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MARKETING SAVVY

By Robyn Emde

Hustle & Flow

Take your day spa, add 1 part yoga + a dash of marketing
know-how and you've got a one-stop wellness shop.

MNowabays, PEOPLE PLANT THEMSELVES UPON MAS-
sage tables and yoga mats for similar reasons. “The
spa lifestyle is about combaring the insidious stress
we all encounter in daily life," noves Dir. Marguerite
Barnett, owner of the Mandala Med-3pa & Yoga
Shala {mandalamedspa.com) in Szrasata, Florida,
“It’s all abour being healthy. Yoga is voo; it just
approached from a slightly different angle.”

Incorporating yoga classes into your day spa
environment gives you ancther way to elevate
your clients to higher physical—and spiritual—
planes by providing them with fitness, lifestyle
improvement, rejuvenation and relaxation all in
one location. Bur managing, marketing and pro-
moting yoga requires a cons idered strategy. 'I'l::lgis
and spa junkies may share gray space on the Venn
diagram, but they also represent two distinct mar-
keting bodies.

“While the challenges of marketing yoga and
spa aren't 50 different, you have w rruly know
each client type and what they both wane,” says
Barry Walker, owner of The Raven Spa (theraven
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spa.com) in Silver Lake, California.

DAYSPA consulted with spa cwners and direc-
tors who've successfully incorporated jopa into
their services to find out what it takes to cross-
promote yoga with spa and drive more trffic inta
treatment rooms and yoga studios.

Set Your Space Apart

Whether you're in a small town, tourist hor spot
or bustling metropolis, the first step in designing
and marketing your new yoga studio is tc research
vour competitlon—hbut be selective. “Den’t try to
go up against your local health club or YMCA,
as these typically hoast low prices, longer hours
and even child care,” says Karen Smith, owner
of Murture Day Spa and Yoga Studic (nurture
dayspa.com) in Hor Springs, Arkansas. Afrer
four years of trying o compete with national
chain yoga centers, Smith tailored het program
to berter suit the needi of her spa-goers, most
of whom just wented to give yoga a tey O were
simpl],r lmking [ 4a] sp:nd more time in her r-pa’:.
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SCTEne environment: a ql.lll:t. |:|I:H.IJ‘
tiful space in the historic disericc
of town. She now offers series of
four to six weeks for beginning and
intermediate yopa students, special
workshops and retreats (such as sea-
sonally themed, afternoon-long “Sex
Your Intentions” courses), and an
intimate, Thai-influenced course for

Tesranea's oceanfront yoga studio hosts complimentary classes for spa-goars.

Location, Location,
Location

Another important detail to consider
is your yoga studios proximicy to the
rest of the spa. “My yoga snudic and
day spa share a rea garden, which
is the 5ing|r: best rnsrk::ing tool for
each,” Wallcer savs. “From there, spa
clients wander into the stdio, and

“My yoga studio and day spa share a tea
garden, which is the single best marketing
tool for each: Spa clients wander into the
studio, and yogis meander into spa reception.”

couples, “My students are addicted
to the feeling they get in our quiet
studio,” she says.

Mandalas Barnett customized her
offerings from the ger-go. “We serve
a lot of elderly locals, so we offer a
gentle class that's suitable for frail
guests," she says. The spa's ather
successful niche offerings include
yoga for golfers and a mother/daugh-
ter class.

yogis meander into spa receprion.”
Walker also encourages guests to lin-
ger: "We zlways serve tea and froit
after services or classes to keep people
around for a few more minures, chat-
ting and exploring, which leads o
yOoRA students grahhing a service menw
or visiting the spa's front desk. It all
happens without any hard selling,”
At Southemn California's Terranea
Resort & Spa (terranea.com) in
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Rancho Palos Verdes, the oceanfront
yoga studie isn't exactly adjacent to
the spa. "Gerting the word out about
our studio has been the biggest chal-
lenge,” admits spa director Melinda
Milner. To compensate, front desk
employees inform all spa guests that
the price of their treatment, or $60
day pass, also includes admirtance to
any yoga class offered that day. “This
draws in unsuspecting students, who
are often surprised to find we have
such grear reachers and a beautiful
studio,” Milner says.

Build a Community

A long-standing, loyal day spa cli-
entele doesn't puarantes immediate
success for your yoga program. “It's
important to ensure your studio can be
successful in its own right, rather than
rely solely on spa-goers for business,”
says Jennifer Jaeger, director of apera-
tions at Le Posh Salon Spa Lounge

Arits heart, yoga's a community-
oriented acriviey for which grass-
roots marketing works best, " Coffee
shop and namural food stores are
typicel places where yoga enthusi-
a5t are likely to notice ads.” Walker
says. And the instructors you hire
are key. “Employing teachers who
already have a dedicared following
gives you a great jump on new busi-
ness,’ Jaeger says.

Welker alsoadvocares field research.
“The yoga communiry is very loyal and
you should become a pant of it before
you spend your nest egg 1o creare the
perfec: space.” Take classes to find our
firsthand what appeals to yogis and
build vour network,

And if your budger allows, ir's
helpful o hire a dedicated yoga
direcror (though sfhe should stay in
close contact with the spa manager).
“To keep our spa’s marketing budget
from getting deained, we hired some-

2

one to handle yoga operations who =

abo does her own PR," Barnett SaYs. :;_51.-.
When pooling your marketing &

efforts, go basie: Email blasts and

ard Le Posh Yoga (salonleposh.com)
in Los Angeles. "Reach out to yogls,
and thete’ a chance they'll being new
business to the spa.”
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flyers—posted In targeted venues
such as athletic apparel stores, gyms
and smoothie shops—work well
| Consider advertising in local health
and fitness magazines. *But when
creating ads that brand you as a
combination spafyoga studic, be sure
nat to erowd your ad with oo much
informartion, or it won't be readable,”

B.‘lrn.crt wams.

Time to Get into

| Cross-Promotion Pose
Luckily, theres already an overlap
between the yoga and spa markers:
Bath groups are invested in their
own well-being, “We show that we're
a one-stop wellness esmablishment
by displaying informarion about the
yoga studio in the spa and vice
versa," Jaeger says. “We also offer
packages that combine spa servic-
es and yoga classes.” The Le Posh

| Prenaral Package (120 min./$285),

[ for instance, includes a private yoga
class, 60-minute prenatal massage
and signature pedicure.

The Elements of Therapy
Wellness Center (elementsoftherapy
com) in Jacksonville, Florida, mar-
kets its spa services with a §54.99
monthly membership for unlimived
yoga classes and discounted massages
and facials. "Our Mind and Body
Wellness Program allows clients w

| mx and maech activiries at our cen-

ter for a low monthly rate,” explains
owner lan Vakil.

Ar Mandala, yogis have to sign in
and pay at the spa desk, which pro-
vides a window to other services, "We
offer yoga discounts for spa-goers and
vice versa, and we host open houses
where we introduce new offerings for
both,” Barmett says. “When we do
community outreach, yoga instrecoors
are invited to network alongside spa
therapists. Most importantly, every-
one atends weekly staff meetings
so all employees can discuss whar's
happening in their arena, and seay
updated on other departmenes.”

Terranea's Milner believes ic's cru-
cial that employees speak knowl.
edgeably about your facility’s entire
offerings. "For a recent staff meet-
ing, we asked all assoclates to wear
comfortable clothes and simply told
them they were in for a surprise,” she
says. “Ar the meeting'’s end, our head
yoga instructor led a free elass for
everyone. Mow every therapist and
esthetician can better describe the
feel and format of our yoga program
to guests during services. Plus, our
demonstrated enchusinsm for rak-
ing care of ourselves makes voday's
health-conscious client feel betrer
about coming to aur spa.” ®

Robyn Emde & a freelance writer based
i West Hollywoad, California
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