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Abstract: Customer expectations can be extremely nebulous. This research identifies the
demographic segmentations and their respective expectations for the spa market.
Interviews were conducted and a subsequent questionnaire was employed to gather the
voice of the customer and assess the expectations of spa clientele. All of the data was
collected from luxury spas in Hawaii, and consisted of respondents from all over the world.
Results of the survey suggest that while men want more tangible benefits of a spa, women
prefer the experiential qualities of peace and rejuvenation. Additionally, those of lower to
middle income focus on the atmosphere more than wealthier clients, who are looking for
more long term spa benefits, such as a more youthful appearance.

Keywords: tourism; spa; Hawaii; customer satisfaction; marketing strategy;
demographic segmentation

1. Introduction

business that provides health and beauty services such as facials and massages. Underlying these
connotations are the expectations of spa customers. What are those expectations? Could the spa market

Spa, the very word has many connotations, such as relaxation and luxury. In general, a spa is a
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be segmented on expectations? In today’s market, it is of the utmost importance to understand the
expectations of the market and ultimately how to meet those expectations better than the competition
to gain a competitive edge.

A major challenge for spa marketers is to stay abreast of the changes in the spa clientele, including
both demographics and expectations [1,2]. While 70% of spa visitors are women, men are becoming a
new target market and more than 70% of spas now offer services geared toward men [3—-5]. Similar to
the growth in the male population, Warren [6] indicates a growth in the number of youth patronizing spas.
Equally important are the changing expectations of spa customers and the benefits that they seek [7].

This paper presents the findings of an assessment of the spa industry’s clientele, in an effort to
determine if there are any actionable demographic segments within the spa industry. Interviews were
conducted to gather the voice of the customer, a questionnaire was developed using responses from the
interview process, and results were analyzed to determine what spa clientele expect from the spa
experience. Thus, using both qualitative and quantitative research to determine what is important to
consumers, this paper makes a substantial contribution to the literature and supplements research
already performed in segmenting spa-goers by benefits sought [7]. In doing so, we have identified
trends among a few demographic variables that will allow spa owners to communicate with spa
clientele in a more targeted and appealing manner.

2. History and Definition of Spas

The term “spa” is actually an acronym for the Latin phrase “salus per aqua” which translates to
“health via water” [8]. Spas are originally thought to have begun in Belgium in a small town where
several hot mineral springs existed that held curative aids to many skin conditions [9]. Today,
however, the International Spa Association’s definition of a spa is a place “devoted to overall well-being
through a variety of professional services that encourage the renewal of mind, body, and spirit” [10].

Currently, a variety of kinds of spas exist, including destination spas, resort spas, club spas, salon
spas, and medical spas (also known as medispas). A destination spa is targeted at people immersing
themselves in the total spa experience for at least two to three nights. A resort spa is a part of many
amenities at a resort, such as tennis, golf, or swimming. The same is the case with a club spa, as it is a
part of a fitness center, making it one of many amenities, not a sole attraction. The medical spa is a
relatively new business type that is growing in large cities. It offers treatments that require special
supervision, such as laser resurfacing and Botox injections, in addition to traditional spa services [11].

Although spas were always considered a luxury, it took until the mid-1980s for forward thinking
resort operators to start adding spas to resort properties [12]. Now, resort operators are realizing that it
is a necessity to operate a spa on site to be competitive in the leisure market [13]. More progressive spa
owners are going beyond that and finding a niche market, theme, or hook that can be used to draw in
clients. Examples include a health and wellness spa that caters to the senior market or a spa in Arizona
with a Native American theme that couples specialized services such as blue corn body polish with a
Native American Shaman reading spirit cards [5,14].
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3. Size and Growth of Spas

The spa industry ranks as a strong leader and trendsetter in the leisure and hospitality market place,
and recently underwent a growth phase. In fact, spa locations jumped a staggering 380% in a single
decade (from 2000 to 2010) and, according to the International Spa Association, there were
156 million spa visits in 2011 alone, an increase of 4.1% over visits in 2010 [15]. According to Bjorn
Hanson, the head of PricewaterhouseCoopers’ hospitality and leisure group, spas are finding new ways
to generate revenues and are doing more than just adding new locations [5,16]. In fact, even in the
midst of tough economic times, in 2011, total revenue also increased 4.5% over 2010, to $13.4 billion
annually [15].

Due to its positive growth and financial profits, many small players entered the business with
various spa concepts, the most recent of which being the medispa. This change started to emerge in the
1960s and 1970s as the interest grew in non-western, non-traditional, and native medicine [17]. This
has continued to be an area of growth around the world. In fact, the top medispa in the world,
according to the Mayo Clinic, is in Bangkok, Thailand.

Tracking of spa growth was not prevalent prior to spas becoming popular around 2000. The spa
industry in Hawaii grew by 481.82% during 2001-2007 [18] and continues to grow at a steady pace.

4. Literature Review

Beyond the increase of male and youth patronage of spa services, a review of the literature shows that
the primary drivers for customers to patronize a spa are hedonism (pleasure, fun, appealing to senses),
escape (de-stressing, relief from social pressures), relaxation, and self-improvement such as improving
emotional state or beauty [7,19]. The spa industry has grown internationally in all types of spas,
including day spas, hotel-based spas, resort spas, and destination spas; however, the economy can impact
the industry’s growth and changes to spa offerings may need to be repackaged for continued success [20].

Snoj and Mumel [21] analyzed the service quality elements of health spas in Slovenia. The research
utilized the service quality (SERVQUAL) methodology to understand the important health spa service
components. In addition, the research analyzed the differences between the authors initial study in
1991 and those seen in 1999, as there was a major shift in the structure of the service elements during
this time. These differences surround the service elements, perceived quality, and management practices.

Mak et al. [22] investigated the motivations for travellers to search for spa experiences using focus
groups to identify their socio-demographic characteristics. The study was based in Hong Kong. The
results found that the top four factors included relaxation and relief, escape, self-reward and
indulgence, and health and beauty.

In 2010, a study of spa-goers was conducted and an importance-performance analysis was
completed. The study showed that there are three primary customer segments of spas: hedonists,
neutralists and escapists. The largest of the two groups were hedonists and escapists. They were very
similar in their need to relax, have fun, feel healthier and rejuvenated, but hedonists want a very social
experience, while escapists are looking for solitude. Neutralists are a small segment that are looking
for relaxation and nothing else. They place little importance on the health benefits, social aspects or the
experiential aspects of the treatment [7].
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Setiowati and Putri [23] studied the percieved value for customer satisfaction and customer loyalty
through the analyses of spas in Indonesia. The research utilized previous research and customer
willingness to recommend and repurchase spa services. The study found that the five dimensions of
perceived value (quality, emotional response, monetary price, behavioral price, and reputation) impact
satisfaction. The research found that reputation is the most important factor follwed by emotional
response, behavioral value, quality, and monetary price, respectively.

Chen et al. [24] also researched the important customer service factors; however, their research
specifically addressed the customer segmentation of older visitors. The study focused on the
perspectives of older adults and the operators in wellness tourism in hot springs by conducting
information through face-to-face interviews. The study found seven customer service factors including
mental learning, experience of unique tourism resources, complementary therapies, relaxation, healthy
diet, and social activities. Using these service factors, the researchers categorized the guests using a
cluster analysis into a holistic group, physiocare group, and leisure and recreation group.

Similar to these studies mentioned above, our study also examines ways to segment spa-goers.
Uniquely, however, this paper focuses on the demographic segments and their specific expectations. In
understanding the demographic segments, spa owners will have a more clear cut path to target advertising
because most traditional media have already detailed their audience using demographic data.

5. Methodology

This study was conducted on the island of Hawaii; eight undergraduate business students served as
the researchers under the guidance of one of the authors. The population of the big island of Hawaii is
highly diverse, providing an opportunity to study broad cultural differences. Spas are very common in
Hawaii and their services are in high demand, with services varying considerably from one location to
another. Spa clientele in vacation locations, such as Hawaii, include both locals and tourists, increasing
the diversity of the customer base. In addition to spas, Hawaii tourists have been researched in a
variety of other contexts [25,26], such as gaming [27], and sporting events [28].

The process for assessing the wants and needs of spa clientele began with interviewing 39
customers or potential customers on spa services in order to obtain the initial voice of the customers in
their own words. The structured in-depth interviews used a standard set of interview questions, and
followed up with probing questions to obtain desired expectations (wants or benefits from use) from
the potential customer, rather than just attributes that are physical characteristics of the service. The
responses were sorted and grouped into “consequences.” Consequences were written in the form of a
sentence including “I” or “My” as much as possible to make them more concrete so that future
respondents would respond to items according to what was particularly important to them personally.
Examples are “I get professional service” and “I get plenty of attention”.

After the consequences were written from the 39 interviews, a questionnaire was created from these
consequences. The questionnaire was developed from the voice of the customer obtained through the
interviews to measure the perceived importance of consequences of spa use and ratings of existing
spas that the respondents had visited. The consequences were divided into two groups representing
those that occurred as part of the time spent at the spa, such as feeling comfortable, and those that
resulted from the spa treatment, such as relaxation.
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The questionnaire was distributed to 149 customers or potential customers, using convenience
sampling. The respondents were asked to rate the importance of each consequence using an anchored
scale. Respondents were asked to assign a value of “ten” to the most important consequence to them
and then rate all other consequences relative to the one that was most important to them. More than
one consequence could be given the same rating; for example, two consequences could be rated
equally at a value of “nine”. An average importance rating was then calculated for each consequence.
The second part of the survey asked respondents to provide the names of spas they had visited and rate
them on the same consequences. The questionnaire participants were asked to use a five-point Likert scale
to indicate their level of agreement that the spa successfully provided each consequence. The final section
of the questionnaire used itemized scales to collect demographic information about the respondents.

6. Results and Discussion

Of the 149 questionnaires distributed, 111 provided complete and valid information (74.5% response rate).
A valid sample size was ensured by using a standard sample size calculation (z = 90%, s = 1.1, e = 0.20),
which determined that 81 responses were needed. Since 111 responses were obtained, the sample size
is considered to be valid.

Since the focus of this study was to assess the needs and wants (expectations) of spa clientele, the
demographics of the respondents are reported in detail. The spa clientele population must be well
understood in order to know how to market to the overall clientele as well as each specific group. The
majority of the respondents in this study were female (61%) and 60% were single, 28% were married, and
9% were divorced. A very small number were either widowed or neglected to provide their marital status.

Of the 111 respondents, 51% were between the ages of 18 and 27, 5% were younger than 18, 18%
were between 28 and 37, 18% were between 38 and 47, and only 8% were over 48.

Ethnicity was highly varied; 36% of the respondents named more than one ethnicity. Caucasian
(European descent) was most common as the first selection with 27% and native Hawaiian (16%) and
Japanese (13%) in second and third place, respectively (see Figure 1).

Frequency
N
(&)

Ethnicity

Figure 1. Frequency of ethnicity.
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The sample was well educated: 33% had completed only high school, 21% had an associate’s
degree, 41% had completed a bachelor’s degree and 5% had a graduate degree. In terms of
employment, most (54%) worked full time; while 33% worked part time. Income levels varied as well,
37% earn an average annual salary of less than $20,000, 17% made between $20,000 and $39,999,
18% earn between $40,000 and $59,999, 15% made between $60,000 and $79,999, 7% made between
$80,000 and $99,999 and only 6% made $100,000 or more.

As outlined earlier, each respondent was asked to provide feedback on what was important to them
in a spa experience. Responses from 39 personal interviews were extracted and grouped together to
form 44 “consequences.” These consequences were stated in the form of “I” or “My” as much as
possible, such that respondents were telling the interviewer things that were particularly important to
them personally—such as “I get professional service” or “I get plenty of attention.” The 44
consequences are listed in Table 1. In the questionnaire, respondents were asked to rate the importance
of each consequence using an anchored scale. Respondents were asked to assign a value of “ten” to the
most important consequence to them and then rate all other consequences relative to the one that was
most important to them. More than one consequence could be given the same rating; for example, two
consequences could be rated equally at a value of “nine”. A mean importance rating was then
calculated for each consequence. The means indicate relative importance of the consequences to the
entire 111 spa clientele who responded (Table 1).

An analysis of variance (ANOVA) was conducted to compare means among the demographic groups.
The two most important consequences of visiting a spa (“I feel relaxed” and “My stress is relieved”)
were important to everyone, regardless of age, gender, income, marital status, ethnicity, or
employment as indicated in Table 1 by the p-values. While the analysis of variance showed significant
differences based on income for the third most important consequence (“I get what I paid for”), a post-hoc
test showed no differences between income groups on their ratings of importance.

Table 1. p-values for differences in mean importance ratings by demographics.

ANOVA p-values by demographics

Importance
Consequence Marital
Rating Gender Age Education Employment Income  Ethnicity

Status
I feel relaxed 8.94 0.134 0.730 0.606 0.636 0.583 0.612 0.565
My stress is relieved 8.81 0.491 0.161 0.242 0.485 0.732 0.324 0.359
I get what I paid for 8.67 0.686 0.057 0.071 0.570 0.769 0.014 0.497
I feel rejuvenated 8.64 0.019 0.250 0.302 0.551 0.339 0.268 0.047
Massage is pleasurable 8.61 0.704 0.841 0.000 0.397 0.697 0.231 0.533
The spa is peaceful 8.59 0.038 0.016 0.610 0.446 0.140 0.002 0.013
I feel calm 8.58 0.390 0.591 0.519 0.171 0.033 0.020 0.643
I feel happy 8.58 0.768 0.155 0.638 0.390 0.479 0.424 0.022
I get professional service 8.57 0.566 0.346 0.104 0.198 0.633 0.215 0.398
I feel rested 8.53 0.117 0.021 0.277 0.018 0.014 0.052 0.121
I feel refreshed 8.45 0.395 0.521 0.127 0.319 0.327 0.056 0.137
I get relief from aches and pains 8.41 0.265 0.198 0.149 0.161 0.124 0.000 0.182

I am comfortable getting a

8.39 0.781 0.183 0.045 0.799 0.372 0.057 0.315

massage
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Table 1. Cont.

ANOVA p-values by demographics

Importance
Consequence Marital
Rating Gender Age Education Employment Income  Ethnicity
Status
I don’t feel rushed 8.37 0.499 0.353 0.912 0.506 0.455 0.290 0.166
I am comfortable 8.31 0.868 0.266 0.026 0.928 0.431 0.052 0.353
I am not bothered by children 8.04 0.531 0.055 0.257 0.041 0.913 0.557 0.009
I feel good about myself
8.02 0.940 0.192 0.203 0.451 0.350 0.040 0.012
physically
My circulation improves 7.9 0.307 0.195 0.033 0.030 0.043 0.061 0.474
I can go in anytime 7.82 0.747 0.002 0.041 0.800 0.937 0.070 0.000
The location is convenient 7.82 0.965 0.092 0.025 0.874 0.822 0.254 0.024
I feel secure there 777 0.077 0.043 0.023 0.039 0.574 0.094 0.184
I can get away from the real
7.77 0.364 0.151 0.866 0.358 0.923 0.510 0.482
world
My skin is softer 7.63 0.193 0.223 0.202 0.000 0.013 0.000 0.086
I get plenty of attention 7.46 0.600 0.608 0.103 0.757 0.243 0.040 0.884
My skin is clean 7.43 0.465 0.036 0.795 0.000 0.004 0.040 0.129
My pores are cleaner 7.25 0.422 0.002 0.662 0.005 0.356 0.274 0.051
I feel like royalty 7.09 0.425 0.045 0.740 0.705 0.213 0.053 0.454
I get something special 7.07 0.338 0.436 0.175 0.002 0.925 0.421 0.099
I feel thin/trim 7.06 0.923 0.494 0.330 0.170 0.768 0.116 0.033
I look radiant 6.85 0.594 0.550 0.350 0.006 0.467 0.104 0.014
I don’t feel greasy 6.84 0.499 0.080 0.461 0.012 0.459 0.002 0.079
I can exercise 6.82 0.569 0.020 0.134 0.817 0.931 0.082 0.060
I look attractive 6.78 0.937 0.008 0.134 0.192 0.458 0.105 0.003
I smell good 6.65 0.569 0.000 0.144 0.002 0.008 0.011 0.019
My muscles are toned 6.59 0.101 0.000 0.043 0.632 0.747 0.101 0.008
My feet look nice 6.55 0.827 0.468 0.000 0.038 0.759 0.011 0.013
I build muscle 6.45 0.029 0.000 0.299 0.531 0.769 0.121 0.003
I look younger 6.38 0.430 0.050 0.010 0.000 0.488 0.000 0.000
I lose weight 6.15 0.497 0.003 0.090 0.507 0.933 0.172 0.001
The employees help sell the spa 5.89 0.333 0.006 0.604 0.643 0.192 0.001 0.004
I can eat healthy food while
5.27 0.220 0.114 0.075 0.297 0.193 0.077 0.081
there
I can drink healthy beverages
5.25 0.870 0.001 0.085 0.345 0.443 0.101 0.029
while there
I can get tanner 4.81 0.044 0.081 0.183 0.013 0.940 0.240 0.019

Six consequences were rated at approximately 8.6 on importance as indicated in Table 1. “T get
professional service” was not rated significantly different based on any demographic measure. The
remaining five consequences rated 8.6 all showed significant differences on a single demographic

b

variable. Ratings of “I feel happy”, “I feel rejuvenated”, and “The spa is peaceful” all differed
significantly among different ethnic groups. “Massage is pleasurable” was rated differently based on

marital status and “I feel calm” was rated differently based on employment status.
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7. Segmenting Through Demographics
7.1. Age

Those aged 48 and above (n = 11) tended to rate the importance of all items lower than the other
age groups. According to the Tukey’s B post hoc test, this oldest group rated the importance of the
following items significantly lower than the other age groups:

e [ feel like royalty

e [ feel secure there

e [ can exercise

e [ build muscle

e [ can go any time

o [ feel rested

e My pores are cleaner
e [ look attractive

e My muscles are toned
e [lose weight

Those under 18 (n = 7) tended to rate the importance of most items higher than other age groups as
indicated in Table 1. This youngest group rated the importance of the following items significantly
higher than other age groups:

e The employees help sell the spa
e The spa is peaceful
e My muscles are toned

The 18 and under group did not rate any item as significantly less important than the other groups.

Beyond the tendencies of these two groups, a few other findings from the post hoc analyses are
worth noting. Generally, “I smell good” was more important to younger age groups, as well as
consequences such as “I feel rested”, “My skin is clean” and “My pores are cleaner”.

Given this data, spa owners should consider targeting facial treatments to younger clientele. While
many spas target their facial treatments to older women who want to look younger, there seems to be a
market for young women who feel it is important to keep their skin healthy.

7.2. Gender

The two genders showed a significant difference in importance ratings on only four items. As
shown in Table 1, females rated “I feel rejuvenated” and “The spa is peaceful” as more important
while males rated “I can get tanner” and “I build muscle” higher in importance. In short, women feel
that spas are more experiential and men feel the spa is more of a service provider. This suggests that
promotions endorsing an experience such as a “spa escape” may be more appropriate for females, and
while more research would be needed to confirm male spa goer’s preferences, it seems that the
consequences related to specific services may mean that they are more susceptible to targeted service
advertising, competitive price points, and convenience features.
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7.3. Income

The most notable result within the income category is that those of higher income rated “I look
younger” more important than those of lower income in a linear fashion, as shown in Table 1. Similar
trends, but not as clean, were found for:

I feel like royalty (higher income tended to give higher ratings)

I feel calm (higher income tended to give higher ratings)

I feel good physically (higher income tended to give higher ratings)
e My skin is softer (higher income tended to give higher ratings)

The highest income group ($100,000 and over, n = 8) rated “The spa is peaceful” lower than any
other group. This leads us to believe that as the income level goes up, the spa industry is less about an
experience and more about a promise. In essence, it is the benefit or promise of the spa that is alluring;
promises such as “looking younger”, “feeling good”, and “feeling calm”. Potential reasons for this
could include the fact that for people of middle to lower incomes, the spa is a treat and, as such, they
are looking for the experience or escape. Those with a greater income may be regular spa-goers and,
thus, the experience may seem more routine. In this case, it is about the benefit the spa provides, the
promise of youth and radiance.

7.4. Marital Status, Education, and Employment

In two of these cases, there were significant differences between groups as shown in Table 1;
however, the differences were not easily grouped or explained in a way that would aid spa-owners in
adequately targeting one group over another.

For instance, those who were divorced had significantly lower ratings than those who were married
or single on:

e | feel secure there

e [ can eat healthy food while there
e [ look younger

e My feet look nice

e My muscles are toned

Those who were married rated “I can eat healthy food while there” and “my muscles are toned”
significantly higher than single or divorced individuals. In these cases, it is difficult to draw an over-arching
conclusion because identifying patterns among the significant results has proved difficult.

Similarly, the education results were also difficult to explain. While we did find some significant
differences between groups, patterns among them were not easily identified. In fact, despite the fact
that some groups rated a particular consequence significantly different than another group, there were
no general trends. For instance, the more educated someone was did not increase or decrease the rating
of a particular consequence.

In the case of employment, none of the employment groups rated any of the items significantly
different than any other group. Therefore, despite the fact that Table 1 highlights significant
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differences based on employment for six of the consequences, post hoc tests showed no differences
between employment groups on their ratings of importance.

7.5. Ethnicity

The analysis of variance was performed on the first ethnic category selected by each individual. The
results were very complicated. Table 2 provides the mean importance rating on each item by ethnic
group. The items in bold are those in which significant differences were found using ANOVA.

Table 2. Mean Importance Rating by Ethnicity.

Ethnicity
Consequence
Africa Asia(oth) China Euro Hawain Hispanic Japan Native Amer Pacific Rim Phillipino Other Totals

Professional service 10.0 7.67 920 8.17 8.23 9.00 8.94 9.11 8.40 9.09 7.71  8.53
Employees sell 4.20 7.00 3.00 497 6.59 3.43 6.11 4.56 6.13 8.55 6.86 5.81
Attention 8.00 6.78 7.60 7.33 7.00 7.43 8.11 8.22 7.20 7.18 7.00  7.40
Royalty 7.20 7.87 540 6.17 6.68 6.86 7.44 8.56 7.20 7.55 771 7.02
Secure 8.40 8.44 540 7.20 7.50 7.14 7.78 9.67 8.40 8.00 686 7.72
Paid for 9.80 8.00 9.60 8.63 8.14 8.86 8.56 9.44 8.47 9.18 7.86  8.63
Special 8.40 7.44 4.80 6.40 7.27 7.86 7.67 9.22 6.60 6.82 7.57 7.16
Food 3.60 6.44 3.60 4.23 5.73 6.14 4.67 7.11 4.87 5.00 729 520
Beverages 2.60 7.22 2.00 493 5.86 6.14 4.72 4.11 4.93 5.00 771  5.17
Tan 2.20 5.67 020 4.13 4.86 5.57 4.56 7.11 5.87 5.00 529 478
Massage 9.40 7.33 9.00 8.63 8.45 9.29 8.61 8.56 8.07 9.36 8.43 857
Comfortable spa 9.40 7.67 7.40  8.17 8.68 8.71 8.28 7.11 7.93 9.55 7.57  8.26
Exercise 8.40 7.33 540 6.10 7.55 6.86 5.83 5.78 7.07 891 571 6.78
Muscle 8.00 6.78 3.60 533 6.77 7.00 5.61 8.44 6.73 8.45 471 638
Comfortable massage  10.00 7.67 7.40 8.23 8.59 9.00 8.61 8.56 8.67 8.00 6.71 8.35
Go anytime 10.00 6.67 4.60 6.70 8.55 8.57 8.67 8.67 7.87 8.73 6.57  7.80
Rushed 9.20 7.56 6.60 8.07 8.55 9.00 8.06 9.22 8.67 9.27 771  8.36
Location 9.40 7.67 7.40 697 8.05 8.86 8.11 9.33 6.73 9.00 7.14  7.83
Get away 6.60 7.44 6.80 7.33 7.91 7.86 7.94 8.67 7.13 9.09 829 7.5
Children 4.80 7.89 720 693 8.77 9.00 8.33 8.22 7.93 9.55 8.71  8.00
Peaceful 5.80 8.00 8.00 8.73 9.00 9.14 8.72 7.56 8.67 9.18 8.57  8.56
Relaxed 8.80 7.78 9.00 9.03 9.23 9.57 8.78 8.78 8.80 9.36 8.43  8.92
Stress 9.40 8.00 8.60 8.43 9.18 9.71 8.89 9.11 8.07 9.55 829 878
Calm 8.40 7.67 920 8.27 8.82 9.29 8.28 8.89 8.27 9.18 871  8.54
Rested 8.60 7.11 9.40 7.77 8.86 9.29 8.83 8.78 8.67 8.55 9.00 8.49
Thin 7.20 7.67 2.80 5.27 7.00 7.14 7.00 8.00 5.60 7.36 5.00 7.01
Happy 8.80 8.11 8.80 7.40 9.05 9.14 9.17 9.56 8.20 9.27 8.43  8.56
Rejuvenated 8.80 7.56 920 8.03 9.05 8.29 9.00 10.00 8.33 8.91 8.17  8.61
Good physically 8.80 8.00 620 7.07 8.27 8.43 8.56 7.11 8.13 9.55 7.71  7.96
Skin soft 8.20 7.56 540 6.37 7.59 8.29 7.83 8.11 7.07 5.55 757 1.14
Skin clean 8.40 8.44 4.60 6.77 7.95 8.57 7.67 8.00 7.47 6.09 7.14  7.36
Pores clean 8.40 7.78 420 6.40 7.45 8.71 7.50 7.78 8.20 6.00 7.00 7.20

Look younger 7.60 7.44 440 427 6.73 8.86 7.67 8.78 5.73 591 543 631
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Ethnicity
Consequence
Africa Asia(oth) China Euro Hawain Hispanic Japan Native Amer Pacific Rim Phillipino Other Totals

Radiant 7.40 7.78 4.80 543 7.45 7.14 7.39 9.11 6.60 591 7.00 6.78
Attractive 8.40 7.44 3.60 590 6.86 4.86 7.67 9.00 6.93 7.09 529 6.71
Feet 7.60 7.33 380 5.83 7.64 6.86 6.50 8.00 6.67 491 6.00 6.51
Muscles toned 7.00 7.00 4.60 543 7.59 4.57 6.94 6.89 6.87 8.73 4.86  6.54
Lose weight 7.40 7.44 3.60 533 7.23 3.00 7.06 5.67 6.47 7.18 343  6.09
Relief from aches 9.00 7.78 8.00 8.30 9.05 9.14 8.44 6.78 8.07 9.27 7.43 837
Circulation 7.60 7.33 7.00 7.67 8.59 9.29 7.61 7.22 7.33 8.82 729 785
Smell good 4.80 8.00 340 557 7.73 8.14 7.06 6.11 7.07 5.73 7.00 6.57
Greasy 7.00 7.89 440 5.67 8.14 6.57 6.89 8.56 7.20 5.82 6.00 6.80
Sleep 8.40 7.44 8.00 7.03 8.73 9.43 8.67 8.00 7.13 9.27 7.00  8.00
Refreshed 8.80 8.22 9.40 7.67 8.86 9.71 8.39 8.78 8.20 9.09 7.14 841

Note: * Bold items indicated that the items was significant between groups at p < 0.05.

For those 20 items, the ethnic group giving the highest importance score by item were:

Employees help sell the spa—Philippines

I can drink healthy beverages—Other Asian

I can get tanner—Native American

I build muscle—Philippines

I can go anytime—African American

The location is convenient—African American

I am not bothered by children—Philippines

The spa is peaceful—Philippines

I feel thin/trim—Native American

I feel happy—Native American

I feel rejuvenated—Native American

I feel good about myself physically—Philippines
I look younger—Hispanic

I feel radiant—Native American

I look attractive—Native American

My feet look nice—Native American

My muscles are toned—Philippines

I lose weight—African American and Other Asian
I smell good—Hispanic

I am able to get more/better sleep—Hispanic

Table 2 can be used to identify the items that are most important to any ethnic target group. The

research conducted utilized a large sample size and with diverse ethnicities. While there are no

published research studies similar, other studies indicated similar findings [3,4,7,13,25,26,29].
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8. Conclusions

Just as in any industry, there are many ways to segment the market. Previous research looked at benefit
segmentation in spas [7], but this paper focuses on customer demographic segmentation. Demographics is a
very basic way to segment customers; however, if profitable segments can be found, it often makes creating
advertising and selecting media very straightforward. This research utilized both qualitative and quantitative
research to determine what is important to consumers by identifying trends among a few demographic
variables that will allow spa managers to provide more targeted and appealing communication.

We propose that spas can segment younger consumers with “healthy” treatments which include
facials, muscle toning massages, etc. For those of lower to middle income, data suggests using an
experiential tactic, touting the “relaxation and escape” properties of the spa. For those with higher
incomes, focusing on long term benefits of using a spa such as “looking younger”, “feeling better”, etc.
seems to be an appropriate message. Lastly, women seem to want the experiential qualities of a spa
(relaxation, rejuvenation, and peacefulness); while men want tangible outcomes (to be tanner and build
muscle). This should result in very different marketing messages as spas should consider targeting men
with very tangible, factual information about benefits and outcomes.

9. Limitations and Implications

Just as with any research, it is important to discuss not only the strengths of this research but also
the areas of limitation. For instance, we have a strong sample size (n = 111); however, it is important
to note that this is a convenience sample collected in Hawaii. Despite the fact that this is a convenience
sample, we feel we should reiterate that the respondents were highly diverse, with 36% listing more
than one ethnicity and 14 different ethnicities reported. That said, while our sample size was large
enough, for most data analysis, a larger sample size would have provided us with a method of more
clearly seeing differences among ethnic groups. Spa managers should consider using a large and
diverse sample size when conducting similar research to ensure adequate responses. In addition, a
longitudinal study should be considered for future research to show trends.

This research provided some potential demographic segments for spa owners to pursue; future
research should look at this data in addition to the benefit segmentation work that had already been
performed [7]. For instance, a more comprehensive look at the benefit segments to try to further link
them to demographics would be helpful. In addition, looking at the benefit segments and gaining
insight into their media habits would be useful for targeting and communicating with potential
clientele. In particular, spa managers should determine the most effective means of communication.
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