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Spa chains

An analysis of the challenges and
opportunities facing spa chains

and franchise operations
by Alissa Demorest

The number of spas chains may be low com-
p

ared to the independents on the market,
but it is a business that is growing. According
to market-research company Diagonal Reports
only 11% of day spas in the US in 2010 were
chains; however, the compary predicts that
national chains will begin to roll out their offer
and that as a result single-unit businesses will
also consolidate
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| see the chain model as a
good thing—it is opening
up spas to people who
couldn’t go otherwise as
they are more affordable
and convenient
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The Mandarin Oriental Hotel Group
director of spa Andrew Gibaon

Many of today’s chains are associated with
cheaper services. For example, one of the
growing chains in the US is Massage Envy,
which caters to consumers with limited bud-
gets. Massage Envy now has close to 700
locations and another 200 are in development

Chains such as Massage Envy are seen as
boosting the number of consumers who visit
a spa, (although they also put pressure on
independent operators, many of whom are
still reeling from the effects of the downtum)
Spa operators polied by W Confidential see
the rise of reasonably priced spa chains as a
welome altemative to the discounting frenzy

that hae alamiad tha indoetns in tha nact cova.
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Strength in numbers

A Spa chains, such as Massage Envy (above) and the more upscale
Woodhouse Day Spa (top) are a growing force in the spa market

ral years. “More big chains are coming, but it
is strange that this trend hasn't happened yet
as it is @ mature market, | see the chain mode
as a good thing—it is opening up spas 1o
people who couldn’t go otherwise as they are
more affordable and convenient,” comments
The Mandarin Oriental Hotel Group director
of spa Andrew Gibson. Blu Spas Inc principal
Cary Collier agrees: "Companies like Massage
Envy are serving a good purpose. A few years
a0 prices were so high that consumers were
saying ‘enough’, $o prices coming down made
some sense.”

Spa branding
One of the keys to success in the spa chain bu-
siness is brand recognition. One chain spa to

have capitalized on its name is UK-based Dove
Cna Tha ramnanu which ic 7804 Asanad b

Unilever with the remaining shares part
of UK group Spa and Salon Interational,
opened its first location in 2006. Dove Spa
now operates 20 spas in the UK and four i
Canada and is in the process of vetting fra
chisees for its first franchise locations

One of its biggest challenges was getting
around the Dove brand’s mass positionings
according to International Dove Spa devels
ment director Fran Hayter. Dove Spa does
offer cut-rate prices nor engage in disco
The facials, for example are priced from $3
to $110. The range of Dove Spa branded
products are also priced on par with othes
high-street day spa retail offers, and not#
same price bracket as mass Dove producs
“We did 2 lot of consumer research and
came out was that if we had dropped oue
orice npoints to supermarket orices. Deooks



result is that we have a huge

new people coming to the spas,
hose that were intimidated to go

: Day

This could be just what the industry
ds to become a more finely tuned and
ofitable business. M
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