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REALITY CHECK
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https://trends.google.com/trends/explore?date=today%205-y&geo=US&q=massage%20near%20me,SPA%20near%20me&hl=en 

3

GOOGLE TRENDS

https://trends.google.com/trends/explore?date=today%205-y&geo=US&q=massage%20near%20me,SPA%20near%20me&hl=en


RISING TERMS TRENDING

• Head therapy massage near me: +2800% (plus other head spa variations)

• Scalp Massage: +400%

• Storm Simulator Spa: +4700%

• Buccal Massage Near Me: +600% 
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5GROWTH PROJECTION
EARNING AN OUTSIZED SHARE

Source

https://www.gminsights.com/industry-analysis/spa-market
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GATHER THE DATA

7



AUDIENCE SEGMENTATION
DATA DRIVEN GOALS

SET YOUR GOALS
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DEFINE WHO YOU ARE KNOW YOUR AUDIENCE



QUESTION:
WHY YOUR SPA?
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AUDIENCE SEGMENTATION
KNOW WHO YOU ARE
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AUDIENCE SEGMENTATION
DATA DRIVEN GOALS

GATHER THE DATA 

- Current Clients

- Current Products & Services

- Mix of Sales
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AUDIENCE SEGMENTATION
IDENTIFY THEIR WHY

● Visitor
● Schedule Limitations
● Vacation Splurge 
● Wedding/Social
● Corporate Travel or 

Meeting
● Other Reasons       

for Stay

Hotel Guests Spa Clients

● Local
● Flexible
● Incentivized 
● Recurring
● Local Ambassadors
● Appetite for Trial

Both

● Experience 
● Expectations
● Cost
● Services
● Timing
● Value
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AUDIENCE SEGMENTATION
DATA DRIVEN GOALS

SET YOUR GOALS

- Reduce time between visits

- 20% increase of in-house guest revenue

- 25% increase of first-time clients

- Double visits of existing clients 

- Ensure 95% Utilization of Wet Room

- Increase average visit cost by 10%

WHAT TIME FRAME?
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Boosting 
Visibility



Our goal as marketers is to be ready when 
the guest is ready to make their purchase
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See an Ad

16SALES vs. SHOPPER BEHAVIOR 
PATTERNS AND PROFIT

Pattern 1: Hotel & Spa Resort Expectations

Add Cabana     Add a Spa ServiceBook a Room

Add Dinner Add Amenity Confirm All



See an Ad    

Consider Trip

17SALES vs. SHOPPER BEHAVIOR 
PATTERNS AND PROFIT

Pattern 2: Trip Research & Planning

Research

Book Resort

Think about 
schedule & 

Itinerary

Add Dinner    

Explore City 
Options

Interested in 
Resort Amenities



18SALES vs. SHOPPER BEHAVIOR 
PATTERNS AND PROFIT

Pattern 3: In the Day for the Day

Local Resident     

Wants a Massage  

Googles “Spa Near Me”   

Books Best Looking Option



THE JOURNEY IS
NOT LINEAR
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SALES vs. SHOPPER BEHAVIOR 
PATTERNS AND PROFIT

Do the offerings align with the market demands? 

● Services
● Time of Day
● Day of week
● Seasonal
● In-House Considerations (Hotels)
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SALES vs. SHOPPER BEHAVIOR 
PATTERNS AND PROFIT

Pricing & Promotions

● Bundles or Quick-Services
● Savings on slow days
● Premium pricing on busy days
● Add-on/upsell services

Just don’t be Wendy’s (Google their backlash 
with surge pricing)

Dynamic Pricing
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Rational Pricing

Incentive Pricing



DISCOUNTING  
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- Identified two soft spots - Tuesday (all day) and Friday 
(4-6pm)

- Struggled expanding to consistent 6-days 
- Interested in providing “give-back” to local community

The 
Problem

- During Teacher Appreciation Month, offered local  
teachers 20% off services, redeemable during soft 
periods.
- Implemented dynamic pricing for Tuesday evenings

The 
Solution

- Incremental $12k+ in net sales
- Sold 115 Units
- Gained new recurring customers and identified 

streamlined offerings/services.

The 
Result

CASE STUDY:
Teacher Tuesday
Discount Promo

● Sales: $12,424
● Sold Units: 115
● Top Services 50% of total:

○ Therapeutic Massage 
50 min

○ Urban Relaxation 
Massage 50 min
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-Full service spa at the The Ritz-Carlton, Lake Tahoe 
was running low appointment utilization during their 
off-peak times

The 
Problem

-Target local area residents when the hotel occupancy 
was low, an exclusive “Locals Card” was created.  
-Sign ups via QR code, capturing their email addresses. 
-The card granted them 20% off spa services (black out 
dates applied) as well as a discount at restaurants 
outlets seasonally.

The 
Solution

-Spa appointments increased 30% MOM
-More than 1,600 new email addresses to add to the 
hotel’s email list. 
-The list was used to also market  special dinners, 
events, and low-occupancy dates.

The 
Result

CASE STUDY:
Exclusive Locals 
Card

● 1,600+ email address 
gathered in first 3 months 
of launch

● Spa appointments 
increased on average 30% 
MoM
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YOU MUST BE PRESENT
 TO WIN
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BOOSTING VISIBILITY 
LOCAL LISTING & ONLINE PROFILES

Design Content to BE CHOSEN
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Activate Listings to BE FOUND

BUILD LOYALTY
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BE FOUND

Google My Business (GMB) 
Google Maps

Yelp
Apple Maps
TripAdvisor

Bing for Business
Spafinder/Industry Listing

BE CHOSEN

Features & Services
Photos

Pricing & Availability
Ease of booking
Loyalty program  

Reviews
Partners & Sponsorships

BOOSTING VISIBILITY 
LOCAL LISTING & ONLINE PROFILES



BOOSTING VISIBILITY 
BE FOUND - UNAP

CONSISTENCY!

● U > URL

● N > NAME

● A > ADDRESS

● P > PHONE
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BOOSTING VISIBILITY 
BE FOUND - GOOGLE MY BUSINESS

● Do you have a dedicated website? 

● Are you listed as a business? 

● If you are inside a hotel, you should have your 

own listing and be “nestled” within the hotel 

listing
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BOOSTING VISIBILITY 
BE FOUND - MAPS & GPS

● Are map pins & directions accurate?

● Are you listed on Uber/Lyft? 
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BOOSTING VISIBILITY 
BE FOUND 

● Listed on Top 5 general listing pages

● Listed on Top 5 industry listing sites

● Do searches for “best spa near me” in 

incognito mode > which sites can you get 

listed on?

32



33

BE FOUND

Google My Business (GMB) 
Google Maps

Yelp
Apple Maps
Trip Advisor

Bing for Business
Spafinder/Industry Listing

BE CHOSEN

Features & Services
Photos

Pricing & Availability
Ease of booking
Loyalty program  

Reviews
Partners & Sponsorships

BOOSTING VISIBILITY 
LOCAL LISTING & ONLINE PROFILES



BOOSTING VISIBILITY 
BE CHOSEN 

● Are your offerings clear and consistent? 

● Do offerings align with market wants/needs?

● Is pricing structure clear?

● Is it easy to book? 

34



BOOSTING VISIBILITY 
BE CHOSEN - PHOTOS

Shine in the Spotlight
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Reviews hold a 17% ranking factor in 
Google My Business search results
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BOOSTING VISIBILITY 
BE CHOSEN - REVIEWS

● What are others saying about your business? 

● Are you included in local Media?

● ASK for reviews, without offering an incentive to 

guest; CAN offer incentive to Associates

● The number of 5 Star Reviews needed to cancel 

a negative review depends on VOLUME of 

reviews
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BOOSTING VISIBILITY 
BE CHOSEN - REVIEW RESPONSES

● Develop a list of common complaints

○ Ask ChatGPT for variations on how to 

respond

● Address any issues with a remedy or align 

expectations

● Apply promptly; within 24-48 hours

● Take it offline, if needed
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$

40

$$$



MARKETING INVESTMENT 
PAID MEDIA & PARTNERSHIPS

Traditional Paid Media Channels

1. Paid Social Media 

2. Google Pay-Per-Click

3. Email Marketing - Partners

4. CRM Email Marketing

5. Display & Programmatic
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MARKETING INVESTMENT 
#1 PAID SOCIAL

● NOT Boosting…

● Select Targeting By Location & Interest

● For New Customer Awareness

● Low budget > Start with $100/month

● Start with Meta (Facebook & Instagram) then 

evolve to TikTok & Pinterest

● Ask guest permission for content
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HOW TO RUN  
SOCIAL MEDIA ADS:
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SCAN HERE



MARKETING INVESTMENT 
#2 GOOGLE PAY-PER-CLICK

● Should Complement your Organic Search 

Engine Optimization strategy

● Target specific keywords + Location

● Can be generic like “spa near me” or “massage 

in downtown dallas” or for specific services 

● Or PMax Campaigns and let Google do the work 

● Cost depends on competition > $500/month is a 

good start
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https://ads.google.com/intl/en_us/home/campaigns/performance-max/


MARKETING INVESTMENT 
DISPLAY & PROGRAMMATIC

● Use various data feeds to determine when a 

shopper might be interested in your product

● Can also target based on historical cell phone ie 

I could target all attendees of this conference! 

● Top of funnel > Lower “ROAS”

● More costly, starting at $1500/month
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MARKETING INVESTMENT 
PAID MEDIA - EXISTING FOLLOWERS

Relationship Marketing Channels

● Remarketing/Retargeting

● DRIP Email

● Last Minute Specials

● SMS Offers

That’s funny, I was just 
searching for that … 
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SALES

MARKETINGREVENUE 
MANAGEMENT



COLLABORATION 
AGENCY PARTNERSHIPS

SEO & Paid  → #1 way to be “Found”

Content → #1 way to be “Chosen
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BE FOUND

Google My Business (GMB) 
Google Maps

Yelp
Apple Maps
TripAdvisor

Bing for Business
Spafinder/Industry Listing

BE CHOSEN

Features & Services
Photos

Pricing & Availability
Ease of booking
Loyalty program  

Reviews
Partners & Sponsorships

BOOSTING VISIBILITY 
LOCAL LISTING & ONLINE PROFILES



BOOSTING VISIBILITY 
3rd PARTY DISTRIBUTION PARTNERS

● Vagaro

● Spafinder

○ Gift Card Program > Distribution through 

Costco

● iPoolSide / RealTime Reservations

● ResortPass 

○ Monetize amenities other than pool ie 

Steam Room / Sauna access

● Way.co - Maximize Experiences 
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COLLABORATION 
AGENCY PARTNERSHIPS

● Refine Audience Targeting

● Market Research

● Implement Paid Media Strategies

● Manage Email Channels 

● Email Marketing 

● Leverage Partnerships

● Manage Listings

● Public Relations
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1. How can we work better together?

2. What KPIs should we be focusing on?

3. How can we make our budget go farther?

4. What channels & targeting are we currently 
deploying?

5. What is the marketing strategy for off-peak 
times or last minute availability?

53COLLABORATION 
WITH YOUR AGENCY
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ACTION ITEMS
10 STEPS TO ACCELERATE REVENUE

1. Answer: Why your Spa?

2. Gather the Data

3. Define Target Audience

4. Develop Specific Goals

5. Audit Listings “Be Found”
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6. Curate Content “Be Chosen”

7. Leverage current customers / relationships

8. New Customer Acquisition Marketing

9. Maximize 3rd Party Partnerships 

10. Collaborate with Hotel and/or Agency



56THANK YOU!

STEPHANIE SMITH, CEO
COGWHEEL MARKETING

& ANALYTICS

Scan to visit our website


