯȹ3ÈÓÐÚÌɯǻɯ!ÌÈÜÛÐÍÜÓɯ
ÞÈÛÌÙȺȭɯ(ÛɯÐÚɯÝÌÙàɯËÐŚÊÜÓÛɯÛÖɯŗÕËɯÈɯÙÐÎÏÛɯÈÕËɯÔÈÛÊÏÐÕÎɯÉÙÈÕËɯÕÈÔÌȭɯ3ÏÌɯÎÖÈÓɯÍÖÙɯ3ÈÓÐÚÌɯ
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-
ÈÉÓÌȭɯ3ÏÌàɯÞÈÕÛɯÛÖɯÔÈÒÌɯÚÜÙÌɯÛÖɯÌßÛÌÕËɯÛÏÌɯËÐřÌÙÌÕÛÐÈÛÐÖÕɯÈÓÚÖɯÛÖɯÛÏÌÐÙɯÚ×ÈÚȮɯÛÏÌàɯÈÙÌɯ
looking to stay relevant to the luxury spa customer, and are also working to make sure 
ÛÏÈÛɯÛÏÌɯÊÜÚÛÖÔÌÙɯËÖÌÚɯÕÖÛɯ×ÌÙÊÌÐÝÌɯÛÏÌÐÙɯÉÙÈÕËɯÈÚɯÖÓËɯÍÈÚÏÐÖÕÌËɯÈÕËɯɁÚÛÜřàɂȭ

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 
ÌÚÛÈÉÓÐÚÏÌËɯÏÖÛÌÓȭɯɯ(ÛɯËÌ×ÌÕËÚɯÖÕɯÞÏÈÛɯÚÛÈÎÌɯÛÏÌɯÉÜÚÐÕÌÚÚɯÐÚɯÐÕɯÈÕËɯÞÏÈÛɯÛÏÌɯÊÖÙÌɯÏÖÛÌÓɯ
ÉÙÈÕËɯÐÚȭɯ(ÍɯÈɯÏÖÛÌÓɯËÖÌÚɯÕÖÛɯÍÌÌÓɯÓÐÒÌɯÛÏÌàɯÏÈÝÌɯÛÏÌɯÚÒÐÓÓÚɯÛÖɯËÌÝÌÓÖ×ɯÛÏÌÐÙɯÖÞÕɯÚ×ÈȮɯÛÏÌàɯ
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): 
(ÛɯÞÈÚɯÈÓÞÈàÚɯÌÕÍÖÙÊÌËɯÛÏÈÛɯÛÏÌɯÚ×ÈÚɯÚÏÖÜÓËɯÒÌÌ×ɯÛÏÌɯ%ÖÜÙɯ2ÌÈÚÖÕÚɯÕÈÔÌɯȹÉÌÊÈÜÚÌɯÐÛɯ
ÙÌŘÌÊÛÌËɯÎÖÖËɯØÜÈÓÐÛàȺȭɯ%ÖÜÙɯ2ÌÈÚÖÕÚɯËÌÊÐËÌËɯÐÛɯÐÚɯÕÖÛɯÛÏÌɯÈÊÛÜÈÓɯÕÈÔÌȮɯÙÈÛÏÌÙɯÐÛɯÐÚɯÛÏÌɯ
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 
ÐÕɯÛÏÌɯÞÖÙÓËȭɯ(ÍɯÈɯÏÖÛÌÓɯÉÙÈÕËɯÐÚɯÎÓÖÉÈÓȮɯÛÏÌÕɯÊÙÌÈÛÐÕÎɯÈɯËÐřÌÙÌÕÛɯÚ×ÈɯÍÌÌÓɯÐÕɯ!ÈÓÐɯÈÕËɯÈɯËÐÍ-
ÍÌÙÌÕÛɯÚ×ÈɯÍÌÌÓɯÐÕɯ$ÜÙÖ×ÌɯÔÐÎÏÛɯÉÌɯÊÏÈÓÓÌÕÎÐÕÎɯÞÐÛÏɯÈɯÉÙÈÕËɯÕÈÔÌɯÞÏÐÊÏɯÐÚɯÚ×ÈɪÚ×ÌÊÐŗÊȭ

Brand Accor Thalasso (Granier Martine): 
6ÐÛÏÐÕɯ3ÏÈÓÈÚÚÖȮɯÛÏÌÙÌɯÈÙÌɯÈÓÚÖɯÉÙÈÕËɯËÌÝÌÓÖ×ÔÌÕÛÚɯȹÌȭÎȭɯ2ÖŗÛÌÓȺȭɯ ɯÚ×ÈɯÉÙÐÕÎÚɯÝÈÓÜÌɯÛÖɯ
the hotel. The French tradition is important to them.

Sallie Fraenkel (Discussion Leader): 
(ÚɯÐÛɯÑÜÚÛÐŗÈÉÓÌɯÍÖÙɯÏÖÛÌÓɯÉÙÈÕËÚɯÛÖɯÎÖɯÈŜÌÙɯÚ×ÈɯÉÙÈÕËÚȳɯ.ÙɯÐÚɯÐÛɯÉÌŲÌÙɯÛÏÈÛɯÛÏÌàɯËÌÝÌÓÖ×ɯ
ÛÏÌÐÙɯÖÞÕɯÉÙÈÕËȳ

Brand Ritz-Carlton (Paul Westbrook): 
(ÛɯÙÌÈÓÓàɯÐÚɯÈÕɯɁÐÛɯËÌ×ÌÕËÚɯÖÕɯÞÏÖɯÏÈÚɯÊÖÕÛÙÖÓɯÖÍɯÛÏÌɯÉÙÈÕËȱɂɯÈÕÚÞÌÙȭɯ1ÐÛáɪ"ÈÙÓÛÖÕȮɯÍÖÙɯ
example, has such a strong brand that delivers many good quality messages.  This really 



ÈÊÊÖÜÕÛÚɯÍÖÙɯÛÏÌɯÚÛÙÖÕÎɯÉÙÈÕËɯÕÈÔÌȭɯ(ÍɯÈɯÉÙÈÕËɯÏÈÚɯÈɯÓÖÛɯÖÍɯÌØÜÐÛàȮɯÜÚÌɯÐÛȮɯÉÜÐÓËɯÖÕɯÐÛȭ

You have to make a strategic decision depending on the business development of the 
ÊÖÔ×ÈÕàȭɯ(ÛɯÐÚɯÈÉÖÜÛɯÓÖÖÒÐÕÎɯÈÛɯÌÈÊÏɯÚÐÛÜÈÛÐÖÕȭɯɯ%ÙÖÔɯÈɯ/1ɯ×ÖÐÕÛɯÖÍɯÝÐÌÞȮɯÛÞÖɯËÐřÌÙÌÕÛɯ
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 
ÜÚÐÕÎɯÛÏÌÐÙɯÔÈÙÒÌÛÐÕÎɯÔÖÕÌàɯÛÖɯ×ÙÖÔÖÛÌɯÈɯËÐřÌÙÌÕÛɯÉÙÈÕËȭɯ

(ÕɯÊÌÙÛÈÐÕɯ×ÈÙÛÚɯÖÍɯÛÏÌɯÞÖÙÓËɯȹÓÐÒÌɯ ÚÐÈȺȮɯÉÙÈÕËÚɯÈÙÌɯÝÌÙàɯÐÔ×ÖÙÛÈÕÛȭɯ(Õɯ$ÜÙÖ×ÌɯÐÛɯÐÚɯÎÌÕÌÙ-
ÈÓÓàɯÉÌŲÌÙɯÛÖɯÉÌɯÐÕËÌ×ÌÕËÌÕÛɯÈÕËɯËÐřÌÙÌÕÛɯÉÌÊÈÜÚÌɯÛÏÌɯÊÜÚÛÖÔÌÙɯÐÚɯÓÖÖÒÐÕÎɯÍÖÙɯÐÕËÐÝÐËÜ-
ality.

Brand Four Seasons (Neil Jacobs/Wolf Hengst): 
(ÕɯÛÏÌɯÌÕËȮɯÐÛɯÐÚɯÛÏÌɯ×ÙÖËÜÊÛɯÈÕËɯÚÌÙÝÐÊÌɯÛÏÈÛɯÐÚɯÐÔ×ÖÙÛÈÕÛȮɯÈÕËɯÕÖÛɯÛÏÌɯÕÈÔÌɯàÖÜɯÎÐÝÌɯÛÖɯ
ÐÛȭɯ(ÛɯÊÖÔÌÚɯËÖÞÕɯÛÖɯÛÏÌɯÛÏÌÙÈ×ÐÚÛÚȭɯɯ2ÈÛÐÚÍÈÊÛÐÖÕɯÐÚɯËÙÐÝÌÕɯÉàɯÛÏÌÙÈ×ÐÚÛÚɯÈÕËɯÛÏÌɯÌß×ÌÙÐ-
ence.  Many customers will only go to places they trust. 
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Brand Ritz-Carlton (Paul Westbrook): 
The advantage they face is the tremendous 
growth of the chain 

Sallie Fraenkel (Discussion Leader):
#ÖɯàÖÜɯÛÏÐÕÒɯÚ×ÈɯÉÙÈÕËÐÕÎɯÔÈŲÌÙÚɯÛÖɯÛÏÌɯ
ÊÖÕÚÜÔÌÙɯÈÕËɯÞÏàȳɯ'ÖÞɯËÖɯàÖÜɯËÌÓÐÝÌÙɯÈɯ
Ú×Èɯ×ÙÖÔÐÚÌɯÐÕÛÌÙÕÈÛÐÖÕÈÓÓàȳ

!ÙÈÕËɯ%ÈÐÙÔÖÕÛɯ1ÈśÌÚɯ'ÖÛÌÓÚɯ(ÕÛÌÙÕÈ-
tional (Anne McCall): 
Branding is critical; in spas people take 
ÛÏÌÐÙɯÊÓÖÛÏÌÚɯÖřɯÚÖɯÛÏÌàɯÞÖÜÓËɯÙÈÛÏÌÙɯ
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-
ÔÌÕÛÚȮɯÚÌÙÝÐÊÌÚɯÖřÌÙÌËȮɯÌÛÊȭɯ ××ÙÖßÐÔÈÛÌ-
ly 40% of Fairmont’s business in Arizona 
is coming from day spa customers.  Access 
ÈÕËɯ×ÈÙÒÐÕÎɯÈÙÌɯÉÖÛÏɯÝÌÙàɯÐÔ×ÖÙÛÈÕÛȭɯɯ(ÛɯÐÚɯ
a very successful spa. 



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. 
(ÛɯÐÚɯÐÔ×ÖÙÛÈÕÛɯÛÖɯÕÖÛÌɯÛÏÈÛɯÔÈÕàɯÊÜÚÛÖÔÌÙÚɯÜÚÌɯÛÏÌɯÏÖÛÌÓɯÚ×ÈɯÈÚɯÈɯËÈàɯÚ×Èȭɯ

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 
ÛÏÌɯÚ×Èȳɯ+ÖÊÈÓɯ×ÌÖ×ÓÌɯÏÈÝÌɯÕÖÛɯÈÊÊÌ×ÛÌËɯÛÏÌɯÐËÌÈɯÖÍɯÊÏÈÕÎÐÕÎɯÛÏÌɯ×ÙÐÊÌÚɯÈÊÊÖÙËÐÕÎɯÛÖɯ
ËÌÔÈÕËȭɯɯ.ÞÕÌÙÚɯÏÈÝÌɯÛÖɯÉÌɯÊÈÙÌÍÜÓɯÞÐÛÏɯÛÏÌÐÙɯàÐÌÓËɯÔÈÕÈÎÌÔÌÕÛɯ×ÖÓÐÊÐÌÚɯÈÚɯÛÏÌàɯÊÖÜÓËɯ
ÈÓÐÌÕÈÛÌɯÛÏÌɯÓÖÊÈÓɯÊÜÚÛÖÔÌÙÚȭɯɯ(ÛɯÊÖÜÓËɯÉÌɯÚÌÕËÐÕÎɯÈɯÔÌÚÚÈÎÌɯÛÏÈÛɯàÖÜɯÖÕÓàɯÕÌÌËɯÛÏÌÔɯÖÕɯ
,ÖÕËÈàÚȮɯÖřɯÚÌÈÚÖÕȮɯÌÛÊȭ

 ÓÚÖɯÕÖÛÌɯÛÏÈÛɯËÜÙÐÕÎɯÛÏÌɯ,ÈÕËÈÙÐÕɯ.ÙÐÌÕÛÈÓɯÛÖÜÙɯÐÕɯ-ÌÞɯ8ÖÙÒȮɯÛÏÌɯÚ×ÈɯÔÈÕÈÎÌÙɯÔÌÕ-
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%).

(ËÌÈɯÖÍɯɁ2/ ɯ2ÌÈÚÖÕɂɯ"ÖÕÊÌ×Ûȯɯ
6ÏÌÕɯÛÏÌÙÌɯÐÚɯÈɯÓÖÞɯÚÌÈÚÖÕɯÍÖÙɯÚ×ÈÚȮɯÔÈÒÌɯÐÛɯÈɯÚ×ÈɯÚÌÈÚÖÕȭɯ.ÕɯÈÕɯÐÕÛÌÙÕÈÛÐÖÕÈÓɯÓÌÝÌÓȮɯÚ×Èɯ
ÚÌÈÚÖÕÚɯÞÖÜÓËɯÈÓÞÈàÚɯÉÌɯÈÛɯËÐřÌÙÌÕÛɯÛÐÔÌÚȭɯ3ÏÌɯÐÕÚ×ÐÙÈÛÐÖÕɯÍÖÙɯÛÏÐÚɯÐÚɯÛÏÌɯɁÎÖÓÍɯÚÌÈÚÖÕȮɯ
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.   

(ÛɯÐÚɯÈÓÚÖɯÐÔ×ÖÙÛÈÕÛɯÛÖɯÕÖÛÌɯÛÏÈÛɯÐÛɯÐÚɯÕÖÛɯÈɯɁÊÏÌÈ×ɯÚÌÈÚÖÕɂȮɯÚÖɯÉÌɯÊÈÙÌÍÜÓɯÈÉÖÜÛɯ×ÙÐÊÐÕÎȭɯ#Öɯ
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
3ÏÌɯÍÖÓÓÖÞÐÕÎɯŗÝÌɯÛÈÉÓÌÚɯÞÌÙÌɯÊÙÌÈÛÌËɯÉàɯÈÎÎÙÌÎÈÛÐÕÎɯÛÏÌɯÈÕÚÞÌÙÚɯÍÙÖÔɯ!ÙÈÕËÐÕÎɯ!Ößɯ
Ballots A and B.  The results were revealed at the Branding Boardroom Roundtable Dis-
cussion. 

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