
-~--~-~~- --~ - -

March 2011- Print Pages

MARCH 2011

"'~

!

'

I

" :1
.' ,'r!

:'
"

'j'

.
:-

.

"

.

'

.-.t: . ~'I;'.. . 'I
iN~'1

1..,

4

" f
,..

T

..

I

.

!

..

.'

.

'(

.

.~

.

"

..

II:

.

.~,
.

1 '

&1 r,t4- :,>1'
~. I l .:'~ ,I' ,
,.1 l ..1

. .

'"
.'1Ii r ;:

~! ~t!!~
~ .r ~~.~

~ '"

,lit

ti.&!
.

,

\~
I

.11

.",
to

.. ;if

L
-- --

lofl

-~ - - --~ --~- --' ~-'-

http://www.americanspa-digital.comlamericanspa/20 1103/Print- sOOm..

THE SPA PROFESSIONAL'S CHOICE

~

1

I

t

"

,

.j
J

-
)

U-

3/2/2011 11:54 AM



March 2011- Print Pages http://www.americanspa-digital.comlamericanspa/20 1103/Print- sOOm..

r~i8"1III1I/'\U

38 AMERiCAN SPA. WWW AMERICANSPAMAG.COM .MARCH 2011

10fl 3/2/2011 11:53AM



March 2011- Print Pages

t BVi~@rr I

Chiv.Som offers a variety
of fitness classes that
appeal specifically to men.

"Men want
to know that

their needs
have been

considered in
the design of
a treatment."
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continued from page 38

"MAKING SURE THAT

your spa has male-specific

offerings isan important aspect

of spa menu design, especiall)'
for a winter resort destination

like ours, where we see a higher

percentage of male travelers. Men want to know

that their needs have been considered in the design

of a treatment and that they are not just getting a
service that was renamed to attract them. They
do not need to be overwhelmed with choices and

tend to stick with treatments that have familiar

components and are more therapeutic. From the

locker room to the treatment room, the products

used should be designed to meet the needs of the

client's senses and be practical. Men don't need

!luff,but they appreciate having access to products

that smell good, feel good, and get the job done."
-Tessa Kienow,spa director, Solilude Spa al Teton

Mountain Lodge &:Spa (Teton Village, WY)

.......
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"MARKETING TO MEN IS A

simple matter of being able to

speak the language. Men want
the same treatments women

want but do not feel as com-

fortable asking for the service

by name. We have found that

creating packages that appeal to a man's sense of the

outdoors really helps with the sale of the treatment.
Here in Colorado, we are all about the outdoors

and our environment. We created treatments that

~
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appeal to this side of a man's nature. We have also

kept in mind that having a line of men's products is

a great way to show male clients that we recognize

their specific needs." -Michael Simmons, director of

rooms and spa, The Spa at Keystone Lodge (CO)

"OUR GREATESTATTRAC-

tion to our male clientele is

offering the 'true West' without

sacrificing true comfort. At
The Ranch at Rock Creek, we

offer endless activities, such as

fly-fishing, horseback riding,

mountain biking, archery, sporting clay, and even

bowling. Our spa is strategically located between
the main lodge and the saloon. We find most men

will follow the path to a perfect day's end. Many

enjoy the SaddleSore Soak or the Rock Creek Ritual

massage."-Sarah Welles.spadirector,TheRanchSpaat
TheRanchat RockCreek(Philipsburg,MT)

fA

"THEMALEMARKET.IN PAR-

ticular, is an area where I see

one of our strongest potentials

for growth in 2011.Admittedly,
it has never been a clear-cut

strategy for Chiva-Som to

actively target men. However,

we have found success indirectly. Our materials

and communication initially takes a soft approach

to appeal to women, as we have always placed great

emphasis on couples and our high rate of double

continued on page 42
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