The’Male ConsuQer




SIR Spa, a men-exclusive day spa in Chicago, leeps interiors masculine with
leather seats, neutral-colored tiles and fat soreen T
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= n some ways, men are the ;'lfn'i"‘f'. S0E Cuslomens

= simple demands. easy to please. decisive—and

&  once they see value. they come back. Although

- getting them i for their first spa experence can be
44

z challenge, it's well worth the eltart because men
wasse  fepresent & huge untapped marke!

"The typcal male chent s professionasl. 25-60 10 age. and
fias an above-average househoid ncome.” says Pete Hilimar
owner of SR Spa. a lul-service day spa i Cicago cedaleg
tor men. "He sees a $pa as move of 3 Llestyle need or 3wy
to mantain of ennance athietr periormance,

“They are concerned with their appearance, but are also
searching for well-being.” says Jean-Guy de Gabnac. président
of Tip Touck. a France bésed training company for spa thesa-
pists and managers. "In destination spas, men will mainky
come with their spouse o significant other. but in urban day
spas of city hotel spas. they are conhdent enougn to come
regularly on their own.”

“Even through rthe recession. men contimued to frequent
our spa with an infiux of both new ang steady repeat clientele
basis—owver 12,000 men 1o date,” adds Hillman. "Operating 2
day spa that basically serves men exclusively over the past
five vears proves men represent an untapped and growing
market.”

Most men are lnoking for deep Qissue massage as 2 way 1o
relax or for sports recovery. As men become more cominnable
mn the sp2 emaronment, they tend to broaden their spa expen-
ences with different treatments such as skin care services

“Most men will go lor the basics and elemental services
such 35 deep Lissue or sports massage. and maybe 2 man's
facial to go with it. but rarely choose body treatments.” says
Emmanuel Arrovo. spa 2nd leisure director at Hilton Carscun
Colf & Spa Resort in Cancun, Mexico “Men are 2iso miter-
ested in gol! improvement performance massages 1o maximize
flesibility.”

Gabniac indicates massages are far more popular than
facials among men. including Swedish. deep trssue. Shiatsu
and Thai massages. “Then. if the spa team reslly recommends
it he says, “men will try cleansing facrals and specific eve
contour sessions.”

A masculine, relaxing environment is criticai for aftracting
and retaiming mate customers. Create 2 professionai environ-
ment with modern touches that doesnt talk down to male
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clientele with clichés—"no need for sports jerseys or 2 pool
table to make a guy comfortabie,” savs Hiliman. "Work in
woods, leather. classic and neutral color schemes and gn.-
them space and privacy. Large reztment rooms. full-siz
lockers. maniy robes. towels. and sandals—it s all ncb.u:ed
ard makes 2 difference.”

Rien tend o be easier to please than females in terms of the
extra amenitics—"and they tell you what they want. which
eliminates amy guess work.” says Lara Davidson. spa director
at The Spa 2t Pebble Beach in Califormia. The spa added a TV.
sca.e, warm shaving cream, and hot towels to steam the face
at the request of its male guests. as well as the availability of
heer with the sports pedicure.

"We recently began offering complimentary shoe shine in
the mer's iocker room and hired 2 barber to do straight razer
shaves. both of which have been very successful.” says
Oavidson.

Fj:l Touch - President Iear- “Guy  de
‘% T Gabriac says careful choice of words
when marketing to men can be the
difference between tuming them away or ton:
verting them into koyal spa-goers.

“Men-are not comphicated; they stop shop-
ping around once they have found a plage where
they can qo late in the aftemoon or evening,
where they are wammily recgnized on- amval,
whiere they have their routine {lodkes, exertise,
steam of sauna, and massage). They do not want
to ‘waste their time on pampering fluff. Give
thiem lasting results, and they Tl book for more!”
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“Most of our male clients want 2 good hydro facility area
with cold hot plunges. large pools with hydro jets available
steam and sauna rooms. 2nd a good massage. more so nan
casmetic and beauty products.” says Arroyo.

According to Gadbnac, most men aren't as concerned as
women about anti-aging or finming treaiments—instead they
focus on anti-fatigue with energizing boosters to look good
quickly as well as eye treatments. “This will probably change
with the younger generations who take better care of they
skin.” he says. "hien are likely to use eye-cortour treatments
and eye-patches, but stll seldom use masks.”

The spa experience for men in Europe tends to be simple and
results-onented. “We can see 2 siight shift in the American
spa market to more of a lifestyle need. as most kuropeans
already do.” says Hillman. “Men don't want to pampered:
instead. they want to recharge.”

European trends are typically more elemental with a strong
focus on the basics. "Large hydro facilitizs and the use of
manne ingredients are popular. such as Thalasso therapy-
based products that contain algae-based ingredients and
anticxidants.” says Aqroyo.

According to Gabriac. unlike the Amencan male spa-goer.
the European men are still more timid 2nd uncomiortable wath
going to spas. especially on the idea of being told to wear
undersized bathrobes or shower caps dunng facials.

Another difference on how certain male consumers i dif-
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Deep bodywork Relaxing, pampening 'I:'II:I-E'I'IF'I'JT:I‘ i
Energy and light Radiance
Performance Beauty enhancement
Tailor-made Personalized

Booster {oncentrate of serum
Clean and fresh Gentle exfodiation

Hydration and comfor Maisturining

Week-end kit Home-(arm !i.:-gﬂwm

Special focus on Particolar aftention to
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ferent parts of the world vary is in the types of extras or
amenities they expect. While American men hike the added
amemties like large screen TVs to watch football games, dnnk
light beer. wine or liquor, this 15 not the case among French
male spa-goers. “french men would not go to a spa for a
massage and watch a game or enjoy 2 wine-ind-cheese event
2t the same time.” he says. “However. they like the extras. like
being able to customize their expenence. ranging from hot
stone options with Spofts Massage {0 3 ChOICe In Music,

Marketing to Males
The maost effective way to bring in new male custom« 3 by
marketing directly to their wives. girltnends, and male inends
who already know the joys of spa treatments.

fany of our male guests attend with 3 friend or business
partner who has talked them into it,” says Sue Annetts,
public relations specialist for Golden Door in Escondido.
Califormia “We also see fathers bringing sons and brothers
We market to these groups wia e-blasts and brochures.”

hen wha check in at The Spa at Pebble Beach are pro-
vided with a collateral prece that pro—utesits golf-soeciiic
services. The resort also provides oo™ MEntary services per
odically to the golf team so they will be more inspired to
promote ~pd services to the guests they accompany on the
COUTSEs

Hiton Cancun Golf & Spa Resort keeps it simple by pro-
viding a "For Him™ spa package—a combination of massage
and facial. including 2 kit of testers for use dunng and after
snaving.

Gabrac emphasizes the verbiape used in spa menus. as
well as the language used by desk zttendants or stylists, s
still very fernerune and needs to be “masculinized”™ or “vinl-
Fea o lully engage the male sudience. " They want to hear
about deep bodywok and perlormance. not radiance and
beauty enhancement,” he says.

And there 15, of cnurse, the female factor. It is essennal to
markel to the wives and giffriends of potential male guests
these woimtien see the potential that s Wisiks Cam I"-a'-.l_‘ [HE
therr partners by reducing stress and promoting heaithy
lifestyle changes. They alse purchase gitt certtlicates dnd
intioduce o o the »pa. olten through a couplt’s massage

For 2 mar wan fras SR RN N0 3 S0E WOEen At 3
cnhcg component to get hur through the door” agrees
Oawdson "Oace he arsives. the spa sells tsell Couple's mas
sages testirnoreals lrom other men, and Valentine's Day
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Spas are finding creative ways to attract the
male consumer. Some offer men spa-goers the
option to stay in their comfort zone with“happy hour®
during spa treatments. Visit digital Pulse at
experienceispa.com to discover which spas are buzzing with

liquor-based treatments.

specials are our biggest capture for male guests who ire new
to the spa world.”

And Gabnhac agrees. 1015 essential to promote male treal=as
nents to women because they are the main gift certificate
buyers, and about 50 percent of all male products are still

being purchased by women lor men!”

To recruit men. focus on the science of the benefits of
massage. rather than the spa expenence. |f we can comving
them our massages will improve their golf swing, they are
more lixely to come i than if they think we offer just 2 "l
says Davidson,

Commumcation and educabion are essential—from the
front desk ard reservation team to the therapists. Make
guests feel comfortable and introduce them to their vise
expenence so there are no queshons or concerns on what
do or expect. “Keep things straight-forward.” says Hillmg

“Focus an the results that make 2 man fee! better zhout
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mimself and fus ife. and he'll be back

Many of the male guests 3t Golden Door - Escongsde
multiple returnees. “Three men have reached. 100 ViSkS
iafy hiave ieached 30, says Annetls, “Some of them e -
these visits with being able to funcoon well m thew .-"'!'
ngwered business environments. They also find that &

C2n De 3 real bonding expenience and often Wi"
with each other dunng the year bebween visls ™ m
e
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