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Reading the Tea Leaves
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Your presenter
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BUSINESS

A Peggy Wynne Borgman

A 26+ year spa operator: Preston Wynne Spa
A SF Bay Area spa with 50 employees

A Wynne Business, 15 year old spa consulting firm
A Turnaround and startup consulting
A Webinars and live seminars
A Strategic visioning for spas and spa vendors
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Q1 1 s done. HWW
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that recovery, folks?

Recovery i1Is still o0:¢
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Unemployment: the W
odraggi ngo 1 ni:

A 8 million jobs lost in US since
beginning of recession

A 0Ojobl essd recove
long, slow road back

A Uncertainty = negative
consumer sentiment
A Tech sector beginning to hire
aggressively
A Tech often leads the way
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Consumer sentiment Is W
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erratic

A Luxury sector is doing the
heavy lifting

A Broad-based consumer
spending just beginning

A WSJ this week: casual dining is
back

ASenti ment doesnot
bull market
A For the first time in a long time
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2009 Q4 post mortem W
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(bad news first) i o
A Sales fell in travel sector
by 8.7%
A Sales fell in spa sector by
6.7%

A Medical spas
outperformed traditional
spas

Source: Euromonitor Study
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2009 post mortem W
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(good news)

A Many spas that had
dramatically lower sales over
2008 showed improvement
on the bottom line in 2009

AAExample: our day
line dropped $500K, bottom
line ROSE by $135K

A Spas are more profitable,
doing more with less
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Q-1 2010: The sales W
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story so far

AMoOst spasO sales are bel ow
2009 Q-1 or flat

A Small percentage have
shown growth
A New, aggressive marketers
have moved the needle
A Hotel spas are faring worse
than day spas

A Most showing 20%+ lower
than 2009
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A Value
A Escapism
A Health & Well Being

A Home as the
entertainment hub

Euromonitor Study
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Trend: The Rise of the W
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Frugalista

A Habits have changed
permanently

A Finds sport, connection and
entertainment in bargain
hunting

A Clothes-swapping parties

A Enjoys the thrill of the chase
A Social shopping

A Groupon, et al
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The Spa Frugalista wynne

BUSINESS

A 0OGrazeso6 specials at
different spas

A Splurges too, for special
occasions

Bargain hunts and shares
ofindsd online
Yelps/reviews online

Well informed, increasingly
buys product online

Has high expectations

>

> >
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Spas are segmenting their

: wynne
Frugalistas
A Create offers for them, but don
saturate your entire clientele with
offers

A Build a separate e mailing list that is
willing to receive more frequent
offers
A Using Twitter, Facebook Fan
(oLi kedo) Page to con
special offers
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Trend: Value
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C h e aifia

oVal ued doesnot
mean low cost

Consumers expect
tangible benefits from
goods and services

oValue for mone
Issue for everyone,
regardless of demographic
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Consumers want lower W
price points, not lower wynne

service levels

.
A Consumers donot.

make compromise to get
lower prices

A They know you need
them fi they feel powerful
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Trend: Eco Frugality wynne

BUSINESS

A Recycling

A Re-using

A Consuming less

A They donot
spend more green
for green




Trend: Leisure and
Escapism s

A Escapi sméat home
A Investing in better home theatre
A Spa inspired bathrooms
A Escapism while spending less
A Camping, staying with friends
A Escapism online
A Social networking
A Spontaneity is important
A Escape on a momentds notice



