
Greatest Show on Grass
o    It’s dubbed the “Greatest Show on Grass.” On this picturesque 70 F February day 

in Scottsdale, Arizona, 165,000 people have flooded the Stadium Course at the 
Tournament Players Club for the third day of  the PGA’s FBR* Phoenix Open.  
And whether they are seated in the skybox at the 16th hole (the unofficial party spot) 
or the top-notch seats in the clubhouse, everybody has the opportunity to get a 
complimentary chair massage by a Massage Envy therapist.

   Whether unintentionally or intentionally, the positioning of  their therapists at the 
FBR mimics the “Massage Envy approach” to massage—make massage therapy 
affordable and easily accessible to the public.

   The philosophy has worked. In 2004, Massage Envy made $9 million with an
average of  15 clinics open with 14,000 consumer members. 

   Not bad for a company that opened just three years ago.

   John Leonesio, CEO of the Scottsdale-based Massage Envy, LLC, brings three 
decades of experience as an executive in the health and wellness business, so he 
has witnessed the explosion of opportunity in this market first-hand.

   “T he success in the health and wellness industry is all about timing with baby 
boomers aging, ”Leonesio says.

   In the 1990s, he co-owned a chain of health clubs. Massage therapy requests 
quadrupled during that time.  Each club had two massage rooms that were booked 
all the time; in fact, at the 20 health clubs, massage brought in $3 million a year.

   He met Shawn Haycock, now director of recruiting and president of Massage 
Envy, while he was the area manager for the Phoenix market of the health clubs 
Leonesio co-owned in 1997.  

   Leonesio’s biggest moneymaker at the club was massage, which Haycock provided. 
“People with memberships would just come in for massage,” Haycock says.
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   “In the first year, we were half a step behind,” Leonesio 
says. He adds that most of the big mistakes first-time 
owners make were already made in previous business 
ventures. “We learned  how to run effectively and efficiently,” 
he says. Leonesio and Haycock also have a willingness to 
stick to what they know and hire consultants to do the rest, 
such as when they were learning the fundamentals of 
franchising, which neither knew much about.

   As the company gains momentum, it plans to work on 
issues directly affecting the profession, especially education. 
“We work a lot with schools by recruiting and hiring their 
alumni, as well as new therapists who are entering the field. 
We also are interested in working with schools for advanced 
education needs that we are putting together for our 
therapists,” Haycock says. All signs indicate that Massage 
Envy will only get bigger. Currently, the company employs 
more than 1,000 therapists. With the 32 clinics open
 (they expect to have 100 open by the end of 2005) their 
therapists will provide one million massages this year.
   In five years, they anticipate having 700 clinics across the 
nation with 14,000 therapists, servicing 350,000 members.
And they are doing everything they can to familiarize the 
Massage Envy brand.
   In just four days at the FBR Phoenix Open, more than 
517,000 golf fans were exposed to the company.  
   That’s what is at the core of Massage Envy— helping 
massage therapists raise awareness about the value of
 their profession.
   “Massage therapists just want to help people,” Leonesio 
says. “We take everything else out of their hands so they 
can do just that.”
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CONSUMER

MEMBERSHIP BENEFITS 

THE EXTRA TOUCH
To aid customers, the company developed its 

own software that keeps track of appointments, 

whether the client prefers a male or female 

therapist, etc. If the client lives in Washington, 

but is near one of the Texas locations, people 

at the Texas office can access the client’s 

information and preferences.

50 PERCENT OFF OF GIFT CERTIFICATES

FAMILY  DISCOUNTS

ON-SITE CORPORATE MASSAGE
    $5 PER SESSION

IN-HOME MASSAGE  SERVICES
    $49 PER ONE HOUR 

SPECIAL  EVENT CO-OP DISCOUNTS
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Massage Envy started out as just 
one massage clinic outside Phoenix. 
Three years later, it’s turned into a 
$9 million a year franchise that’s
showing no sign of slowing down. 
Its secret? Make massage affordable, 
and always take care of the therapist.

Valerie A. Danner is an associate editor with the American Massage Therapy 
Association. She can be reached at vdanner@amtamassage.org.  For more 
information about Massage Envy, visit www.massageenvy.com.
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