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The Medical & Day Spa Industry Analysis 
 
  

The Industry  
 
Ten years ago, spas were primarily viewed as fat farms and pampering palaces for 
the rich and famous. Today, they are viewed as an integral part of people's lives - 
at home and when on the road. In 1994, Faith Popcorn, founder and CEO of the 
trends research firm Brain Trust, predicted that "entertainment and travel will be 
health and longevity obsessed." She was right. "Spa-ing" has become a lifestyle 
phenomenon. In the past decade the spa industry has experienced unprecedented 
growth. The spa industry is growing at an incredible rate.  This astonishing growth 
is attributed to the demand for the “stress-free” environment, a place where people 
can escape the frantic, daily grind. The spa industry registers 155.8 million visits 
every year with a steady triple figure annual growth seen within the next 10 years. 
Over 12,000 Americans turn 50 every day (1 every 8 seconds!) and this will 
continue for the next 20 years. Studies show the number of Americans over 55 will 
grow by 60% in the next 20 years and their buying power will exceed $2 trillion 
by 2007. In addition, within the next five years, boomers will experience the 
biggest transference of wealth in U.S. history, making them wealthier. According 
to U.S. Government statistics 16% of the G.D.P. will be spent on healthcare by the 
year 2010. As employers begin to drive healthcare costs back to consumers, 
consumers will begin to further scrutinize what exactly they are paying for. 
Effective and new healthcare approaches are being deployed in medical spa 
facilities as physicians are recognizing that life, beauty and health enhancement 
products and services delivered in medically supported environments have 
increased credibility in the eyes of the consumer and is providing an innovative 
approach to traditional healthcare delivery. In the United States alone, spas are 
annually a 13-billion-dollar industry. Approximately five years ago medical spas 
began to appear. Programming at most medical spas today are predominately 
focused on the delivery of graded beauty enhancement services.  
 
 
Statistics from the Medical Spa Industry report that the desire for a stress-free 
treatment environment as well as access to more non-invasive healthcare 
alternatives and advanced technology such as laser and other anti-aging solutions 
indicates steady triple figure annual growth for medical spas within the next 10 
years. What is driving the growth? US baby boomers will increase their spending 
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on wellness-based services from approximately 200 billion dollars today to 1 
trillion dollars every year over the next 10 years. With new technology and 
innovations consistently coming along, medical spa innovators are uniquely 
positioned to bring results-oriented treatments, procedures and services to meet the 
health, beauty and balance needs of baby boomers as well as to their health and 
beauty conscious children. Research indicates that this group has more disposable 
income than other demographic groups and takes steps to stay healthy and look 
good.  Another contributing factor to this triple digit growth is consumer demand. 
The desire to integrate medical spa procedures with lifestyle management is 
estimated to grow at a dramatic pace, and with good reason. Health conscious 
consumers over the age of 35 numbered more than 150 million in 2006. What 
services are fueling such high revenues? The U.S. cosmetic procedure market is 
booming, the American Society for Dermatologic Surgery reports that demand is 
great for Botox and collagen injections, cellulite treatments, chemical peels, eyelid 
surgery, facial rejuvenation, hair restoration, laser therapy, liposuction, and vein 
treatments. The spa industry is growing at an incredible rate.  This astonishing 
growth is attributed to the demand for the “stress-free” environment, a place where 
people can escape the frantic, daily grind. What services are fueling such high 
revenues? Americans spent approximately $12.4 billion on cosmetic procedures 
last year. According to the American Society for Aesthetic Plastic Surgery, 
(ASAPS), Nearly 11.5 million cosmetic surgical and non-surgical procedures were 
performed in the United States in 2006, according to statistics released today by 
the American Society for Aesthetic Plastic Surgery (ASAPS). Compared to 2005, 
cosmetic surgical and non-surgical increased 1 percent. The Aesthetic Society, 
which has been collecting multi-specialty procedural statistics since 1997 says the 
overall number of cosmetic procedures has increased 446 percent since the 
collection of the statistics first began. The most frequently performed procedure 
was Botox® injections and the most popular surgical procedure was liposuction.  
 
The number of silicone breast implant procedures increased 18 percent from 2005 
which is a reflection of the FDA approval silicone implants into the U.S. market in 
November 2006. According to the statistics released by the Aesthetic Society 
breast augmentation is the top surgical procedure for women for the first time, 
although lipoplasty (liposuction) continues to be the top overall surgical procedure 
as it has been since the Aesthetic Society began collecting nationwide procedural 
statistics in 1997.  In addition, non-surgical cosmetic procedures performed by 
board-certified plastic surgeons continue to rise as the population of women and 
men considering these procedures are drawn to these procedures due to their safety 
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and efficacy. Women had 92 percent of cosmetic procedures.  Nearly 11 million 
surgical and non-surgical cosmetic procedures were done in the U.S. last year, up 
7% from 2005, says the American Society of Plastic Surgeons (ASPS). 
 
The top five non-surgical cosmetic procedures in 2005/2006 were;  
 
 

Top Procedures All US  2005 2006 % Change 
Surgical  # of Procedures # of Procedures  
Liposuction 455,489 403,684 -11.37% 
Breast augmentation 364,610 383,886 5.29% 
Eyelid surgery 231,467 209,999 -9.27% 
Abdominoplasty 169,314 172,457 1.86% 
Female breast reduction 160531 169,314 5.47% 
    

Top Procedures All US  2005 2006  
Non surgical  # of Procedures # of Procedures  
Botox 3,294,782 3,181,592 -3.44% 
Hyaluronic Acid     
(Hylaform, Restylane) 1,194,222 1,593,554 33.44% 
Laser Hair Removal  1,566,909 1,475,296 -5.85% 
Microdermabrasion 1,023,931 993,071 -3.01% 
Laser Skin Resurfacing  556,172   
 
 
Top Procedures for Women 
 
Women got nearly 10 million cosmetic procedures done in 2006. That's an 
increase of 9% from 2005 and a 55% increase since 2000, according to the ASPS. 
Women had 92 percent of cosmetic procedures.  The number of procedures 
(surgical and non surgical) performed on women was over 10.5 million, an 
increase of 1 percent from the previous year.  Surgical procedures decreased 9 
percent; non surgical procedures increased 4 percent.  Since 1997, surgical 
procedures increased 123 percent, while non surgical procedures have increased 
749 percent. 
 

Top Procedures for Women 2005 2006  
Surgical  # of Procedures # of Procedures  
    
Breast augmentation 364,610 383,885 5.29% 
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Lipoplasty 402,946 350,420 -13.04% 
Eyelid surgery 198,099 182,397 -7.93% 
Abdominoplasty 164,073 164,800 0.44% 
Breast Reduction 160,531 145,822 -9.16% 
    

Top Procedures for Women 2005 2006  
Non surgical # of Procedures # of Procedures  
Botox 2,990,658 2,881,119 -3.66% 
Hyaluronic Acid      
(Hylaform, Restylane) 1,149,228 1,519,923 32.26% 
Laser Hair Removal 1,334,669 1,308,739 -1.94% 
Microdermabrasion 939,508 921,970 -1.87% 
Sclerotherapy   541,291   

SOURCE: American Society for Aesthetic Plastic Surgery, (ASAPS) 

Breast augmentation led all cosmetic surgeries for the first time in 2006. Breast 
augmentation has always been among the top five surgical procedures but until 
now has never been No. 1," ASPS President Roxanne Guy, MD, says in an ASPS 
news release. In November 2006, the FDA approved the return of silicone breast 
implants to the U.S. market, ending a partial ban on silicone breast implants that 
began in 1992 over health concerns if the implants ruptured and leaked.  

 

“With the return of silicone breast implants to the U.S. market, it is likely the 
number of breast augmentations will continue to increase," Guy says. "Some 
women prefer the look and feel of silicone implants and were waiting for the FDA 
to make its decision."  

Top Procedures for Men 

About a million men got cosmetic procedures in 2006. That's up 8% since 2000, 
but down 7% from 2005, notes the ASPS. Men had 8 percent of cosmetic 
procedures.  The number of procedures (surgical and non surgical) performed on 
men was nearly 1 million, a decrease of 5 percent from the previous year. Surgical 
procedures decreased 9 percent; non surgical procedures decreased 3 percent.  
Since 1997, surgical procedures have decreased 2%, while non surgical 
procedures have increased 722 percent. 
 

Top Procedures for Men  2005 2006   
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Surgical # of Procedures # of Procedures   
Liposuction 52,543 53,263 1.37% 
Rhinoplasty 45,945 33,143 -27.86% 
Eyelid surgery   33,369 27,602 -17.28% 
Male breast reduction 17,730 23,670 33.50% 
Facelift 13,041 14,051 7.74% 
     

Top Procedures for Men  2005 2006   
Non surgical # of Procedures # of Procedures   
Botox injection 304,124 300,472 -1.20% 
Laser hair removal 232,240 166,557 -28.28% 
Hyaluronic Acid     
 (Hylaform, Restylane) 44,994 73,634 63.65% 
Microdermabrasion  84,423 71,102 -15.78% 
Laser Skin Resurfacing 43,083 48,451 12.46% 
 
 
 
Frequency of cosmetic procedures by AGE GROUP: 

 

% of total Age # procedures Top surgical procedure Top non surgical procedure 

47% 35-50 4.5 million Liposuction Botox 

26% 51-64 2.9 million Eyelid Surgery Botox 

20% 19-34 2.5 million Breast Augmentation Laser Hair Removal 

5% 65 and over 589,229 Eyelid Surgery Botox 

1% 18 and under 178,041 Rhinoplasty Laser Hair Removal 

 

 

 

Racial and Ethnic Distribution 

 
Racial and ethnic minorities accounted for 21.7 percent of all cosmetic procedures 
in 2006.  Hispanics again led minority racial and ethnic groups in the number of 
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procedures: Hispanics, 9.7 percent; African-Americans, 6.6 percent; Asians, 4.7 
percent; and other non-Caucasians, 0.8 percent.  
 
Location and Fees 

 
Approximately 46 percent of cosmetic procedures in 2006 were performed in 
office-based facilities; 28.9 percent in freestanding surgicenters; and 24.8 percent 
in hospitals. Americans spent just under $12.2 billion on cosmetic procedures; 
$7.6 billion was for surgical procedures, and $4.5 billion was for non surgical 
procedures. 
 
 
Demographic and Economic Trends will drive Growth 
  
The MedSpa revolution has been closely linked to the growing baby boomer 
generation in the US. Baby boomers are generally considered to be persons born 
during the post-World War II birth rate boom, lasting from 1946 through about 
1964. They are well educated, with 87 percent being high school educated and one 
in four a college graduate. They are the wealthiest, most sophisticated purchasers. 
At approximately 75 million, baby boomers are the single largest buying group in 
the US today.  
 

• The baby-boomers now make up 51% of the total U.S. population and they 
control 75% of the country’s wealth!  

• 12,000 Americans turn 50 every day (1 every 8 seconds) and this will 
continue for the next 20 years.  

• Americans over 55 will grow by 60% in the next 20 years and their buying 
power will exceed $2 trillion by 2007  

 
However, while baby boomers are largely considered the main target medspa 
consumers, the variety of treatments and services available in medspas expand this 
consumer base even further. Procedures like Laser Hair Removal, Acne Programs, 
Deep Tissue Facials and non-surgical cellulite treatments attract men and women 
well outside the baby boomer bracket. 
 
Lifestyle Trends  
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In a society highly influenced by Hollywood, looking younger has become the best 
way to FEEL younger. Consumers are enthralled by the many affordable and 
ingenious way to re-live their youth. A survey by the New American Academy of 
Dermatology found that 69% of women are bothered by signs of aging, 
particularly fine lines, wrinkles, uneven skin tone, facial hair and dryness. In the 
above 45 category, women feel their facial skin makes them look older than they 
feel inside. Women are constantly bombarded with images of the “ideal woman”, 
who of course, shows no signs of aging.  
 
 
This Hollywood standard causes many women to become anxious, leading them to 
look for answers to address their aging skin 
 

• People aged 35 - 50 had the most procedures done - 44% of total.  
• 75% of U.S. population age 35-65 has some treatable, pigmented lesion.  
• Men account for 25% of medspa procedures and the trend continues to 

grow.  
• In just the female age group 22 – 34, there were 2 million users from only 

1,000 suppliers – demand far exceeds supply and is expected to continue for 
20 years.  

 
The U.S. cosmetic procedure market is booming, the American Society for 
Dermatologic Surgery reports that demand is great for Botox and collagen 
injections, cellulite treatments, chemical peels, eyelid surgery, facial rejuvenation, 
hair restoration, laser therapy, liposuction, and vein treatments. From a global 
market perspective nearly 20 million hair removal, skin rejuvenation, tattoo and 
pigmented lesion removal, acne reduction and photodynamic therapy treatments 
were performed in 2003. These earned almost $6.5 billion for practitioners and 
$372 million in revenue for equipment manufacturers. By 2008, this will grow to 
over 53 million treatments annually earning practitioners $10.4 billion and 
manufacturers more than $612 million, according to the Global Aesthetic Market 
study. In addition, Botox treatments are also popular. In 2003, four million 
procedures were performed worldwide, generating over $2.1 billion in procedure 
fees. By 2008, more than 10 million procedures will be performed annually, 
generating treatment revenue of $4.4 billion. Revenue to suppliers will grow from 
$656 million in 2003 to $1.6 billion in 2008. Dermal filler use isn’t far behind. 
More than two million procedures were performed in 2003, earning practitioners 
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$1.2 billion and suppliers $196 million. In 2008, this will rise to almost five 
million treatments generating $2.3 billion for physicians and $398 million for 
suppliers.  Microdermabrasion, chemical peels and emerging skin rejuvenation 
treatments are also rising. In 2003, over 16 million treatments were performed, 
accounting for almost $3.3 billion in fees to practitioners. Equipment 
manufacturers and suppliers earned about $108 million.  
 
 
 
By 2008, this will grow to more than 41 million procedures earning over $6 billion 
for practitioners and $185 million for manufacturers. Quite a number of these 
procedures are mainstays in medical spas. The greatest growth and largest 
opportunity, in the graded beauty enhancement aspect of medical spas however, 
remains anti-aging topical treatments and products. In 2003, sales of all brands 
through all outlets accounted for $4.1 billion. This will grow to more than $5.6 
billion in 2008, and this is just the tip of the iceberg.  
 
On average, medical spa service fees for graded beauty enhancement services are: 
 
$413 for Botox injections 
$831 for chemical peels 
$423 for laser hair removal 
$201 for micro-dermabrasion 
$273 for sclerotherapy  
 
Medical spas are outperforming non-medical spas, producing margins upward of 
35-40%. Although profitability is largely being generated from the extraordinarily 
high margins generated by the procedures mentioned above, most of the medical 
spas surveyed report at least a 35% return on gross revenue. Pricing at destination, 
resort and medical spas continues to increase as consumers of spa services are 
willing to invest personal income in looking and feeling better, while overall labor 
costs have lowered as spa operators continue to redesign compensation strategies 
and the labor pool of spa practitioners continues to increase. Medical spas are 
leveling the playing field for employees as they primarily employ nurses, surgical 
techs and medical of which are still paying labor at approximately 35-42% of 
treatment revenue. A substantial amount of the revenue reported for the medical 
spa industry is generated through medical spa franchises or licensed syndicated 
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operations. The Medical Spa sector is still virtually untapped but growing as more 
and more baby boomers reach middle age.  
 
The age of Integral Spa Medicine will help to increase healthcare literacy and 
medical spa professionals will begin to serve as intermediaries for consumers 
looking to see beyond the spin of traditional healthcare and pharmaceutical 
marketing. For healthcare operators a myriad of spa services are becoming 
legitimate streams of revenue that pose minimal risk for malpractice. New Spa 
Medicine business models will emerge and challenge present day medical delivery 
vehicles. For millions of Americans, arthritis, depression, menopause, cancer and 
other health concerns are not being adequately addressed through conventional 
medicine. Many are turning outside the medical mainstream to approaches that 
embrace the whole person mind, body and spirit. In fact, Americans spend more 
money for complementary and alternative medicine, than for all other health care 
needs. From acupuncture to massage therapy to dietary supplements, these 
alternative medicine approaches, while most notably have been an adjunct to 
conventional medicine, are now affordable, accessible and sought after through 
alternative medical clinics and spas. The future of the medical spa industry will 
most likely grow beyond graded beauty enhancement to include an even more 
balanced and comprehensive approach: integral spa medicine assistants. These 
healthcare professionals are used to set salaries or hourly wages, most of which do 
not exceed $36 an hour (for a seasoned R.N.). Medical spa owners and operators 
are advancing labor rates as a fixed dollar amount per procedure administered as 
compared to their non-medical spa operators, most The Integral Model is a 
quantifiable systematic approach to enhancing health, beauty and restoring the 
bodys natural balance. This takes many forms but at its core is the integration of 
the best western and alternative therapies. The Medical Spa sector is still virtually 
untapped but growing as more and more baby boomers reach middle age. Today, 
there are only about 700 medspas in the United States, only 206 are currently 
listed by SIC (8049-74) in the Yellow pages for the United States. It is estimated 
that nearly 10,000 will open in the next seven to ten years, driven by escalating 
demand from customers.  
 
 
 
Robust Growth Continues  
 
The number of spa locations has doubled since 2001. The number of locations has 
increased by an average of 20 percent annually over the last eight years. Day spas 
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continue to be the largest category with some 8765 facilities listed in the United 
States as of June 30, 2006. The resort/hotel spa segment has been expanding faster 
than any other and showed a cumulative two-year increase of 143 percent in 
number of locations. Mineral Spring spas are also growing faster than the industry 
average. Total industry square footage has increased by 151 percent in the past 
two years. Treatment rooms, retail and beauty salons continue to be the most 
common area of expansion among existing spas. We are now in a high-tech, high-
touch world. Consumers are demanding knowledgeable, highly skilled 
professionals to perform their hair care, skin and body care services. 
 
 
The Day Spa Geographical Break Down 
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US Day Spa Growth in Facilities

 
 
The number of spa locations has tripled since 2001. Growth in new facilities 
peaked recently in 2005 when the number of facilities grew by 20.96%. In this last 
full year 2007, growth fell to 13.11% and expectations are for slower growth in the 
number of facilities opened in 2008 given the current macro economic 
environment and lower disposable income.  
 
 
 
Day spas continue to be the largest category with 11,283 facilities listed as of July 
2008 up from 10,705 facilities listed in the United States as of December 31, 2007 
an increase of 578 facilities or 5.4% and for the previous12 months up nationwide 
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from 9,822 in June of 2007 (SIC code: 7231-19), Spas-Beauty and Day). That’s a 
total of 1,461 new facilities added or a 14.9% increase for the previous 12 months. 
In December of 2004 the Industry totaled 6,589 Day Spas so the Industry has 
added 4694 new facilities, an increase of 71% or 20% average annual growth since 
2004..  
 
 
                                                                (11,283)                 

Sales Volume Number of Day Spas % of Industry 
Less than $ 500,000 7,412 66% 

$ 500,000 to $ 1,000,000 1,994 17.6% 
$ 1,000,000 to $ 2,500,000 1,374 12.17% 
$ 2,500,000 to $ 5,000,000 282 2.5% 
$5,000,000 to $ 10,000,000 82 .73% 

Over $10,000,000 105 .93% 
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Spa Growth By State 2006-2007 
Eastern Region

 
 
 

      6 Year Average  1 Year %  
     % Growth  Annual Growth  Growth  
(7231-19) Spas Beauty and Day    Dec Dec July Change  % Change  Change  
Eastern Region 2001 2006 2007 2008 1st Half 2008 2001-2007 2006-2007 
         
Connecticut  44 153 172 184 6.98% 290.91% 12.42% 
Delaware  0 28 38 42 10.53% 3800.00% 35.71% 
D.C. 1 21 34 33 -2.94% 3300.00% 61.90% 
Maine  22 70 71 70 -1.41% 222.73% 1.43% 
Maryland 2 83 114 124 8.77% 5600.00% 37.35% 
Massachusetts 159 314 343 360 4.96% 115.72% 9.24% 
New Hampshire  35 74 90 89 -1.11% 157.14% 21.62% 
New Jersey  13 183 196 197 0.51% 1407.69% 7.10% 
New York  259 484 521 579 11.13% 101.16% 7.64% 
Pennsylvania  37 305 365 371 1.64% 886.49% 19.67% 
Rhode Island  14 46 51 50 -1.96% 264.29% 10.87% 
Vermont  16 30 29 33 13.79% 81.25% -3.33% 
Virginia 21 186 261 284 8.81% 1142.86% 40.32% 
          
Total Eastern Region  623 1977 2285 2416 5.73% 266.77% 15.58% 
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Spa Growth By State 2006-2007, 
Mountain Region

 
 
 

      6 Year Average  1 Year %  
     % Growth  Annual Growth  Growth  
(7231-19) Spas Beauty and Day    Dec Dec July Change  % Change  Change  
Mountain Region  2001 2006 2007 2008 1st Half 2008 2001-2007 2006-2007 
          
Colorado 167 253 284 298 4.93% 70.06% 12.25% 
Idaho  28 69 78 79 1.28% 178.57% 13.04% 
Montana 26 61 63 65 3.17% 142.31% 3.28% 
Nebraska 9 53 59 61 3.39% 555.56% 11.32% 
North Dakota 7 7 14 17 21.43% 100.00% 100.00% 
South Dakota 2 18 26 28 7.69% 1200.00% 44.44% 
Wyoming 8 27 28 31 10.71% 250.00% 3.70% 
           
Total Mountain Region 247 488 552 579 4.89% 123.48% 13.11% 
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Spa By State 2006-2007, 
MidWest Region

 
 
 

      6 Year Average  1 Year %  
     % Growth  Annual Growth  Growth  
(7231-19) Spas Beauty and Day    Dec Dec July Change  % Change  Change  
Mid West Region 2001 2006 2007 2008 1st Half 2008 2001-2007 2006-2007 
          
Illinois 146 450 522 540 3.45% 257.53% 16.00% 
Indiana 67 166 182 203 11.54% 171.64% 9.64% 
Iowa 13 83 99 120 21.21% 661.54% 19.28% 
Kansas 27 88 94 92 -2.13% 248.15% 6.82% 
Michigan 56 228 249 267 7.23% 344.64% 9.21% 
Minnesota 54 130 155 161 3.87% 187.04% 19.23% 
Missouri 93 190 203 222 9.36% 118.28% 6.84% 
Ohio 84 224 228 236 3.51% 171.43% 1.79% 
Wisconsin 79 206 226 258 14.16% 186.08% 9.71% 
           
Mid West Total  619 1765 1958 2099 7.20% 216.32% 10.93% 
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Spa Growth By State 2006-2007, 
Southern  Region

 
 

      6 Year Average  1 Year %  
     % Growth  Annual Growth  Growth  
(7231-19) Spas Beauty and Day    Dec Dec July Change  % Change  Change  
Southern Region 2001 2006 2007 2008 1st Half 2008 2001-2007 2006-2007 
          
Alabama 29 120 145 137 -5.52% 400.00% 20.83% 
Arkansas 22 78 93 99 6.45% 322.73% 19.23% 
Florida 186 856 917 987 7.63% 393.01% 7.13% 
Georgia 123 323 337 338 0.30% 173.98% 4.33% 
Kentucky 31 57 61 68 11.48% 96.77% 7.02% 
Louisiana 60 141 161 153 -4.97% 168.33% 14.18% 
Mississippi 20 44 52 62 19.23% 160.00% 18.18% 
Nth Carolina 77 335 377 386 2.39% 389.61% 12.54% 
Oklahoma 33 102 120 123 2.50% 263.64% 17.65% 
Sth Carolina 52 188 214 233 8.88% 311.54% 13.83% 
Tennessee  52 177 207 208 0.48% 298.08% 16.95% 
W. Virginia 3 18 34 36 5.88% 1033.33% 88.89% 
           
Total Southern Region  688 2439 2718 2830 4.12% 295.06% 11.44% 
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Spa Growth By State 2006-2007, 
Western Region

 
 
 

      6 Year Average  1 Year %  
     % Growth  Annual Growth  Growth  
(7231-19) Spas Beauty and Day    Dec Dec July Change  % Change  Change  
Western Region 2001 2006 2007 2008 1st Half 2008 2001-2007 2006-2007 
          
Alaska 11 44 53 59 11.32% 381.82% 20.45% 
Arizona 57 147 206 205 -0.49% 261.40% 40.14% 
California 214 1216 1350 1414 4.74% 530.84% 11.02% 
Hawaii 11 59 64 80 25.00% 481.82% 8.47% 
Nevada  19 91 113 118 4.42% 494.74% 24.18% 
New Mexico 33 81 94 104 10.64% 184.85% 16.05% 
Oregon  55 134 161 175 8.70% 192.73% 20.15% 
Texas  213 632 724 753 4.01% 239.91% 14.56% 
Utah  48 95 98 101 3.06% 104.17% 3.16% 
Washington 137 296 329 350 6.38% 140.15% 11.15% 
            
Total Western Region 798 2795 3192 3359 5.23% 300.00% 14.20% 
             
Totals  2975 9464 10705 11283 5.40% 259.83% 13.11% 
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Per Capita  
 

(7231-19) Spas Beauty and Day    

Eastern Region 2006 
Population  Per 

Capita 
    
Connecticut  153 3,504,809 22907 
Delaware  28 853,476 30481 
D.C. 21 581,530 27692 
Maine  70 1,321,574 18880 
Maryland 83 5,615,727 67659 
Massachusetts 314 6,437,193 20501 
New Hampshire  74 1,314,895 17769 
New Jersey  183 8,724,560 47675 
New York  484 19,306,183 39889 
Pennsylvania  305 12,440,621 40789 
Rhode Island  46 1,067,610 23209 
Vermont  30 623,908 20797 
Virginia 186 7,642,884 41091 
     
Total Eastern Region  1977 69,434,970 35121 
    
    
    
(7231-19) Spas Beauty and Day    

Mountain Region  2006 
Population  Per 

Capita 
    
Colorado 253 4,753,377 18788 
Idaho  69 1,466,465 21253 
Montana 61 944,632 15486 
Nebraska 53 1,768,331 33365 
North Dakota 7 635,867 90838 
South Dakota 18 781,919 43440 
Wyoming 27 515,004 19074 
     
Total Mountain Region 488 10,865,595 22266 
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(7231-19) Spas Beauty and 
Day     
Mid West Region 2006 Population 

   
 Per 

Capita 
Illinois 450 12,831,970  
Indiana 166 6,313,520 28515 
Iowa 83 2,982,085 38033 
Kansas 88 2,764,075 35929 
Michigan 228 10,095,643 31410 
Minnesota 130 5,167,101 44279 
Missouri 190 5,842,713 39747 
Ohio 224 11,478,006 30751 
Wisconsin 206 5,556,506 51241 
   26973 
Mid West Total  1765 63,031,619   
   35712 
    
(7231-19) Spas Beauty and 
Day     
Southern Region 2006 Population 

   
 Per 

Capita 
Alabama 120 4,599,030  
Arkansas 78 2,810,872 38325 
Florida 856 18,089,888 36037 
Georgia 323 9,363,941 21133 
Kentucky 57 4,206,074 28991 
Louisiana 141 4,287,768 73791 
Mississippi 44 2,910,540 30410 
Nth Carolina 335 8,856,505 66149 
Oklahoma 102 3,579,212 26437 
Sth Carolina 188 4,321,249 35090 
Tennessee  177 6,038,803 22985 
W. Virginia 18 1,818,470 34118 
   101026 
Total Southern Region  2439 70,882,352   
 
 
 
 
 
 
 
 
 
   

29062 
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(7231-19) Spas Beauty and 
Day     
Western Region    
 2006 Population 

Alaska   
 Per 

Capita 
Arizona 44 670,053   
California 147 6,166,318 15228 
Hawaii 1216 36,457,549 41948 
Nevada  59 1,285,498 29982 
New Mexico 91 2,495,529 21788 
Oregon  81 1,954,599 27423 
Texas  134 3,700,758 24131 
Utah  632 23,507,783 27618 
Washington 95 2,550,063 37196 
 296 6,395,798 26843 
Total Western Region   21607 
 2795 85183948   
Totals    30477 
 9464 299398484   
   31636 

 
Since 2001  
 
What have changes in the economic climate done, if anything, to affect the 
professional Day Spa business? Big businesses were making the head lines with 
reports of their demise and huge layoffs, while others hung in there and held 
steady, but of course didn’t make the evening news. On the other hand, we saw 
lowering interest rate increased home sales, and overall positive indications that 
life was on the rebound. But, the bottom line is that the economy was lackluster 
and seems to have bottomed in the second quarter of 2003. Remember that the two 
drivers of Day Spa growth are disposable income and demographics. In the 
aftermath of “9/11,” many women pulled back and reassessed their lives. There 
was so much in the world to feel bad about, women started to look for things that 
would make them feel better. The most obvious things were greater attention to 
family and friends. But, in addition, women started paying more attention to their 
own personal and spiritual well-being, a trend that has continued to be a major 
driver of growth within the Industry.  
Outlook 2008/9 Economy is Key 
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Real Disposable Income and a Growing Economy have always been major 
reasons for continued expansion of the Industry in terms of real and sustainable 
growth. According to the CBO, (the Congressional Budget Office) real GDP 
finally accelerated in the third and fourth quarters of 2003 giving an overall Real 
GDP of 2.7% for the year. GDP in 2004 came in at 3.9% giving the Industry solid 
growth for the year. This is up from 1.6% in 2002 and .75% in 2001. The economy 
finally began adding jobs in August of 2003 after a loss of about 2.7 million jobs 
during the economic downturn and current CBO projections forecast Real GDP 
peaked in 2004 at 4.4%. The acceleration in GDP was fostered by the Federal 
Reserve Board who lowered interest rates to 40 year lows. The Fed Funds rate that 
bottomed in the fourth quarter of 2003 at .98% was reversed by an increase in the 
Federal Funds rate during that time to a high of 5.25% to slow the accelerating 
economy and head off inflation.  Prompted by a credit crunch that began in August 
of 2007 the fed began easing rates and the Fed funds rate now stands at 2.00%. 
Congress also jumped in with the FED in order to stimulate the Economy with a 
$168 billion stimulus package that went to taxpayers in May. The plan provided 
tax rebates of up to $600 for individuals and up to $1,200 for couples filing 
jointly, with an additional payment for families of $300 a child, and a minimum 
payment of $300 for individuals who pay less than that in income taxes. The 
results of this stimulus had a powerful effect however on inflation driving up both 
food and energy prices to record levels in the first half of 2008. The Economy 
probably entered a recession in the first quarter of 2008 but The Fed has indicated 
that it is expecting a pickup in economic growth in the second half of this year, as 
the effect of its previous rate cuts and tax rebates to consumers start to impact the 
economy. But while it said it expects the economy to recover a bit next year -- 
forecasts call for growth of 2% to 2.8% in 2009 -- the Fed still sees some 
weakness lingering into next year.  

 

The central bank now thinks the unemployment rate in 2009 will be between 5.2% 
and 5.7%, up from an earlier projection of 5% to 5.3%. The Fed said it expects to 
see "noticeable slack" in the economy next year. 
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According to the Congressional Budget office, after deteriorating in 2001 and 
2002, households’ finances improved and peaked in 2004 with Real Disposable 
income growth of 3.39%. Real Disposable income showed a deep deceleration in 
2005 falling to 1.2% growth as high gas and energy prices combined with rising 
interest rates weighed on the consumer. Higher interest rates reduce borrowing by 
consumers; higher energy prices reduce the real (inflation adjusted) income of 
households; and the decline in the growth of housing prices slows the rise in 
household wealth. The CBO expects that over the next year and a half, consumer 
spending will grow much more slowly than in recent years.  Nominal spending and 
income edged higher in April, but not enough to outpace inflation — even though 
April’s inflation rate was benign. Real consumer spending was flat in April, and 
has hardly moved since January. Real disposable income was flat in April for the 
second month in a row. Consumers are facing bad news on all fronts. Food and 
energy prices are climbing ever higher, the labor market is slowing, credit is 
become tighter, and household wealth is declining as house prices drop. The 
stimulus payments now going out will give some temporary relief — measured 
disposable income will surge higher in May as the payments climb.  
 
But the worry is that after that relief fades away, the consumer will still be faced 
with the same underlying problems. Any burst of spending based on the stimulus 
payments is likely to prove short-lived. Even with the deceleration in Real 
Disposable Income key demographic trends point to a future with higher 
household income and as the demand for labor increases, pushing up wages, the 
share of households with more than $75,000 or more has and will continue to 
grow. According to the current census figures more than 25% of U.S. households 
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now have annual incomes of at least $75,000, up from 19.4% in 1993. This bodes 
well for operators as higher earning households tend to spend more away from 
home. Expect this trend to continue as more boomers and gen-xers make their way 
into prime earning years.  
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Demographics Drive Trends and Growth 
 
The Medical Spa  
 
Medical spas are popping up nearly everywhere. They give aging baby boomers 
results that sometimes cannot be found in traditional spas including Botox® and 
plastic surgery.  There are a lot of different ways that medical professionals and 
spas are coming together and the result is a new blend of medical spas, such as 
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cosmetology/dermatology spas, wellness spas and dental spas. The consumer likes 
the combination of the professional/medical person and the spa environment. 
Medical spas are growing due in part to market demands. The aging baby boomer 
is fueling the medical-spa market looking for more result-oriented treatments that 
necessitate medical involvement. Availability and convenience also play a part in 
the continued growth of the medical spa as many day spas have converted to more 
of a medical spa in part because management recognizes the large profit margins 
that are available in collagen and Botox® treatments. Spa-goers are looking for 
alternatives to more invasive treatments and the abundance of these non-invasive 
services and their lowering prices contribute to their popularity. Industry 
executives who were interviewed for the ISPA 2004 Spa Industry Study pointed 
toward a ‘revolution’ in cosmetic procedures and also indicated that consumers 
can ‘look better without the need for cosmetic surgery,’” says ISPA President 
Lynne Walker McNees. “Our research also reports that as baby boomers age, there 
is an increased interest in cellulite treatments and skincare products.” Ellis 
believes non-invasive treatments in series also are an emerging trend. Series 
reinforce the results of the spa treatments, which are important to people, she says. 
The ISPA 2004 Consumer Trends Report states: “Our analysis of spa menus from 
around the country suggest that more and more day spas are adopting series 
pricing to encourage a lifestyle incorporation of spa going.” 
 
 
 
 
 
Male Clientele 
 
ISPA research shows that gender-neutral interior designs are popular now in order 
to make men more comfortable in a spa environment, McNees says. This is more 
important because more and more urban, professional men are adopting grooming 
regimens once viewed as feminine in their intensity and detail, according to ISPA. 
This includes greater attention to hairstyle, hair appearance throughout the day, 
and look of facial skin, hands and nails. This year it is more about male grooming, 
Ellis says, adding that men recognize the fact that women appreciate men who are 
well-groomed. The surge in male clientele at spas has led to a shift in service 
techniques. There is now an opportunity to provide an outstanding male 
environment, Mays says. In the men’s lounge at the Ojai Valley Inn & Spa there is 
a television and reading material that men may enjoy, including The Wall Street 
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Journal and The New York Times as well as local newspapers. Customer service 
also is much different for a man than a woman, Mays says. Estheticians need to 
engage more with a man and educate him more because sometimes he isn’t as 
willing to offer information about himself, she says. Steps also are taken to 
increase the comfort level of the male client.  
 
Teens 
 
Spa Staff must be prepared to accommodate more teenage guests. “There is 
tremendous stress being a teen,” Mays says. “They are finding refuge in a spa 
environment.” Teenagers are entering the Spa World for cosmetic spa services. 
Among consumers we met, there is strong evidence that teenagers now are highly 
predisposed to go to day spas for services they once went exclusively to nail and 
beauty salons to receive. Beyond cosmetics, teens are learning breathing 
techniques in yoga class, taking proper care of their skin and recognizing the 
importance of good nutrition and exercise. 
 
 
 
 
 
 
Demographics  
 
Strong Demand through Demographics 
 
According to the United States census for 1990 and for 2000, the largest growth 
categories in population by age are the 50 to 54 year age group that has jumped by 
54.9% since 1990. The next fastest growing age group is 45 to 49 years of age. 
This group has grown by 44.8% from 1990 to 2000.  
 
America is getting older; 
 

Age 1980 2003 2010 
Under 18 28% 25% 24% 
18 to 24 13% 10% 10% 
25 to 34 16% 13% 13% 
35 to 49 16% 23% 21% 
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50 to 64 15% 16% 19% 
65 and older 12% 13% 13% 

Source: U.S. Census. 
 

 
 
Day spas, which represent more than three-fourths of all spas, have opened the 
door to a whole new generation of spa-goers who have little time or money to 
embark on a destination spa vacation. By 2010 nearly one in five Americans will 
be between the ages of 50 and 64.What is wonderful about the growth of these 
demographics for the future of the Industry. In 2001 there were 2,975 Day Spa 
listed in the Yellow pages in the United States. As of June 30, 2006 there are now 
more than 8,765, an increase of 194% in the last 4.5 years or an annual average 
rate of growth of 43.33%.  

 
• According to the ISPA, (International Spa Association), men represent 23 

percent of spa visits and consumer research determined that 29 percent of 
spa-goers are men. So, at 23 percent of spa visits and 29 percent of spa-
goers - men continue to represent a significant portion of the spa market.  

• 14% of spa-goers are in the 16 to 24 age bracket, while people between the 
ages of 25 and 44 account for more than half of spa-goers.  

• Men make up a little more than a quarter (28 percent) of spa clients. The 31-
54 age groups make up more than 60 percent of the spa market, while the 
18-30 group is on the rise. 

• 55% of spa-goers have a college degree or higher and the average income is 
a little more than $72,000/household.  

• ISPA also compiled information on the race of spa-goers. The majority, 
87%, are Caucasian. While African-Americans account for 5%, and people 
of Asian descent make up 4%.  

• Spa-goers visit, on average, 2 spas per year.  
• They overwhelmingly rank their health as good, and 62% of them exercise 

at least two times per week.  
• 2/3 of spa visitors report that their last visit was within the last three 

months. Interesting to note - men are more likely to visit spas on a weekly 
basis than women.  

 
Types of Spas Visited 
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• One out of five Americans indicates visiting at least one type of spa 
annually. 

• Visits to Day Spas lead the list - with 11% of the population - or 25.6 
million people 16 years of age and above - visiting day spas one or more 
times during the same time period.  

• Resort/Hotel Spas come in second.  
• Day Spas are still the largest segment of the spa industry, while 

Resort/Hotel Spas are the fastest growing segment.  
 

Spa Services 
• Massages remain the most popular treatment. In fact, 70% of spa-goers have 

had at least one massage at some point in their life.  
• Other common treatments include facials, manicures and steam baths.  
• The average price that clients report paying for services ranges from a low 

of $15 for a yoga class to a high of $199 for a Botox treatment.  
• Services vary greatly in average price, such as massages at $70 and facials 

at $57.  
• Most customers believe that service prices represent "good value." Based on 

a 10-point scale, most services achieve an average value rating of 8 or 
greater with massages reaching the highest level of all services offered at 
8.8.  

 
Discretionary Income 
 

• When asked to name three things on which they would spend a 
discretionary $200, spa-goers name spa visits second only to dining.  

• Travel matches their interest in spas.  
• Spas came in ahead of some other top leisure activities such as shopping, 

golf, skiing, and movies.  
 

When are People Going to Spas? 
• Weekends are at the top of the list, with the second most popular time being 

after work during the week.  
• Males are more likely to prefer going to spas after work than females.  
• Women are more likely to visit a spa during working hours.  
• Nearly all spa-goers indicate they are more likely to visit a spa while on 

vacation.  
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• Many indicate they are more likely to visit a spa during a holiday.  
• Males are more likely than females to visit on a business trip.  

 
Why are People Going to Spas? 

• The number one reason given is to relieve stress and feel relaxed, as has 
been the case for several years.  

• More than half of spa-goers visit spas to indulge themselves, although men 
indicate this reason far less frequently than women.  

• Men are more likely to cite physical health as a reason for seeking spa 
services.  

 
How do People Feel After Going to a Spa? 

• 93% of spa-goers said they felt better after their last spa visit.  
• More relaxed, energized and vibrant were also frequently cited.  
• Women are particularly likely to leave a spa feeling more attractive or more 

confident 
 

Returning to a Spa 
• Once people have tried a spa, they are very likely to come back! Nearly 9 

out of 10 clients who have been to a day spa in the past year report they will 
return to another day spa within the next year.  

• The next visits are are highly likely to be to the same spa last visited.  
• Other spa types that build strongly on the future intent of their clients are 

club spas and destination spas.  
 

Spa Selection 
• For nearly all spa types, the location, atmosphere, quality of treatment and 

the friendliness of the staff are the key reasons for spa selection.  
• Spa-goers most frequently consider visiting spas in existing, well-

established environments such as a resort/hotel, a cruise ship, or in a club.  
• Consistent with the frequency with which spa services are being offered at 

beauty salons, a sizable number of respondents indicate a high likelihood of 
visiting a spa in such an environment.  

• 1 in 5 respondents would be likely to visit a spa in a medical office. The 
medical aspect of spas is something that has been seen for a few years and 
its popularity is expected to continue.  
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With Whom are People Going to Spas 

• The majority of spa visits are made alone. Males go with their "significant 
Others" at higher rates than females, and women are more likely to go with 
friends.  

• More than half of spa-goers have taken at least one family member with 
them at least once on a spa visit.  

 
 
Children at Spas 

• The rate of children going to spas is as follows - 40% of spa-goers, with 
children between the ages of 13 and 15, have taken their child to a spa. As 
the child's age increases, so does the likelihood of a spa visit. Half of the 18 
and 19-year-olds of spa-goers have attended a spa with or without their 
parents' supervision. 

 
Spa at Home 

• More than half of spa-goers - 2 in 5 men and 3 in 5 women purchase spa 
products they learned about during their spa visits.  

• Most commonly, these products are designed for facial and hair care, and 1 
in 5 women purchase a spa nail care product.  

• Most spa product purchases are made in person from a spa, 
retail/department store or specialty store.  

 
The Image of Spas 

• The number one image of spas - by both men and women - is that they are 
excellent places to relax.  

• Spas being therapeutic for both your body and mind also scored very high 
as part of the overall spa image.  

• Throughout the recent challenges in our country, people are frequenting 
spas for their nurturing and relaxing environments.  

• Spa professionals are truly embracing the comforting, therapeutic and 
wellness elements of spas, while concentrating far less on the pampering 
aspects.  
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Other Key Trends  
 
Products: The Eastern/Asian influence continues to be very strong in the industry, 
influencing products, services and spa design. There is a strong trend towards 
"medical type" products and services. Food- and plant-based treatments have also 
gained widespread popularity.  
 
Consumer: Many people no longer see the spa as "pampering", but as a requisite 
to stay healthy and look good. These consumers want simplicity in their spa 
experiences and are returning to more traditional spa products. Consumers' limited 
free time means they have less time available to spend at the spa, and the industry 
is designing its offerings around this trend.  
 
Investment: As evidenced by the decrease in single location operations, 
consolidation seems to be occurring across most spa categories (particularly in the 
resort/hotel and day spa categories). There is also a strong trend toward branding 
and retailing within the spa industry. 
 
Technology : The industry's use of technology has advanced in the past two years. 
Spas have moved beyond the use of the Internet as a simple research or e-mail 
tool, and now report major investments in database management, integrated 
channel customer contact systems and marketing products/services online.  
 

According to SpaTrade the top seven trends from their Path to Profitability for 
Day Spas report. The report provides detailed reviews of the top trends and spells 
out the highly lucrative tactics being used by the most successful and innovative 
spa businesses. To prepare the Path to Profitability for Day Spas report, the 
SpaTrade research staff interviewed dozens of the industry's top spa owners, 
managers, consultants and vendors, to gather the best in profitability tactics.  
 
 
 
 
Top 7 Trends Impacting the Spa Industry  
 
1. Better, Cheaper, Faster  



 
MediSpa Inc. 

Industry Report 
30 

 

MediSpa.Inc Confidential, Copyright                                                                   All rights reserved. 30 

 
“Better, Cheaper, Faster” is a slang phrase used in the hi-tech industry to explain 
the speed at which competition drives product improvement Spas must provide the 
highest quality services for their price, in the most efficient time frame to be 
competitive.  
 
2. Niche Equals Rich  
 
Finding your niche means “being something to someone and not everything to 
everybody.” Spas must define their role within the market place; develop a clear 
identity and fulfill a particular need. This means owning a space in your 
customer’s mind.  
 
 
 
 
 
3. Medi-Spa® Mania!  
 
The convergence of the spa industry with the medical industry has caused a 
veritable “mania.” In fact, even the word "medi-spa" has caused a big drama of 
late, as spas using the name realize it is trademarked by Dr. Bruce Katz's Juva 
Medi-Spa in New York City.  
 
4. Corporate Connection  
 
Day spas are reaping significant revenue by attracting corporate clients. It is 
becoming main stream to provide spa services at corporate events. Corporate 
meeting planners are using spa grounds as the new conference sight.  
 
5. The Branded Spa  
 
Branded Spas are spas that have built their businesses to be “known”- regionally 
and nationally. Their growth usually expands into multi-unit organizations, 
grouping businesses in key areas. They usually provide their units with top 
management, marketing, technology and customer service practices.  
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6. Rallyin’ ‘Round Retail  
 
Successfully managing your retail sales operations includes outlining the specific 
benefits of your retail offerings, and making homecare protocols a rock-solid part 
of your service delivery strategy. Selling must be an integral part of the job for all 
of your customer-facing employees.  
 
7. Sayonara Stereotypes  
 
Sayonara Stereotypes is the recognition that there is no “typical” spa-goer profile. 
As day spas become more and more commonplace, the services they provide have 
shifted from an unnecessary extravagance, to an essential part of balanced self-
care for many.  
 
Spas are increasingly being used as a social/ recreational resource as well as 
corporate meeting grounds, so be sure to expect no one particular profile entering 
your spa.  
 
Day Spas - Survival of the Fittest  
 
The majority of the demand for spa services is coming from the day spa sector and 
more than 1200 new facilities popped up over the last 12 months. Day spas 
continue to pop up in malls, urban hotels, fitness clubs, hospitals, specialty 
medical centers and dermatology clinics. Stand-alone day spa properties usually 
fall within two categories: owner-managed small businesses or multi-chain 
operations. Independent day spas will be barraged from a number of different 
angles: consolidation, a slowing economy, lack of experienced management, and 
competitive forces, including competition from new entrants. In addition to 
destination resorts moving into the day spa space (e.g., Golden Door, Canyon 
Ranch), competition will come from name-brand, corporate-backed spas 
associated with the cosmetics, fitness and hospitality industries.  The most 
noteworthy adversaries include Aveda and their Environmental Spas; Elizabeth 
Arden Holdings and Mario Tricoci salons, which merged to create "America's 
largest national prestige salon and day spa company;" and Bliss, a recent addition 
to French giant Louis Vuitton Moet Hennesey's luxury stable which already 
includes Dior, Givenchy and Sephora - purchased for a cool $30 million. In 
addition to fending off these giants, insufficient cash flow and lack of marketing 
expertise may haunt many of the new entrees into the day spa field. Since the 
economics of a spa are founded on retail sales, it is unfortunate that employees are 
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often averse to being sales people. When asked if retail sales are important in a spa 
environment, Victoria Wurdinger, author of Salon Today's Spa Now Report 
replied: "Day spas depend on retail sales to survive, so yes, it is important. But the 
industry averages only 10% of its revenues from retail sales, so it must not be 
important.”  
 
 
Destination Spas - Holistic Retreats Steady  
 
Categorization of a "true" destination spa is somewhat nebulous. The Destination 
Spa Group has strict membership requirements and its tight-knit ensemble of 25 
spas has fought hard to maintain the integrity of the spa experience in its most 
powerful form. Destination spa-goers do not view spas as a splurge or a place for 
improving one's appearance, but rather, as important to maintaining one's overall 
"well-being." They usually go to the spa with goals in mind, and their experience 
is often more philosophical and spiritual than that of the resort guests. Destination 
spas have become all-inclusive resorts for individuals and corporate groups 
looking for an array of health and fitness programs in a cloistered environment. 
They emphasize a holistic approach. "A destination spa's sole existence is the spa 
experience," said former ISPA president Jane Segerberg in a recent National 
Public Radio interview on U.S. spa culture. As is evidenced by the small number 
of destination spas, delivering this unique experience is a feat only a few have 
accomplished. While growth in this segment will remain relatively flat, destination 
spas will thrive in warm weather climates, on beaches, near mountains or in the 
desert. They are well-positioned to become spiritual or educational retreats, and 
environmentally-friendly eco-resorts. "Spa is a lifestyle in harmony with nature," 
said spa historian Professor Jonathon Paul de Vierville. "Sustainable spas can 
teach their clients how to exist in mutual benefit with all living systems."  
 
 
 
 
Resort and Hotel Spas 
 
The recent explosion of spa development within major hotel chains is indicative of 
the industry's mainstream acceptance, especially at the high-end of the market. 
Ritz Carlton and Four Seasons Hotels and Resorts each have at least 20 spas that 
have recently opened or are under construction, and Fairmont lists spas as a top 
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revenue-generator in their resorts for the coming year. A Four Season's executive 
revealed to Hotel Business that "as long as a project has great golf and spa 
facilities, it can operate well beyond the traditional winter season." According to 
the American Hotel and Motel Association, spa facilities have opened in hundreds 
of resorts throughout the United States. Spas are increasingly being built in hotels 
and resorts because they put more heads on beds. They are considered highly 
profitable amenities. A recent study asked consumers what they are looking for in 
a vacation: 48% said they want to visit a spa. The Wellness Resource performed a 
primary marketing research study on AAA resorts and hotels in the United States 
to determine the percentage of four- and five-star properties that have a full-
service spa. Of the 400 AAA four- and five-star hotel and resort properties 
surveyed by telephone, 65% currently have a spa. As expected, full-service spas 
are more common in resorts and hotels in destination areas (e.g., Florida, 
California, Hawaii). They are less common in business and airport hotels. The full-
service health spa has emerged as a must-have for any resort hotel that wants to 
draw high-end incentive business. In an attempt to satisfy the space requirements 
of the group market and demands of the meeting planners, developers have this 
mentality: "If 10 treatment rooms generate $5 million in revenues, 20 treatment 
rooms will generate $10 million." Recently opened mega-spas include the $10 
million Island Spa, a 25,000-square-foot, three-story spa at Turnberry Isle Resort; 
the four-story 40,000-square-foot Bacara Spa in Santa Barbara; the 30,000-square-
foot Spa at the Diplomat in Hallandale, Fla.; the 40,000-square-foot Regent Las 
Vegas; and, of course, the 60,000-square-foot Canyon Ranch Spa at the Venetian. 
Projects costing upwards of $10 million have become commonplace. However 
spacious and luxurious, mega-spas are rarely designed with the spa-goer in mind.  
 
 
 
Since September 11, 2001 the spa industry has been experiencing a time of great 
change and a renewed commitment to healing. Groups of friends (both female and 
male), couples, and families (mothers/daughters) are going to spas together.  
Businesses and corporations are taking employees to spas for relaxation and are 
offering spa gift certificates as perks.  ISPA Executive Director, Lynne Walker 
McNees, “Groups are coming to spas for a safe, nurturing environment.  Instead of 
a group of girlfriends going out for dinner, they are now going to a spa for a 
healing and bonding experience.” More people are driving to spas in their area, 
instead of flying across the country to go to a spa.  ISPA President, Jeff Kohl, 
"This is the time that all spa properties need to focus their advertising and 
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marketing attention on consumers in their area and region.  This type of local 
marketing offers the incredible opportunity to build a strong, loyal base of people 
who will be your customers for life." Spas are getting back to the basics of 
healing, which is essential right now for humanity. The majority of clients are 
visiting spas to escape the news and forget about the real world for a while.  
Massages remain the most popular treatment and mind/body services are being 
requested frequently.   
 
Operations  
 
Nearly half (49 percent) of the day spas, resort/hotel spas, destination spas, 
medical spas, mineral springs spas, and club spa members who responded to a 
recent ISPA survey said their average sales volume was between $1 and $5 
million.  17 percent of respondents reported their sales volume between $5 and 
$10 million. According to the ISPA, Spas in the U-S average 11,600 visits each or 
approximately 31 visits per day. Spa owners are optimistic the demand will 
continue, as many of those visitors are still heading to spas for the first time.     
 
Outlook for Services and Treatments 
 
As spas that were launched in the ’90s are beginning to mature, their owners 
are now focusing on branding their images, adding signature services and offering 
treatments outdoors for the ultimate union between spa and nature. In the mid 
’90s, spas were appropriating services from every culture—and every other spa—
in the world; the new direction is to ward “menu engineering.” Spa directors are 
identifying the most popular treatments with the best margins and are winnowing 
out less profitable services and wet rooms that are not multi-functional. “Now spas 
must be creative in educating clients as to the value of the wet room,” says Nancy 
Griffin, president of the Wellness Resource, a trends research firm in Petaluma, 
California. “They are customizing mud, salt and aromatherapy treatments, making 
the wet room more therapeutic.” As part of branding, new services now often have 
local flavor. Spas in New Mexico offer Native American-inspired treatments; 
California spas are adding Thai and Hawaiian-theme treatments. The idea is to 
create something that is all your own—or at least that comes from your own zip 
code. For example, Green Valley Spa in St. George, Utah, has a holistic marketing 
stance that includes a unique approach to color therapy. Each day of the week, 
colors, floral arrangements, scents, music and other elements that appeal to the 
senses are changed. (Spa visitors typically stay seven days.) On Sundays, 
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everything relates to red for love and romance; Wednesday, green is used for 
energizing; Saturday is an indigo relaxation day. The spa also employs Gwen 
Moon, a Native American medicine woman, who uses touch massage, a butterfly 
wrap with native herbs, drumming and stone laying in her empowering spirit 
program. According to Gail Sharp, owner of Tallgrass, in Evergreen, Colorado, 
the strongest national trend is integrating signature services with wellness 
programs. “We are using consulting physicians, connecting to cancer-care 
hospitals, offering tai chi workshops and bringing in acupuncturists and plastic 
surgeons,” says Sharp. “Clients who may not go to these specialists’ offices are 
getting exposure to them in a safe environment. Caring for the whole body is 
important; we’re exposing clients to new ideas that help them relax and deal with 
aging and health issues.” This trend is leading to the creation of more medical-
minded spas. Woody Yowler, president of Spa Visions in Sweetsboro, New 
Jersey, says of 12 recent spa projects he has consulted on, five have physicians in 
place. At the Mezzanine Spa @ SoHo Integrative Health in New York City, owned 
by dermatologist Dr. Laurie Polis, clients can get plastic surgery in a fully 
equipped operating room or opt for laser peels, acupuncture, chiropractic services, 
Ayruvedic or spa treatments. According to the spa’s consultant, Alexis Ufland, 
“Integration of East and West within a medical spa will take the spa industry to a 
new level.  
 
We have separate Eastern and Western service menus; all spa clients first see an 
Ayruvedic doctor, who determines the best direction for them. Our product lines 
include cutting-edge glycolic and vitamin C products, a Chinese herbal skin care 
line and Ayruvedic products.” If there are two genuine “everybody’s talking 
about,” they are microdermabrasion, which is so popular Jean Madeline Education 
Center for Cosmetology in Pennsylvania trains students in its use, and cellulite 
reduction. Both are machine-driven. “There were about 600 booths for 
microdermabrasion at the International Esthetics conference in Las Vegas,” says 
Paula Fierson, the general manager of Metropolis Spa and Salon in Princeton, 
New Jersey, who also heads up the spa end of Metropolis’ Spa and Salon 
Consulting. “I chose not to add the service right now; if you do, make certain you 
can afford it and that you get strong training. Look for a company with great 
service. Can they ship replacement crystals overnight? You don’t want to risk 
canceling a treatment.” Greg Henley, co-owner of Select Spa Source, a Sausalito, 
California-based distributorship and importer, says microdermabrasion has not 
made an impact in destination spas because of training and liability issues—and 
the fact you need local users who can purchase the series of treatments that 
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provide visible results. Henley reminds salon owners who are considering adding 
microdermabrasion to check with their state board before buying; some do not 
allow salons to offer the service despite the fact all machines sold for spa use are 
weaker than those sold to dermatologists. While wraps will never be replaced 
entirely by cellulite-reduction machines, FDA approval of the method many 
machines use has spurred interest. Endermologie machines use rollers and suction 
and usually require the client to wear a body stocking; similar machines use 
suction only, while new ones combine galvanic current with specific products. 
Laurie Helmick, president of Luxe Consulting in Denver, stresses that the FDA 
only approves the machines’ use if claims are for temporary changes only; to 
maintain results, you must continue treatments. Another machine-driven trend 
involves various forms of light or chroma therapy, used for non-surgical face-lifts 
or in conjunction with hydrotherapy. 
 
 
 
 
 
Other trends in new spa services include: 
 
More deluxe spa pedicures. According to Nail Pro Gold Book’s reader survey, 
the pedicure came back to life in 1999. Spas are adding ultra-deluxe chairs that 
vibrate and include CD players. Nail services are coming out of the little room; 
one spa in Lake Tahoe positioned pedicure thrones so they overlook the 
mountains. 
 
Genuine water therapies. Equipment manufacturers report selling more tubs; if 
spas market them well and individualize them, Americans are more open-minded 
now about European water therapies. To maximize wet-room usage, spas are using 
mud, seaweed treatments and aromatherapy in services that make therapeutic use 
of water. 
  
Safe sun care. Sales of sun care products have continued to explode as tanning 
and “Looking Fit” continues to drive growth with the aging of the baby boomer. 
The service component is seen in the increasing number of spas adding self-
tanning applications. At Helena Rubenstein in New York City, a St. Tropez 
Bronzing Treatment starts with a sugar scrub and ends with a terry-mitten body 
polish.  
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Oriental massages, such as Hawaiian Lomi Lomi massage and Thai massage. At 
Away Spa in New York, the Javanese Lulur treatment combines a Balinese 
massage; a rice, turmeric and oil body scrub (which adds a golden glow to skin); 
and a rubdown with jasmine-scented oils. Spa owners who have gone this route 
stress the importance of getting a native-trained specialist or trainer, maintaining 
the purity of traditional delivery, and using marketing to signature-brand the 
service.  
 
Tibetan medicines. For the spa that has everything, getting Traditional Chinese 
Medicine (TCM) experts can be difficult, but worth the effort. 
 
Customized masks, which use multiple products so that different ingredients and 
colors are applied to different parts of the face.  
 
 
 
For example, an aromatherapy mask may be applied to the T-zone while an 
enzyme mask is applied around it. Enzyme treatments themselves are gaining 
popularity; Fierson says pancreatic enzyme peels are more assertive than papaya. 
Anything that extends the menu creatively, using existing equipment and products. 
At Sullo Salon and Spa in Ft. Lauderdale, Florida, Phyllis Sullo is using body-
treatment products for the hair; for example, she combines a seaweed detoxifying 
thalassotherapy treatment with a seaweed hair mask. Her new Pineapple Body 
Scrub was born when she combined fresh pineapple, sea salt and aromatherapy 
oils in a blender. Fierson says she regularly develops new treatments that require 
no new product investment. An important part of the spa experience is the ability 
to take it with you. At Green Valley Spa, Utah, the products in the gift shop 
support the spa’s services; top-selling items include the fairy dust mineral salt 
bath, the pearl body scrub and the Cleopatra bath kit with Indigo crème. A 
spokesperson for All Natural Botanicals, a private-label supplier in Pinellas Park, 
Florida, reports that home spa kits are the company’s best-sellers. With hormone 
cremes, vitamin-C products and ceramide moisturizers on every drug-store shelf, 
how can you ensure your own retail success? “A fabulous tool for retail is the skin 
dermascope,” says Fierson. “When a client sees her own sun damage, it’s much 
more powerful than you telling her what you see.”At CBI Labs in Dallas, product 
development manager Melanie Valdez’s research keeps her right on top of which 
products spas are demanding and selling, whether they choose known brands or a 
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line of their own. The company has 3,000 private-label customers and over 500 of 
them now request high-end, custom products, which require a greater investment 
than pre- formulated, silk-screened ones. “Many of our recent requests are for 
body wrap products that firm and tone, skin care lines specifically formulated to 
work with microdermabrasion and products with a clinical stance,” says Valdez. 
“Dermatologists are big on botanicals and spas are asking us what our 
dermatologist and physician clients are using. With the movement toward 
wellness, products that combine botanicals and new technologies are the next big 
thing.” 
 
 
 
 
 
Other in-demand products and ingredients include: 
 
Masks, serums, moisturizers and other skin care products targeted toward 
Baby boomers. Frank Anthony Salon in Chester, New Jersey, recently ran a 
“Boomers” promo featuring retail products such as eye masks, anti-wrinkle creams 
and firming body cream. 
 
 In the first four weeks of the promotion, the salon sold over $13,000 worth of 
“Boomer’s Products.” Products that address age spots, sun damage and sagging 
skin are popular. 
 
“Barberry extract is a brightening serum replacing hydroquinone, because of the 
preference for a botanical approach,” notes Valdez. “For other lightening, 
brightening products, magnesium ascorbyl phosphate is popular as an 
encapsulated form of vitamin C that is less likely to break down, and helps prevent 
sun damage and dark spots. For tightening and firming, echinacea and gotukola 
are being combined with soy.” 
 
Minerals in cosmetics. Not only do they provide sun protection and ideal light 
reflection, trace minerals in tourmaline help increase the moisturizing qualities of 
products. 
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Vitamin C, antioxidants, combination vitamin products, and coenzyme 10 
remain popular, although coenzyme 10 is hard to get in a private- label product; 
you need red-tape laden permission from the raw ingredients supplier. According 
to research firm Datamonitor, adding herbal ingredients to cosmeceuticals will be 
the next trend, as consumers realize they’re better used in skin care than in hair 
care or cosmetics.  
 
Scents guys like. Spas are favoring light, clean citrus herbal or unisex scents 
because growing percentages of spa clients are male. 
 
 
 
 
 
The Future  
 
While most spas in the industry are busy carving out unique niches and 
strengthening their positions within their market, big business is beginning to pay 
attention. “Stand-alone day spas won’t be squeezed out, but there will be more 
corporate competition, especially with Canyon Ranch doing Club Spas,” notes 
Helmick, who spoke at the IHRSA conference. “Corporations are buying health 
clubs and adding spas based on a percentage-of-space. Resorts and destination 
operations need spas; when Colorado had a bad year for skiing, the spas did well. 
As the population ages, more people would rather be in the spa than skiing for 
eight hours.” According to Spa Finder President Susie Ellis, 2004 saw the rise of 
the medical spa and more spa participation among men and teens, and 2005 and 
2006 were break-out year for spas. “’Spa”(is) becoming a hot marketing 
buzzword, and spa-inspired tastes and trends becoming interwoven into daily 
American life."  
 
Spa Design Comes Home -- More spa-goers are finding decorating inspiration 
during their spa visits. The bathroom is the main focus of home-spa design, with 
hydro-therapeutic showers and tubs, mosaic and glass tiling. But spas are also 
influencing decorating decisions throughout the home, from furnishings and 
accessories to lighting and ambience.  
 
Living at the Spa -- "Spa communities" are providing aging baby boomers with a 
healthy lifestyle, centered around spa-going. Led by Canyon Ranch Living 
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community in Florida, more premier spas are offer residential properties built 
around healthy-living activities and amenities like hiking/biking trails, workout 
rooms, fitness classes, healthy cuisine, spa treatments, and health education.  
 
Ultra-Luxurious Spas -- The luxury end of the market is becoming even more 
luxurious. That trend is going in two directions. At one end you have a more 
exclusive, tasteful experience, such as the Mandarin Oriental’s Asian-inspired 
spas. On the other hand you have the “bling” factor, like creams made with 
diamonds. “Stay tuned for daily private spiritual and wellness counseling, 
ruby/diamond/emerald/sapphire massage oils, four-hour massages, three-therapist 
treatments, underwater spas, private hotel/spa rooms, and a slate of ultra-chic big-
name designer spas,” says Spa-Finder.  
 
Mobile Spas -- Can't find time to get away to a spa? Now the spa will come to 
you. Mobile spas, complete with therapists, massage tables, pedicure carts and 
other equipment, offer roving relaxation in venues ranging from movie sets and 
airports, to hotel rooms and offices. Home spa parties, meanwhile, will become an 
increasingly popular alternative for baby and wedding showers, bachelorette 
parties, birthdays, and "just because."  
 
Spa-Goers Become Spa "Goal-ers" -- Travelers hit destination and resort spas to 
quit smoking, recover from grief, achieve spiritual awareness, improve sexual 
health, or detoxing (which is shaping up to be an extremely popular spa pursuit in 
our toxic times). Men come for physical therapy and pain reduction treatments. 
They also discover that spa-grooming treatments have a positive impact on their 
business and personal life.  
 
Spa Travel Explodes Online -- 33% of leisure travelers say access to a spa is a 
primary consideration in making their travel plans. In 2005, major travel portals 
will enable these spa-focused online travelers to book spa vacations (and, soon, 
spa treatments) as part of their dynamic travel packages, along with rooms, rental 
cars, etc.  
 
A Kinder, Gentler Medical Spa Experience -- Medical spas continue to thrive. 
Blending traditional medical expertise with spa luxury and innovation, medical 
spas are becoming trusted venues for executive physicals, health and wellness 
programs, cosmetic treatments, dentistry and dermatology.  
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Stay Spas Go Exotic. Day Spas Get Back to Basics. -- Day spas are getting away 
from long, confusing menus and focus on massage, facials, and other mainstays. 
Some will embrace express, no frills and discount concepts. Resort spas, 
meanwhile, will continue to diversify their treatment offerings with indigenous 
experiences. Thai massage, Ashtanga and Indian head massage join Ayurveda, 
Shiatsu, and hot stone massage as popular treatments. On the spa product front, 
two trends are high-tech cosmeceuticals and "no-tech" organics.  
 
Spa Cuisine Goes Mass -- Led by Nestle's new Spa Cuisine line, convenient spa-
inspired food will became everyday fare in American homes and work places. 
Americans will look to spa cookbooks, spa cooking classes, and spa chefs for 
healthy recipe ideas. As for cuisine within the spas, customization and variety are 
the trends, with spas offering a range of diet options to meet each guest's needs 
(vegan/vegetarian, high protein, low carb, low fat, etc.)  
 
 
Eco Spas Thrive -- Eco spas will flourish, providing visitors with a serene, 'green' 
spa experience. These environmentally-friendly destinations believe that personal 
health begins with global health -- a belief that extends to the way they create spa 
products (all organic ingredients), wash dishes (vinegar instead of soap), light 
their rooms (solar panels and fluorescent bulbs), and process wastewater (bacteria, 
fish, snails, et. al.) Look for a growing number of traditional spas to hop on the 
eco spa bandwagon -- both from an operational and marketing standpoint. Spas are 
clearly moving toward being either day or vacation/resort spas. Urban hotels are 
scrambling to add day spas because there’s an opportunity for a loyal, local 
clientele. Day spas have emerged with more therapeutic treatments, while resorts 
face more operational issues. General Managers pressure resort spas for margins 
but they are obliged to offer costly wellness programs and fitness centers; 
consequently the treatments are suffering. There is a connection between health, 
beauty and wellness, and everyone recognizes it, health clubs also have to become 
wellness centers and promote all aspects, invite the public in and provide an 
incentive for spa-goers to join the health club. Helping blur lines further is the 
growth of preventive medicine—including massages, acupuncture or a health 
club’s certified cardiovascular program—which is now covered by many HMOs. 
In the future, the spa your clients (and your accountant) will love will be as 
customized to who you and your clients are as possible, right up to individually 
designed services. What works for destination spas does not necessarily work for 
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day spas.  Day spas can get clients on a regimen and see them more often. The key 
is to focus on current-client retention and build until you are so booked you have 
to double-shift before you expand. Profitability is the ultimate key to spa success 
and that depends on staffing.  Make certain they are well taken care of, rested and 
supported.  
 
Then focus on plain and simple customer service. The bells and whistles are great, 
but the true spa experience is the connection between human beings. 
 
Express Services   
 
Clients multi-task, raise children, work two jobs, exercise and still want to fit in 
some pampering time. In this tight economy, you try to squeeze the most revenue 
out of every work hour. You and your clients are on the same page! Try offering 
these services that don’t take long but get busy clients into the salon to drop off 
their stress along with some of their paycheck!  
 
My First Facial: Mini-facial young teens to introduce the basics of good skincare 
to young teens. Your esthetician will need: cleansing lotion; lavender aromatic 
hydrating concentrate; foaming facial cleanser; pure rosewater freshener; facial 
oil; deep-penetrating cream mask; collagen cream; lip balm; lavender silk dust. 
Time: 20 minutes. 
Price: $65 
Product cost: $4-$5. 
 
 
Available at: Grand Floridian Spa & Health Club, Lake Buena Vista, Florida. 
 
Eye Contour Treatment: Reduces fine lines and diminish dark circles while 
relieving congestion and puffiness around the eye area. Reduces eye strain and 
stress and creates a feeling of relaxation. Your esthetician will need: cleanser; 
gommage (very gentle grain made into paste); cool, soothing lotion; modeling 
cream; cooling mask; biorelaxing gel. 
 
Time: 30 minutes. 
Price: $45. 
Product cost: $15. 
Available at: The Great Skin Company, Los Osos, California. 
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T-Zone Control: Exfoliation and extraction to rid the build-up of faces that “clog 
up” between facials. Most beneficial for acne-prone skin. 
Your skin care professional will need: AHA/BHA exfoliating cleanser; herbal 
blend; salicylic acid astringent; clarifying camphor mask. 
 
Time: 30 minutes. 
Price: $30. 
Product cost: $3. 
Available at: Esthetically Yours Inc., Swartz Creek, Michigan. 
 
 
Healing Tub Experience: Whirlpool tub service with more than 300 super-
charged hydrojets, each positioned for optimal comfort and therapeutic 
effectiveness. A fragrant combination of mineral-rich Dead Sea salts is added to 
soothe, refresh and hydrate the skin. 
 
Your technician will need rosemary mint bath wash. 
Time: 20 minutes. 
Price: $60. 
Product cost: Less than $2. 
Available at: Elysium Day spa and Salon, Elk Grove, California. 
 
Thalasso Therapy: Personalized treatment with an algae or mineral-based cream 
mixed with a choice of essential oils to offer one of five possible treatments. 
 
Your esthetician or massage therapist will need: clay or algae cream; essential oils; 
clay mask; Vichy shower. 
Time: 30 minutes. 
Price: $60. 
Product cost: $6. 
Available at: River Rock Health Spa, Woodstock, New York. 
 
Hydra-Active Mineral Salt Scrub: An invigorating cleansing and silkening 
service that makes the body tingle with freshness while preparing it for an add-on 
service. Customized with hydroxy acids or a botanical detox complex. 
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Your esthetician will need: mineral salts; dry brush; moisturizer. 
Time: 30 minutes. 
Price: $58. 
Product cost: $5. 
Available at: Sea Side Day Spa, Marco Island, Florida. 
 
Steamy Wonder: Aromatherapy combined with steam therapy to detoxify and 
cleanse congestion, increase blood oxygen levels and improve the body’s ability to 
purge impurities as the face remains cool. Your massage therapist will need: 
herbal bath-dried herbs; flower mixture customized for the Client. 
 
Time: 25 minutes. 
Price: $35. 
Product cost: $3. 
Available at: Sin Apeel Day Spa, Boca Raton, Florida. 
 
Head, Neck and Shoulder Massage: Pressure-point therapy and myofascial 
release to relieve sinus congestion, headache and tension and to improve 
circulation. 
 
Your massage therapist will need: massage oil; lotion. 
Time: 25 minutes. 
Price: $75. 
Product cost: $1. 
Available at: Kohler Waters Spa, Kohler, Wisconsin. 
 
Touch Therapy: Combination of pressure point, Swedish, sport and stretching 
massage to flush metabolic wastes, increase circulation and re-energize the body 
for a feeling of wellness and balance. 
Your massage therapist will need aromatherapy oils. 
 
Time: 30 minutes. 
Price: $45. 
Product cost: Less than $5. 
Available at: Skin Rituals Day Spa, South Pasadena, California. 
 
30-Minute Tune-Up: Thai herbal foot bath and chair massage. 
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Your esthetician or massage therapist will need: foot cream; herbal bath; essential 
oils. 
 
Time: 30 minutes. 
Price: $38. 
Product cost: $2. 
Available at: Absolutely Fabulous Urban Spa, Vancouver, British Columbia, 
Canada. 
 
 
Reiki:  Hands-on, “energy work” to activate the body’s own healing abilities, calm 
and improve overall health and wellbeing. 
Your massage therapist will need aromatherapy oil and a massage table. The client 
remains clothed. 
 
Time: 30 minutes. 
Price: $30. 
Product cost: Less than $1. 
Available at: Balance Day Spa, Greensboro, North Carolina. 
 
Caviar Manicure: Manicure with soaking time in solution that makes hands soft 
and supple. Your nail tech will need: caviar vitamin E and sunflower oil bath 
beads; buffer; file; cuticle cream; nail polish. 
 
Time: 30 minutes. 
Price: $30. 
Product cost: $3. 
Available at: Bell Tower Salon Spa, Wyomissing, Pennsylvania. 
 
Hydrotherapy Foot Treatment: Simulating foot bath with dead sea minerals and 
essential oils followed by reflexology to relieve stress and unblock nerve 
impulses. Your skin care professional or massage therapist will need: mineral 
salts; essential oils; exfoliant; foot therapy tub; conditioning body wash. 
 
Time: 30 minutes. 
Price: $45. 
Product cost: Less than $5. 
Available at: Body Essentials Skin and Body Care, Oak View, California. 
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Body Spa Nail Hand Treatment: Body polish and skin conditioning service 
added to a basic manicure. Your esthetician or reflexologist will need: the One-
Minute Manicure exfoliant; skin cream. 
 
Time: 10 minutes. 
Price: $20. 
Product cost: $1. 
Available at: Elation Personal Pampering Spa, Toronto, Ontario, Canada. 
 
Seaweed Foot Treatment: Minerals penetrate deep into the skin to remove toxins 
and promote feet rejuvenation. Your nail tech will need: self-heating seaweed 
mud; mylar sheets. 
 
Time: 30 minutes. 
Price: $25. 
Product cost: $5. 
Available at: Jacques Dessange Paris, Shadyside, Pennsylvania. 
 
Energizing Leg Treatment: Aromatherapy oil and cooling plant gel application 
to reduce puffiness and stimulate circulation. Your nail tech, esthetician or 
massage therapist will need: essential oils of peppermint, rosemary and lemon; 
granular scrub; lotion; camphor and menthol mask in 
seaweed base; frozen glass globes. 
 
Time: 30 minutes. 
Price: $50. 
Product cost: $5. 
Available at: Complexions Day Spa, Seal Beach, California. 
 
Hot Stone Foot Remedy: Combines the relaxing effects of hot stone massage 
with healing reflexology for luxurious foot care. Your nail tech, esthetician or 
massage therapist will need: foot bath with bath salts; stones; massage lotion. 
 
Time: 30 minutes. 
Price: $40. 
Product cost: $2. 
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Available at: Satori Day Spa, Canmore, Alberta, Canada. 
 
The Heal and Seal: Revitalization service for over-processed hair. 
Your hairstylist will need a dry remedy and/or deep conditioner. 
 
Time: 15 minutes. 
Price: $20; $12 with other hair service. 
Product cost: $1. 
Available at: Spa Mecca, Flower Mound, Texas. 
 
Hair Reconstructor Scalp Treatment: Scalp and neck massage during a deep-
conditioning hair treatment. 
 
Time: 15 minutes. 
Price: $35. 
Product cost: $1. 
Available at: Reflection Salon, Richland, Washington. 
 
Shirodhara Hair and Scalp Therapy: Scalp massage using warm herbal oil 
dripped onto the forehead to flow back into the hair; hand and foot massage 
concludes the service. Your massage therapist will need: essential oils; herbs. 
 
Time: 30 minutes. 
Price: $70. 
Product cost: $2. 
Available at: Avanyu Spa at the Lodge at Rancho Mirage, Rancho Mirage, 
California. 
 
Top Spa Trends  
Spa Finder has compiled a listing of the top ten spa trends covering everything 
from fun at the spa menu to the rise of websites as a source of spa information.  
 
1) McSpa – Spas like Bliss Spas, Six Senses, Golden Door become well-defined 
“brands.” Skin-care companies like La Prairie, Sothys, Jurlique, and Avon 
introduce spa settings to market their products.  
 
 
2) "Spa I.Q." on the Rise - Spa-smart consumers become even more savvy in 
2008. More people go to the spa with a clear idea of what spa treatments they want 
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to experience. Spa consumers demand information, not just mystique. "What's in 
the lotion? What's in the water?" Spas should be prepared with answers Spa 
consumers see beyond the glamour of ambience, develop an appreciation for high-
quality services, and reward skilled therapists.  
 
 
3)"Home Sweet Spa" - Empty nesters re-cast unused bedrooms as spa-inspired 
spaces for fitness, meditation and massage. They transform traditional bathrooms 
into spa bathrooms. Watch for the spa lifestyle to enter every room of the house. 
Hotels are bringing massage tables and Jacuzzis into their rooms, and TVs, 
fireplaces into their spas, blurring the line between the spas and “home.”  
 
4) Water, Water Everywhere (Again) - Spas return to their origins as centers for 
bathing and water treatments. They rediscover traditional water therapies and re-
imagining them in new ways with color hydrotherapy baths, vapor caves, 
liquidsound, watsu, deluge showers, and spa water parks. There’s also a revival of 
traditional natural thermae, thalassotherapy, Japanese onsen, Russian banyas and 
old-world bathhouses.  
 
5) Medical and Sanctuary Tourism - New Reasons to Travel- More Americans 
travel out of the country for alternative (or lower priced) medical and aesthetic 
treatments. Spa-goers opt for more mind/body/spirit experiences, including 
labyrinth walks, energy work, chakra balancing, acutonics, meditation - and good 
old fashioned rest and sleep, aided by plush bedding and blackout shades. More 
couples, meanwhile, will opt for "spa honeymoons" and romantic spa vacations, 
foregoing the traditional travel whirlwind in favor of a bonding sanctuary-style spa 
experience.  
 
6) The Yin of Luxury and Yang of Discount - The spa industry will expand at 
both ends of the market. While luxury resort and hotel spas roll out $1,000/night 
suites, private yachts and 6-hand massages, corner massage parlors and discount 
chains will offer an hour of quality massage for as low as $39 - without an 
appointment.  
 
6) Macho, Macho Spa, there are more men-only spas and grooming products , 
and co-ed spas cater more aggressively to men with old-school amenities like 
traditional barber services, boxing robes, bars, sports viewing, cigar rooms, pool 
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tables and hardcore gyms. Destination spas offer adventure experiences and 
extreme boot camps.  
 
7) The Pendulum Swings Back to a Pure Spa Experience. Genre-defining 
destination spas like Miraval, Red Mountain and Cal-a-Vie, have broadened their 
markets by loosening up their diet, alcohol and minimum-age and length-of-stay 
restrictions. This year the pendulum to should start swinging back toward a more 
traditional spa experience where temptations are limited. On the other hand, 
resort/hotel spas offer more fitness, health, diet and wellness elements.  
 
8) "Ohmmm" Online - With health-focused chat rooms, information-rich 
websites and e-newsletters, spas will transcend their physical walls to form virtual 
communities focused on healthy spa living.  
 
9) Fun on the Spa Menu - More spas become social scenes, with group-friendly 
activities/programs like Tango-Zen lessons, Texas Hold'em, group mud 
experiences, party packages and day spa singles' nights.  
 
Spa Buzz Words for 2008: Acutonics, Ayurveda, Contrast Shower, Spa Culinary 
Schools, Eco-Spa, Detox, Feng Shui'd Gyms, Hamam, Hydrotherapy, Idebenone, 
Indigenous Ingredients, Manaka Tapping, Multicultural Spas, Off-Menu 
Treatments, Peptides, Poultices, Sculptra, Skin Brightening, Stick Tiles, Thai for 
Two, TCM  
 
Conclusion  
 
Consumer demand for the healing and stress-relieving benefits of the spa 
experience will ensure the industry's long-term success, however great the demand 
for spa services attention must be paid to short-term profitability. Many spas suffer 
from core inefficiencies that prevent the industry from its reaching its’ full 
economic potential. Among these inefficiencies, the ability to control costs, 
manage cash flow, attract and retain qualified personnel, source and sell products, 
and satisfy the needs of an increasingly sophisticated spa consumer. As the spa 
industry moves from infancy to adolescence, establishing solid management 
practices will minimize the growing pains. The best spas will develop solid 
operating strategies and unique service delivery systems. Intention to provide an 
exceptional guest experience with attention to the bottom line is the winning 
formula. 
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The Local Market Segment  
 
Market  
 
We estimate that there are currently 5 Facilities both Hair Salons and Day Spas 
that are located within in our 30 mile radius Demographic area. We believe that of 
these, only 2 are currently targeting our customer, the middle-upper class woman 
and man. Atmosphere and pricing are important in this comparison however, 
offerings still prevail in our corner. Of the 5 that compete for our client, only two 
are considered Day Spas and do not have the amenities that MediSpa Inc. offers 
nor the extensive menu of services and the training our staff has undergone.  We 
have included in supporting documents the current demographic information for 
the City of North Miami, and Claritas statistics regarding a 1 mile, 3 mile, and 5 
mile radius of our demographic.  
 
Customer Profile   
 
Sixty five percent of the customers patronizing full service salons are women 
between the ages of 19 and 46. Men make up a little more than a quarter (28 
percent) of spa clients.  
 
 
 
The 31-54 age groups make up more than 60 percent of the spa market, while the 
18-30 group is on the rise. Our price list was developed as a moderately priced 
menu of services targeting this demographic.  
 
Competition 
 
MediSpa, Inc. currently views 2 Local Companies to be its primary competition 
within its 30 mile radius demographic, menu and price offering. These Companies 
are; 
 
1.) Rituals 
2.) Miami Salon 
 
The following chart illustrates how the Medical Spa, Inc. product compares to 
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the competition 
 

Competitive  Comparison Medical Spa, Inc. Rituals  Miami Salon 
Theme Day Spa Day Spa   Day Spa 

Services Offered 58 24 14 
Nail Care Offered Offered  Offered  
Skin Care  Offered Offered  Offered/Limited 

Massage Therapies  Offered Offered  Not Offered 
Wet Room  Offered  Offered None 

Jacuzzi Room  Offered  None None 
Sauna Room  Offered  None None 
Steam Room  Offered  None None 

Estimated Revenues $ 1,400,000est $ 1,000,000est $ 120,000est 
Unique Advantage Full Service/Value Established Established 

Customer Questionnaire Offered None None 
Service Excellent Good Fair 

Advertising Extensive None None 
Number of Employees 11 8 9 

Facility Size 3000 sq. ft. 2500 sq. ft. 1500 sq. ft. 
Restrooms Spotless Clean Fair 

 
 
 
 
 
 
Business Risk 
 
Cost Structure 
 
MediSpa, Inc. will open its first Facility, "Medical Spa, Inc. ", with the funding of 
this Business Plan and significantly increase its overhead. If the market acceptance 
of our price list and facility slows, margins and profitability may suffer.  While we 
are currently predicting profitably based upon funding and reaching our sales 
goals in the first year, Medical Spa, Inc. is unable to predict whether its operating 
results for the full fiscal year ending December 2005 will be profitable. The net 
proceeds from a working capital line of credit, loan for improvements and 
equipment in the amount of $175,000.00 and cash flow from operations will be 
sufficient to allow Medical Spa, Inc. to meet the expected growth in demand for its 
products and services in even its Worst Case financial forecast.  
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There can be no assurance that sufficient capital will be raised if necessary in the 
future or that revenue will meet our growth expectations.  Should either of these 
fail to occur, Medical Spa, Inc. may elect to 1.) Reduce the expansion to a level 
consistent with a slower growth plan, or 2.) Pursue other financing alternatives.  
Implementation of either of the foregoing options could delay or diminish Medical 
Spa, Inc. growth and adversely affect its profitability. 
 
Competition 
 
MediSpa, Inc. competes with Companies such as Rituals, several of whom have 
very established businesses. Although we believe these companies in some 
instances have greater financial resources than Medical Spa, Inc., we still feel that 
our menu of services, customer service, and atmosphere are filling a special 
unique niche in this marketplace that has not been answered.  There can be no 
assurance that competition in the future will not increase from these Companies or 
from present or new regionally-based companies. Furthermore, if the market for 
Day Spas continues to grow, companies will likely devote greater resources to this 
segment of the market. 
 
Economy 
  
Outlook Real Disposable Income and a Growing Economy have always been 
major reasons for continued expansion of the Industry in terms of real and 
sustainable growth. According to the CBO, (the Congressional Budget Office) real 
GDP finally accelerated in the third and fourth quarters of 2003 giving an overall 
Real GDP of 2.7% for the year. GDP in 2004 came in at 3.9% giving the Industry 
solid growth for the year. This is up from 1.6% in 2002 and .75% in 2001. The 
economy finally began adding jobs in August of 2003 after a loss of about 2.7 
million jobs during the economic downturn and current CBO projections forecast 
Real GDP peaked in 2004 at 4.4%. The acceleration in GDP was fostered by the 
Federal Reserve Board who lowered interest rates to 40 year lows. The Fed Funds 
rate that bottomed in the fourth quarter of 2003 at .98% was reversed by an 
increase in the Federal Funds rate during that time to a high of 5.25% to slow the 
accelerating economy and head off inflation.  Prompted by a credit crunch that 
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began in August of 2007 the fed began easing rates and the Fed funds rate now 
stands at 2.00%. Congress also jumped in with the FED in order to stimulate the 
Economy with a $168 billion stimulus package that went to taxpayers in May. The 
plan provided tax rebates of up to $600 for individuals and up to $1,200 for 
couples filing jointly, with an additional payment for families of $300 a child, and 
a minimum payment of $300 for individuals who pay less than that in income 
taxes. The results of this stimulus had a powerful effect however on inflation 
driving up both food and energy prices to record levels in the first half of 2008. 
The Economy probably entered a recession in the first quarter of 2008 but The Fed 
has indicated that it is expecting a pickup in economic growth in the second half 
of this year, as the effect of its previous rate cuts and tax rebates to consumers start 
to impact the economy. But while it said it expects the economy to recover a bit 
next year -- forecasts call for growth of 2% to 2.8% in 2009 -- the Fed still sees 
some weakness lingering into next year. The central bank now thinks the 
unemployment rate in 2009 will be between 5.2% and 5.7%, up from an earlier 
projection of 5% to 5.3%. The Fed said it expects to see "noticeable slack" in the 
economy next year. 
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Projections and confirmed revisions. 
 

According to the Congressional Budget office, after deteriorating in 2001 and 
2002, households’ finances improved and peaked in 2004 with Real Disposable 
income growth of 3.39%. Real Disposable income showed a deep deceleration in 
2005 falling to 1.2% growth as high gas and energy prices combined with rising 
interest rates weighed on the consumer. Higher interest rates reduce borrowing by 
consumers; higher energy prices reduce the real (inflation adjusted) income of 
households; and the decline in the growth of housing prices slows the rise in 
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household wealth. The CBO expects that over the next year and a half, consumer 
spending will grow much more slowly than in recent years.  Nominal spending and 
income edged higher in April, but not enough to outpace inflation — even though 
April’s inflation rate was benign. Real consumer spending was flat in April, and 
has hardly moved since January. Real disposable income was flat in April for the 
second month in a row. Consumers are facing bad news on all fronts. Food and 
energy prices are climbing ever higher, the labor market is slowing, credit is 
become tighter, and household wealth is declining as house prices drop. The 
stimulus payments now going out will give some temporary relief — measured 
disposable income will surge higher in May as the payments climb. But the worry 
is that after that relief fades away, the consumer will still be faced with the same 
underlying problems. Any burst of spending based on the stimulus payments is 
likely to prove short-lived. Even with the deceleration in Real Disposable Income 
key demographic trends point to a future with higher household income and as the 
demand for labor increases, pushing up wages, the share of households with more 
than $75,000 or more has and will continue to grow. According to the current 
census figures more than 25% of U.S. households now have annual incomes of at 
least $75,000, up from 19.4% in 1993. This bodes well for operators as higher 
earning households tend to spend more away from home. Expect this trend to 
continue as more boomers and gen-xers make their way into prime earning years.  
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There is no guarantee that these trends will continue and that an adverse trend in 
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the economy will not have a negative impact on Medical Spa, Inc. s profitability. 
 
Industry Growth 
 
There can be no assurance that growth will continue within this segment of the 
Spa Industry at the present rate, or at all. 
 
Government Regulation  
 
There can be no assurance that profitability will not be subject to more restrictive 
regulation or that that MediSpa, Inc.s’ operations and profitability will not be 
subject to more restrictive regulation or increased taxation by federal, state, or 
local agencies. 
 
 
 
 
 
 
 
Insurable Liability 
 
MediSpa, Inc. has budgeted $6,000.00 per year for all of the following insurance 
coverage;  
 
Fire  
Theft  
Liability  
Liquor  
Product  
Windstorm  
 
 
 
Insurance and will continue such coverage if available at a reasonable cost. 
However, future increases in insurance premiums could make it prohibitive for us 
to maintain adequate insurance coverage. A large damage award against MediSpa, 
Inc., not adequately covered by insurance, would adversely affect our financial 
position. 
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MediSpa, Inc. has addressed or will address with funding all of the above 
weaknesses and risks associated with its profitable operations. We believe the 
risk for this enterprise and to our lender to be no greater than that currently 
associated with the Industry. 
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