ION OF FACIALS


http://www.spabusiness.com

THE UNIQUE FUSION OF
TECHNOLOGY AND TOUCH
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DISCOVER how the science of ‘5in 1’ bio-electric technology, combined with clinically
proven formulations, work in perfect synergy with the skin’s natural bio-electric field.
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AROMATHERAPY
ASSOCIATES

LONDON

ROSE INFINITY

THE MOST ADVANCED SKINCARE

Nobel prize winning research combined
with our expertly blended natural essential
oils and rare botanical extracts create an

age-defence skincare collection like no other.
Telomeres, found deep within the chromosomes,
are targeted to deliver long-lasting, noticeably
younger looking skin in just 3 weeks.

Experience the Rose Infinity Facial to

P enhance the natural regenerative process
j "5 even further, with stimulating micro
‘3 currents and a bespoke massage.
-

For more information about our products,
treatments and services, call: +44 {0)20 8569 7030
ar email: sales@aromatherapyassociates.com

Fulfil your spa's potential with our partner

Spa Strategy’s consultancy services

EUROPE | MIDDLE EAST | AFRICA | AMERICAS | ASIA PACIFIC

www.aromatherapyassociates.com
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Take an organic approach to wellbeing with the exclusive VOYA spa
and retail line. Formulated using hand-harvested seaweed from the
pristine Northwest coast of Ireland, our treatments have been popular
since 1912 when the first seaweed baths opened in Sligo.

VOYA are proud to have produced the world’s first range of certified
organic seaweed-based products. All of VOYA's products are made
without mineral oils, genetically modified ingredients, or synthetic colours,
fragrances and preservatives; and are suitable for sensitive skins

For more information visit us at www.voya.ie
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EDITOR’S LETTER

It’s time to build wellness cities

arlier this month, news

broke that the UK

government is planning

to build two new Garden
Cities in the south of England to ease
a housing shortage.

The original Garden Cities -
conceived in 1898 by Sir Ebenezer
Howard - were planned, self-contained
communities surrounded by green
space, containing homes, industry
and agriculture. Plans for the new
settlements seem likely to be guided by this philosophy.

The Garden Cities movement was inspired by the
utopian thinking of the Arts and Crafts movement
and the radical novels Looking Backward by Edward
Bellamy and Progress and Poverty by Henry George. Two
settlements were built - Letchworth Garden City and
Welwyn Garden City in Hertfordshire, UK.

I responded to the proposal with a blog post calling for
a more radical new approach and suggesting that instead
of looking to the past for inspiration, we need to look to
the future and to create the first wellness cities.

In many years of leader-writing for this industry,
I've never had such a strong and positive response to a
suggestion - it’s clear there’s a great deal of interest in
redesigning the places we live and work and rethinking
their design and function from the ground up.

The vision of building entire cities around wellness is
a powerful one which most people can relate to and find
compelling and attractive. And the exciting part is that
such plans are within our grasp if the will is there.

And although the idea of wellness environments is not
new, we're approaching a time when the concept will
reach a tipping point and enter the mainstream, with
its own economic models and vernacular.

Many health problems
arise from legacy issues —
car-centric urban planning,
polluting building materials
and lack of awareness

of the value of exercise

In this edition of Spa Business, we talk to Paul Scialla
from Delos (page 28), which is building wellness
accommodation — both domestic and hotel.

Delos has fitted rooms at the MGM Grand Las Vegas
and its Stay Well® features have enabled the operator
to command a 30 per cent premium on rack rates.
Unsurprisingly, more are planned.

So many health problems arise from legacy issues
such as car-centric urban planning, polluting building
materials, lack of awareness of the value of exercise - that
the opportunity to build afresh wherever new communities
are needed (whether in the developing or developed world)
and to retrofit health-enhancing features, is thrilling.

Liz Terry, editor twitter: @elizterry

What are your views

on wellness cities?

Comment on our blog at

blog.spabusiness.com

CONTACT Us: Spa Business magazine, Leisure Media, Portmill House, Portmill Lane, Hitchin, Hertfordshire, SG5 1DJ, UK

TEL: +44 (0)1462 431385 rmaiL: th b

com TWITTER:

b b

rACcEBOOK: Facebook.c
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Spa My Blend by Clarins
Velaa Private Island, Maldives

Why Europe’s No.1 luxury
skin care brand should be your
No.1 spa partmer?

The pioneer of professional beauty treatments, Clarins has,

for more than 50 years, been famed for its plant-rich formulas

and exclusive manual techniques. Beyond an unforgettable experience,
a Clarins treatment is the guarantee of unique, scientifically

proven performance. No wonder Clarins, No.1 in European luxury
skin care, is the No.1 choice of many of the world’s top hotels.

The exclusive benefits Clarins can offer you to increase

your sales turnover:

- Expert manual massages and treatments tailored
to the needs of your customers and your business;

- Exclusive professional, plant-based formulas, developed
by the Clarins Laboratories;

- Excellent, on-going training programmes, plus extensive
marketing and media support;

- Additional turnover through follow-up retail sales.

Contact: spa-activities@clarins.net
Find all our partner hotels on www.clarins.com
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THE UNIQUE FUSION OF
TECHNOLOGY AND TOUCH

7 SUPER-CHARGED FACIALS. 5 TECHNOLOGIES. 1MACHINE.

DISCOVER how the science of ‘5 in 1’ bio-electric technology, combined with clinically
proven formulations, work in perfect synergy with the skin’s natural bio-electric field.

DISCOVER Elemis’ 7 new high potency, BIOTEC Activators that deliverimmediate and
visible long lasting facial results:

« LINES & WRINKLES
« LIFTEFFECT

« RESURFACING

+ ANTI-BLEMISH

« RADIANCE

« SENSITIVE

« TIMEFORMEN

ULTRASONIC MICROCURRENT GALVANIC LIGHT THERAPY OXYGEN
PEEL REJUVENATE REBALANCE INFUSION

FROM JUST £10.36 PER DAY RECEIVE™:

BIOTEC MACHINE PRODUCT TRAINING
WORTH WORTH WORTH

£7,500 £1,000 £300
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Sophie Benge

Sophie Benge is a journal-
ist and author, currently
writing a book on the
wellness culture of east-
ern Europe. She’s also
behind the book The Tropical Spa: Asian
Secrets of Health, Beauty and Relaxa-
tion. Her website www.beingsophie.com
gives insight into the world of wellbeing.
Email: sophie@sophiebenge.com

Phone: +44 7951 056609

Andrea Foster

PKF Consulting’s Andrea
Foster is the publisher of
the annual Trends" in the
Hotel Spa Industry report.
She’s been in the US
hospitality industry for 15 years and pre-
viously headed up business development
and marketing at Miraval. She’s consulted
on numerous hotel and spa projects.
Email: andrea.foster@pkfc.com

Phone: +1617 330 8189

Rasmus Ingerslev

Rasmus Ingerslev is the

CEO of virtual exercise '
platform firm Wexer J
Virtual. He's also the

CEO of the health club

chain Fresh Fitness Denmark and a
newly appointed member of the board
of directors at IHRSA - a leading global
health and fitness organisation.

Email: rasmus@wexervirtual.com
Phone: +1800 640 6745

On the cover: DiCaprio invests in
‘well building’ firm Delos (p28)
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Neena Dhillon

Neena Dhillon writes
about spas and hotels
and travel trends around

the world for con-
sumer and business
titles, ranging from Sleeper, easyJet
and Gatsby to Hospitality Design.
She is also the former managing edi-
tor of the Great Hotels of the World
Luxury Spa Collection directory.
Email: ndhillon@spabusiness.com

Rhianon Howells
Rhianon Howells was
the launch editor of Spa
Business and established
it as a journal of note.
As consulting editor, she
is closely involved with its continuing
development, while also writing about
health, fitness, travel and leisure as a
freelance journalist in major national
titles such as The Guardian newspaper.
Email: rhowells@spabusiness.com

Lee David Stephens
Lee David Stephens
began his 20-year spa
career as a hair stylist
onboard the Q£2 and has
travelled the globe many
times. For the past 10 years, Stephens
has specialised in the luxury spa and
wellness fields in Asia. As GM of spa
management firm MSpa International,
he oversees 45 spas in 12 countries.
Email: Istephens@minornet.com
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Spafinder”

Growing your business 365 days
of the year; that's our mission.

With over 25 years of experience, we are the world's largest
media, marketing and gifting company for the wellness
industry—and we have a lot to offer our partners.

With Spafinder Wellness 365, you can:

Utilize our full-service marketing platform to customize promotional programs,
generate awareness and drive sales

Attract new customers and boost your online presence via our global gift card
program, online booking services, and last-minute offers

Become part of a global network already representing 20,000+ locations with
distribution in 70,000 retail outlets around the world

Access the latest trends, news and information that today’s spa and wellness
consumers care about

CALL OR EMAIL US TO GET STARTED.
Mention code SpaBiz2013 for special promotional pricing.

GLOBAL: spafinder.com EUROPE: spafinder.co.uk CANADA: spafinder.ca
+1 (212) 924-6800 +44 (0) 203 697 7690 +1 (647) 847-1813
sales@spafinder.com partner@spafindereurope.com sales@spafinder.ca
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Letters

Do you have a strong opinion, or disagree with somebody else’s point of view on
topics related to the spa industry? If so, Spa Business would love to hear from you.
Email your letters, thoughts and suggestions to theteam@spabusiness.com

KATIE BARNES, MANAGING EDITOR, SPA BUSINESS

Is your spa business
on the right track?

Greg Payne, group spa
director, Amanresorts

I recently read some articles about how to
drive spabusiness and that spa managers of
today may have the ‘soft skills’ but lack the
‘hard skills’. There’s an implication that the
hard skills are the most important in business
and that the next generation of spa managers
will all have an MBA and speak the language
of finance, marketing and HR. It’s believed
that the rest of us will be left behind if we
don’t quickly get on the bandwagon.

Well, I would suggest that this thought is
missing the point of what spas do and what
is truly needed to drive business. We need
more connection to our hearts and less to
our minds. No amount of business acumen
will ever replace the power of intention and
touch when it comes to winning and retaining
the business of our clients.

T often look at the audit reports which
would have you believe that success is defined
by responding to a phone call within three
rings or upselling treatments. However, they
area ‘hanical checklist that letel

Ask what you're doing to develop your team, rather than relying on superficial audit reports

miss the quality of interactions and would be
better suited to the review of a McDonald’s
franchise than providing any meaningful
insight into a spa operation.

T’d advise you all to tear up the rule book,
because there never were any rules. Instead,

spa business
Uniting the world of spas

Spa Business subscribers work in all areas

if you want to know if you're on the right
track, get out of your office, find a quiet place
and ask yourself three questions:

® What are you doing to support the growth
of your team?

® What are you doing to develop yourself?

! spa opportunities
Jobs, news and training

4 Spa Opportunities magazine focuses

m Where do you currently see the opportuni-
ties to make your spa unique?

If you're focusing on these things, your
business will be successful and you'll continue
to be relevant in an ever-changing world, as
you're connected to what really matters.

on recruitment, careers and news and is

* published every two weeks. It has a daily

. website showingall the latest jobs and a

© weekly ezine. See www.spaopportunities.com

of the spa market worldwide. The magazine is
available in print, digital and as a PDF edition, in
addition to a daily website and weekly ezine.

See www.spabusiness.com for details
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Could spa associations
become hubs for
mentorship programmes?

Elaine Fenard, managing partner
Spa Strategy; and member of
the Global Spa Management
Education Task Force

Mentoring is currently a hot topic in many
mainstream magazines. Even Michelle
Obama has been interviewed by US maga-
zine More about “her deep commitment to
mentoring and why it's so important to her”.

Mentoring provides a unique forum for
industries, including the spa sector, to grow
and educate people. The Spa Management
Career Trends Survey, arecent report of 548
spamanagers, has highlighted how mentor-
ing is viewed as an important element in
running a successful spa facility. The survey,
revealed at the Global Spa & Wellness
Summit (GSWS) in October, found that:
m 94 per cent of spa managers feel that
having a mentor is important
89 per cent have had mentors who've
helped them along the way
m 26 per cent wish they had more mentoring
from an experienced spa professional
65 per cent have had an industry mentor

The survey was put together by a GSWS
sub-committee - the Global Spa Manage-
ment Education Task Force - which feels
that spa associations around the globe
are well-placed to provide a hub for local
mentor/mentee connections.

It also uncovered some websites
which provide excellent information on
best practices and how to start a mentor
programme: www.mentorscout.com and
www.mentoring-association.org.

The committee members are now look-
ing into what a spa industry mentorship
programme might include and how they can
take matters further. They welcome input,
so if you would like to be involved, please
contact lori@hutchinsonconsulting.com.
See more survey results on p26.

spa business HANDBOOK

The global resource for spa professionals
The annual Spa Business Handbook brings
together research and vital reference content.
Visit www.spahandbook.com to download a PDF
or view it online at www.spahandbook.com/digital
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Elemis product sales have increased by 20 per cent since using a skin analysis machine

Skincare analysis is good for
both clients and business

Oriele Frank, director of
marketing, Elemis

We strongly agree with Spa Business’ article
which highlighted the benefits of skincare
prescription (see SB13/2 p94). It’s vital to edu-
cate customers about their skin’s needs and it
makes good business sense too - our figures
show that just a 15-minute complimentary
Elemis SkinLab analysis can increase product
sales by up to 20 per cent year on year.
Elemis has been using the SkinLab system,
‘which uses the Canfield Imaging machine,
and our own skin, body and lifestyle comput-
erised questionnaire and prescription, since
2006. It allows the therapist to see the condi-
tion of a client’s skin both on, and below, the
surface. A series of six images will assess UV
exposure (characteristic of photo damage),

| spa-kit.net

| The search engine for spa buyers

{ Find the suppliers you need to equip your spa
i quickly and easily. Over 57,000 buyers each

: month use the service, which includes sector-
i specific linked websites and a weekly ezine.

open pores, areas of dehydration, evenness
and porphyrins (evidence of bacterialodged
inpores which can lead to acne, fine lines and
wrinkles and blemishes/spots).

This allows the therapist to pinpoint areas
of concern and suitable products. The client
also takes away a printout of their skin analysis
and a prescribed product list, highlighting
their bespoke ‘at home’ programme. This is an
integral part of helping the therapist to build
rapport and to provide expert advice without
the need to push for a sale. It’s a tool that helps
to establish a better level of care, confidence
and trust which also results in repeat bookings,
as well as increased retail sales.

Based on the success we've seen, the refur-
bishment and relaunch of the Elemis flagship
day spa in London, UK, in 2014 will include a
SkinLab in each of its eight treatment rooms
(rather than just one in the main reception).
Our aim is for 35 per cent of total revenues
to come from retail sales.

Read Spa Business online spabusiness.com/digital 17
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Europe’s leading
spa convention

¢ Where international spa owners & directors

meet to discuss opportunities and solutions P RO F E SS I O N AL
¢ Unparalleled networking opportunities with
leading spa owners from across the globe
Limited places available, to book &We"neSS
your one or two day pass, visit:
. CONVENTION 2014
www.professionalspawellness.com/

convention and add lucky code SB2 23 & 24 February 2014 « ExCel London

wuww.professionalspawellness.com/convention

Thank you to our Gold sponsors and our Silver sponsors

DECLEOR Ele
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ADVERTISEMENT PROMOTION

Professional Spa &
Wellness Convention 2014

Returning after a successful 2013 event, which attracted 340 senior spa and wellness industry
speakers and delegates from around the globe, the 2014 Professional Spa & Wellness
Convention will be held on Sunday 23 February and Monday 24 February at ExCel, London

Ly !

Speakers include (from left to right) Aldina Duarte-Ramos, Andrew Gibson, Greg Payne, Kathryn Moore, Anna Bjurstam & Paul Hawco

overing a wide range

of topics, this strategic

convention gets to the

heart of the business
and provides delegates with
practical solutions to improve
their business.

Sunday’s programme will focus
on daily spa operations, the first
100 days as a spa owner or direc-
tor, social media strategies that
bring visitors through the door,
employee engagement to improve
staff performance and durability
and space optimisation.

Monday’s programme will cover
spa marketing to increase the
number of clients, spa franchises,
the viability of medi-spa offer-
ings and how ecology can impact
positively on the bottom line.

The speaker line-up includes
Aldina Duarte-Ramos, director of
development, wellbeing activities,
at Sofitel and Thalassa Sea & Spa;
Corinna Yapp, director of sales at
Como Shambhala Estate; Greg
Payne, spa operations director
at Amanresorts International;

PROFESSIONAL

s

CONVENTION 2014

Kathryn Moore, director of opera-
tions at Mspa International; and
Paul Hawco, director of Talise spa
operations at Jumeirah.

New for 2014, the event also
includes a pre-convention work-
shop on spa psychology. Hosted by
Neil Orvay, founder of the Sense
of Touch day spa chain, the all-day
workshop will be held on Saturday
22 February and will inspire and
motivate attendees into taking
their business forward by offering
an insight into how using psychol-
ogy can help motivate their team
and drive treatment and retail sales.

THE FEES
There are two different packages:

EXECUTIVE PACKAGE

Full conference attendance including lunch, morning
coffee and afternoon tea. Exclusive access to the
Professional Spa & Wellness networking lounge and
access to the Professional Beauty exhibition.

One day (Sunday or Monday) £189 +VAT = £226.80
Two days (Sunday and Monday) £275 +VAT = £330
Saturday workshop £225 +VAT = £270

VIP PACKAGE

All the executive package as well as a ticket for the
‘World Spa & Wellness Awards dinner including:
champagne reception, three course meal with wine,
entertainment and the awards on Sunday 23 February
at Guildhall, London. Plus dedicated concierge service
with access to our team of specialists who will help
make your stay as smooth as possible. Plus, if you're in
town, the Director’s networking party at A-Loft hotel
ExCeL on the evening of Saturday 22 February.

One day (Sunday or Monday) £297 +VAT = £356.40
Two days (Sunday and Monday) £385 +VAT = £462
Saturday workshop £225 +VAT = £270

To book your delegate’s pass for the 2014 Professional Spa & Wellness Convention, visit

www.professionalspawellness.com/convention

Spa Business 12014 ©Cybertrek 2014
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spa business news update

McCall Wilson sets up
hospitality consultancy

Anne McCall Wilson, former head of
global spa operations at Fairmont
Raffles Hotels International (FRHI),
has announced she is to launch her
own boutique strategic advisory
consultancy, McCall & Wilson.

The new firm will serve global spa,
wellness and hospitality businesses.
Industry insiders had been spec-

ulating about McCall Wilson's next
move following the news that Andrew
Gibson (see below) is to replace her.
McCall & Wilson will provide
trendspotting and insight into busi-
ness opportunities, as well as
counsel in vision and strategy. It will
also offer concept and design/brand
development and feasibility.
Read more: http://lei.sr?a=n3e5H
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There are 380 thermal spas in Italy

Italian thermal spas see
shoots of a recovery

Italy’s recession-hit thermal spas
are showing “timid signs of a turn-
around,” according to data from
industry body Federterme, which
represents 380 thermal bathing and
spa facilities in the country.

The latest Italian spa performance
survey was revealed in November
at the Spa Tourism Expo in Rimini.
Fedeterme president Costanzo
Jannotti Pecci said: “Between
January to September 2013,
turnover and operating profit have
shown tentative signs of improve-
ment. It's too early to talk about a
real reversal, but the data indicates
a slow recovery.”

Read more: http://lei.sr?a=T7a3G

YTL Hotel's executive director Dato’ Mark Yeoh (centre) at the Thermae Bath Spa handover

Asia’'s YTL Hotels takes over UK Thermae Bath Spa

YTL Hotels, owner of the soon-to-open
Gainsborough Bath Spa Hotel, UK, has
strengthened its grip on the ancient spa
town’s wellness facilities by acquiring the
operating contract of Thermae Bath Spa.
YTL Hotels, which is the hospitality
division of Malaysian infrastructure con-
glomerate YTL Corporation, has obtained
the contract of the thermal spa facility from
former operators Thermae Development
Company for an undisclosed fee.

Thermae Bath Spa will be operated by
Bath Hotel and Spa Limited (BHSL) — a
YTL Hotels subsidiary originally set up to
manage the Gainsborough Bath Spa Hotel
which also incorporates natural thermal
waters. The two operations, however, will
run as separate businesses.

The deal ensures that jobs at Thermae
Bath Spa, which employs more than 170
people, will be safeguarded.

Read more: http://lei.sr?a=9T4j2

Gibson swaps Mandarin for Fairmont VP position

Andrew Gibson, group director of spa at
Mandarin Oriental Hotels Group (MOHG),
has left the company to take up the role
of vice-president for spa and wellness at
Fairmont Raffles Hotels International (FRHI).

Gibson, who's headed up spas for the
Asian-based group for nearly seven years,
oversaw operations of 24 MOHG spas
around the world. The most recent opening
was the 2,415sq m (26,000sq ft) spa at
Mandarin Oriental Pudong in Shanghai.

At FRHI he'll replace Anne McCall Wilson,
taking charge of all spas for the luxury hotel
management company, which operates over
105 hotels globally under the Fairmont,
Raffles and Swissotel brands. Gibson took
up the new post at the end of January and
told Spa Business he’s “thoroughly looking
forward” to the new opportunity.

Notable hotels in the FRHI group include
Raffles Singapore, The Fairmont San
Francisco and London’s The Savoy.

20  ReadSpaBusinessonline spabusiness.com/digital
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Andrew Gibson with Anne McCall Wilson,
who he will replace at FRHI

Gibson, a founding board member of the
Global Spa and Wellness Summit and
co-chair for the 2013 event, has worked in
the spa industry for over 25 years. Prior to
Jjoining MOHG, he was a partner in spa con-
sultancy Raison d’Etre and before that he
was managing director of Six Senses Spas.
Read more: http://lei.sr?a=w3g6g
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Maori tribe reveals hot
pools and spa plans at
New Zealand resort

Plans have been proposed for a NZ$25m
(US$20.6m, €15m £12.6m) hot pools
and spa complex in Queenstown, New
Zealand which is expected to draw more
than 300,000 customers annually.

Ngai Tahu Tourism, the tourism arm of
the native Ngai Tahu Maori tribe, is
currently in talks with Lakeview Holiday
Park about leasing 1.8 acres for
development. The plans include 12 large
public hot pools, four smaller private hot
pools, changing facilities, a health spa, a
retail building and a café-restaurant.

Ngai Tahu Tourism already owns and
operates nine other visitor attractions/
experiences in New Zealand, such as the
Glacier Hot Pools at Franz Josef on the
west coast, which features three public
pools, three private pools and a spa.

NHYL IVONO:0LOHd

Ngai Tahu Tourism already owns and runs a similar facility on the west coast of New Zealand

Other proposed plans for the Lakeview
site include a NZ$50m (US$41.2m,
€30m, £25.2m) convention centre linked
to a casino-hotel complex that would be
built by SkyCity Entertainment Group. Ngai

Doha spas dominate Middle Eastern market in 2013

PwC's new Middle East Spa Benchmarking
Survey has ranked Doha spas as the best
performers in the region in 2013.

The survey showed that the average
revenue per treatment in Doha spas, which
was US$142 (€105, £87), was roughly 90
per cent higher than in spas in the Dead
Sea area and Beirut. Average daily revenue
per therapist told a similar story with Doha
therapists generating 38 per cent more
than those in Dead Sea spas and 150 per

cent more than therapists in spas in Beirut.

Read more: http://lei.sr?a=V4u7v

Spas in Doha were stronger across 11 KPIs

Beckham to partner with property developer LVS

OVEMBER 2013

VENETIAN

WAFEIAR RRMA

Beckham at the launch conference in Macao

Spa Business 12014 ©Cybertrek 2014

Former England football captain David
Beckham has signed a deal with global
property developer Las Vegas Sands (LVS)
which will see the star help create experi-
ences at luxury resorts around the world.

Beckham, regarded as one of the
world’s most iconic men, will join forces
with LVS's integrated resort properties
in Macao and Singapore to expand their
Asian presence.

“The scale, vision and calibre of all that
they do is very impressive,” said Beckham.
Read more: http://lei.sr?a=H9p3d
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Tahu Tourism regional boss David Kennedy
said in an announcement that its “ongoing
negotiations would centre around working
with the convention centre site.”

Read more: http://lei.sr?a=v7z2V

Michelin-rated chefs seal
tie-ins with health spas

Two Michelin star chef Andoni Luis
Aduriz is to design a progressive
gastronomic programme at the new
five-star Healthouse resort opening
in Mélaga, Spain, this spring.

Aduriz will work with Kiluva Group,
owners of the Naturhouse franchise
network and Healthouse, to create
menus dedicated to guests’ specific
treatment programmes.

Meanwhile, fellow Michelin
star winner Jesper Koch will visit
Thailand's Six Senses
Yao Noi hotel and
spa in February to
showcase his fin-
est dishes at a
series of
concept-
driven
food
events.

Aduriz

will

work

with Spain’s
Healthouse

Read more: http://lei.sr?a=7v8h4
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Sexist attitudes affecting
men in beauty industry

More than one in five people feel
that men should not work as beauty
therapists, according to a recent
study looking at gender perception
in certain job roles.

The Attitudes in the Workplace
study, which surveyed 2,000 people
in the UK and was commissioned by
WorldPay Zinc, revealed that when
asked about what jobs men should
not do, beauty therapy came top
of the list, with 26 per cent of men
and 16 per cent of women agreeing
with the statement. Eighteen per
cent of people said they wouldn't
trust a male therapist and 32 per
cent were suspicious of men
choosing to work as a beautician.
Read more: http://lei.sr?a=B6t5p

The hotel overlooks Potala Palace

Shangri-La Himalayan
hotel to launch this April

Shangri-La Hotels and Resorts is
set to realise its lofty ambition of
a hotel and spa in the Himalayas —
the highest region on earth.

The Hong Kong-based hotel
owner and operator will open Tibet's
Shangri-La Hotel, Lhasa on 17 April.

At 3,650m (11,975ft) above sea
level, the 289-key hotel is among
the Himalayan mountains, glaciers
and desert-like landscapes.

Visitors to Lhasa are advised
to acclimatise to the high altitude
before exploring, and this has been
incorporated into the spa, which has
an oxygen lounge, reflexology
sessions and a range of treatments.
Read more: http://lei.sr?a=j7g7)

Wearable tech which enables health tracking will have a big impact on the spa industry

Spafinder Wellness 365 forecasts top trends of 2014

Wired wellness, urban retreats, hot springs
and even death are among the top themes
likely to shape the spa market in 2014,
according to the 11th edition of the Top 10
Global Spa and Wellness Trends Forecast
2014 from Spafinder Wellness 365.

The report, which was released in
January, is authored by Spafinder Wellness
president Susie Ellis and developed by
company research analysts.

One of the trends Ellis is most excited
about is wired wellness and the growth of
wearable tech which enables health
tracking and preventative interventions:
“There's just so much happening in that

arena that it will profoundly affect all of us
in the years to come,” she said.

Speaking to Spa Business magazine, she
added that ever-increasing levels of stress
in modern life are fuelling the growth of
the industry. “I've been in the business
40 years, but the fundamentals haven't
changed - people go to spas to relax and
de-stress, and now they're in need of spa
and wellness retreats more than ever.”

The full 75-page report, including analy-
sis of each trend and examples of trend
adopters, can be downloaded via this link:
http://www.spafinder.co.uk/trends2014
Read more: http://lei.sr?a=h2G2s

Gulf Hotels signs deal for new US$8m spa complex

The Gulf hotel first opened in October 1969

Read Spa Business online spabusiness.com/digital

Gulf Hotels Group (GHG) has signed

an agreement with construction firm
Almoayyed Contracting to build a new
US$8m (€5.8m, £4.8m) spa complex at
The Gulf Hotel in Bahrain.

The two-storey 3,100sq m (33,368sq ft)
spa will have separate floors for men and
women, featuring spa pools, hammam,
sauna, steamroom, experience show-
ers and treatment rooms. Palmer-Grego
Associates will design the spa interior with
architecture from Bahrain-based MSCEB.
Read more: http://lei.sr?a=V8S5p
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A KLAFS SPA SPEAKS FOR ITSELF.
BE THE TALK OF THE TOWN.

-grade sauna spa solut
t: through quality

www.klafs.com MY SAUNA AND SPA



http://www.klafs.com

spa business news update

DIARY DATES

23-24 February

Professional Beauty London

ExCel, London, UK

UK beauty show with a spa zone. Also
includes a two-day spa convention.
Tel: +44 20 7351 0536
www.professionalbeauty.co.uk

27 February - 1 March
Kosmetik Expo & Congress

Crocus Expo, Moscow, Russia

Around 250 leading Russian and
foreign cosmetics and perfumery
companies take part in this event
each year. Other Kosmetik events will
also be held in Volga, Siberia and the
Urals throughout 2014.

Tel: +7 495 937 13 18
www.ki-expo.ru

15-17 March

Mondial Spa & Beauté

La Grande Halle de la Villette,

Paris, France

An event for spa, beauty, make-up and
nail professionals with conferences
and talks in French and English.

Tel: +33 4 93 06 58 80
www.msbparis.com

21-23 March

Beauty Dusseldorf

Dusseldorf, Germany

Trade fair for cosmetics, beauty and
wellness professionals, attracting
50,000 visitors and 1,250 exhibitors.
Tel: +49 211 4560 7602
www.beauty.de

11-14 April

Cosmoprof Worldwide

Bologna, Italy

One of the world's biggest beauty
events, including sectors on beauty
salon & spa, hair, perfumery &
cosmetics, plus green nature.

Tel: +390 2796 420
www.cosmoprof.com

17-19 April

InterCHARM Professional

Moscow, Russia

A leading event in the professional
cosmetics industry of Russia, the
CIS and eastern Europe. More than ,
2,500 brands will be represented
Tel: +7 915 0888 088
http://www.intercharm.ru/en/

Alila director of spa and development Steve Jeisman has high hopes for Spa Alila in the Middle East

Jeisman sets sights on Middle East Spa Alila growth

The man behind Spa Alila, Steve Jeisman,
believes Alila Hotels & Resorts’ total
ownership of its spa brand means the
company is well-placed to become a trend-
setter in the Middle Eastern market.

Jeisman, who developed the spa brand
for Alila in 2006 and has been group
director of spa and development ever since,
told Spa Business that Spa Alila’s healthy
revenue streams and adaptability to guests’
demands would be key as the company
makes its first foray into the region.

Alila, an Asian boutique hotelier, is due
to launch its first site in the Middle East in
the next few months. The Oman Alila Jabal

Akhdar resort, which has 78 bedrooms, is
set in the desert and features a branded
Spa Alila, plus a fitness centre, pool and
cliff-side restaurant.

Jeisman says: “There's a huge opportu-
nity to grow brand awareness of Alila, to be
a trendsetter and to create a unique brand
positioning that exceeds design and service
expectations in this region."

There are two other Alila resorts which
are due to open in 2014. A 240-key beach-
front property is being built in Seminyak,
Bali; and a fortress in Jaipur, India is being
transformed into Alila Fort Bishangarh.
Read more: http://lei.sr?a=p9E4U

Aromatherapy Associates sold to B&B Investment Partners

Geraldine Howard co-founded AA in 1985

24 Read SpaBusinessonline spabusiness.com/digital

Spa product house Aromatherapy Associates
(AA) has been sold to B&B Investment
Partners, a new fund — established in
November — with plans to invest in health,
wellness, beauty and personal care brands.

B&B is a partnership between Alliance
Boots, owner of UK high street chemist
Boots, B&B principals Chris Britton and
Jean-Philippe Barade.

Founded in 1985, AA has contracts with
a number of leading, global spa operators
including Four Seasons and Fairmont.
Read more: http://lei.sr?a=d5Q6I
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SPATEC Europe 2014

7-10 May 2014
Sheraton Rhodes Resort, Rhodes, Greece

SPATEC™

Europe

Why attend SPATEC Europe 2014?

You know ahead of time who is attending

You know the buyers are senior decision makers
You get to choose who you want to meet

You are guaranteed limited competition

You spend quality, uninterrupted time with

the buyers

You profile your company to a high level audience
You are provided with a meeting point where you
can display samples of your products throughout
the event

You network, build relationships and get to know
the key people in the industry

You gain an excellent insight into where

the industry is heading and receive ground
breaking research

You are guaranteed you get the most out of your
marketing euros

You receive VIP treatment in a 5 star atmosphere
away from the pressures of the office

SPATEC Europe this year has been fantastic;

enjoyable and extremely beneficial. It is a very
well organised and productive event. | have certainly
had some very useful meetings.

Louise Moore - Director of Spa, Operations -
Hilton International, at SPATEC Europe 2013

For more information about
SPATEC Europe please contact:
Stephen Pace-Bonello:

Email: spacebonello@questex.com
Tel: +356 9945 8305

David Zarb-Jenkins:

Email: dzarbjenkins@questex.com
Tel: +356 9944 8862

www.spateceu.com
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NEWS REPORT

The survey was based
on 548 spa managers
from around the world

SPA MANAGEMENT

SURVEY RESULTS
REVEALED

KATIE BARNES, MANAGING EDITOR, SPA BUSINESS

Findings will be used as the basis for a global PR campaign to entice more managers to the spa industry

ighty-six per cent of spa managers

are satisfied or extremely satisfied

in their jobs according to the Spa

‘Management Career Trends Survey.
The survey says spa managers find their
career fulfilling and rewarding and enjoy
leading staff (35 per cent), assisting guests
(17 per cent) and marketing, sales and public
relations (12 per cent). In fact, 80 per cent of
respondents would recommend a career in
spa management to their friends.

These were the findings of a non-scientific
survey, based on 548 spa managers from
around the world, which was released at the
2013 Global Spa & Wellness Summit (GSWS)
held New Delhi in October (see SB13/4 p70).

Other benefits of working in the spa
industry, it found, included working in some
of the most beautiful and exotic locations
around the world and having kind co-workers.

In addition, the industry has lots of
room for career growth - 64 per cent of spa
managers started out as spa receptionists,
‘while 58 per cent have worked as therapists.
‘When questioned, 66 per cent of respondents
said their career development had been fast.
Significantly, 65 per cent said they’ve been

Despite the large
number of spa
managers saying
they’re happy in
their jobs, 57 per cent
are actively seeking

anew position

helped along in their career by industry
mentors. Ninety-four per cent of spa manag-
ers believe that coaching will continue to
be an important feature in cultivating new
talent (see p16) which could be another
advantage of starting a career in the industry.

The survey also highlighted areas for
improvement in the industry. In particular, it
emphasised the need to keep spa employees
at an executive level more engaged - despite
the large number of spa managers saying
they’re happy in their jobs, 57 per cent are
actively seeking a new position.

26  Read SpaBusiness online spabusiness.com/digital

Many spa managers also lack important
training. Thirty-two per cent of survey
respondents say they haven’t had any official
spamanagement training. They prioritised
financial management as the most important
skillset for a successful spa career ahead of
understanding spa treatments, leadership
and HR aspects, but ranked themselves below
all three in terms of skill attainment. This
indicates that there’s a big gap between what
spamanagers think is important and what
they feel theyre actually qualified to do.

The Spa Management Career Trends
Survey was conducted by the Spa Manage-
ment Education Committee - a task force
of the GSWS that’s focused on addressing
the issues the spa industry faces with its
workforce, including the increasing need for
more qualified employees at management/
director level positions. The committee’s plan
is to use the survey results to put together
a global PR campaign to entice more talent
into the spa industry. ®

See p16 for more on spa mentors, and to get
involved with the education committee email

lori@hutchinsonconsulting.com

Spa Business 12014 ©Cybertrek 2014
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High-end spa tables, beds and equipment for your spa.

Gharieni Group * +49 2841-88300-50 - export@gharieni.de - www.gharieni.de
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INTERVIEW

US real estate developer
Delos has created the first
set of building standards
based on health and
wellbeing and Leonardo
DiCaprio has reportedly
bought one of its new
homes. We talk to founder
Paul Scialla about pioneering
a whole new way of building

SCIALLA

KATIE BARNES, MANAGING EDITOR, SPA BUSINESS

n late November, actor Leonardo
DiCaprio invested in Delos, the US real
estate company, which has created the
first building rating system focused not
just on the environment but also on
human health and wellness. He also
became an advisor to the board. It’s
an obvious fit for the actor who’s a staunch
supporter of sustainability. He says: “Delos’
wellness designs will change the way living
spaces are built and will have a profound
impact on the green building movement.
Together, we are creating a better, more
sustainable future for our planet.”

This news follows DiCaprio’s reported pur-
chase - Delos will neither deny nor confirm
speculations - of one of Delos’ first homes in
New York City. The five new 66 East 11th Street
residences offer over 50 amenities dedicated
ng the owner’s wellbeing - from water
purification systems and showers infused with

to ai

vitamin C that neutralises chlorine, to floors
which promote better posture.

The actor’s involvement has brought even
more attention to the company that’s already
connected to a string of well known names
from Donna Karan and will.i.am to Bill
Clinton. But founder Paul Scialla is adamant
that Delos’ developments aren’t just for
celebrities and the high-end luxury market.
“Everyone cares about their own health,”
he says. “Whether it’s because they've been
brought up differently or are more exposed
to wellness: it’s not just water anymore is it?
These days, it has to be vitamin water.”

He’s excited about the possibilities ‘well-
ness building’ presents, saying: “Real estate
is the largest asset
worth US$150 trillion [€111tn, £91tn] - and
we're looking to combine that with one of

n the world - it’s

the fastest growing and, arguably, one of
the most important industries in the world:

health and wellness. More than US$2 trillion

[€1.5tn, £1.2tn] a year is spent on preventa-
tive medical intervention, so obviously - for

Delos - there’s a massive economic play.”

28  Read SpaBusiness online spabusiness.com/digital

Scialla feels
much healthier
after trialling
the concept in
his own home
for three years

BIOLOGICAL SUSTAINABILITY
There was no major trigger point for setting
up Delos says 40-year-old Scialla, whose
career had previously centred around
banking - first in bond trading on Wall Street,
then as a partner at Goldman Sachs. “Around
five years ago, as akind of an aside, I started
getting interested in this notion of sustain-
ability and real estate. Lots of great things
had gone on in green building and I simply
wondered if we could push the envelope so
the focus wasn’t only on environmental sus-
tainability, but also on human or biological
sustainability when we build things.

“The fact is we spend 92 per cent of
our time indoors, so if we can introduce
preventative medical intentions into the
very spaces that we’re spending our time in,
it’s a huge win.” His interest was shared by
co-founder Morad Fareed, a former Starwood
Hotels & Resorts executive who helped to
initiate and develop one of the industry’s
first green hotel brands - Element by Westin.
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Delos co-founder Morad Fareed (far left) with advocates Bill Clinton, Deepak Chopra and will.i.am (second, third and sixth right)

Early on the pair knew they needed some
of the best academic, pnlm«_al and medical
minds involved in Del

of eleb i

Gstlnvol\,ed this
deliver preventativ nein apa
way to people on a daily basis.”

Over the course of four years, architects,

designers and engineers collaborated with
doctors and scientists from leading institu-
he Mayo Clinic, Cleveland
as wellness guru Deepak Chopra - to review
4,500 studies to work out how
uld deliver optimal health.
and tmemmt we wanted to offer an evidence-
ith half of
these things you can touch or feel them and
happening, but the
other half are working on your body without

based approach,” says Scialla.
know that something

you necessarily realising it.
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We spend 92 per cent
of our time indoors

so if we can introduce
preventative medical
intentions into the very
spaces we’re spending

our time in, it’s a huge win
The result is the Well Building Stand-
d on seven design
categories such as good quality air, water and
light. These impact on 12 domains of health
Delos identified, ing from cardiovascular,
immune and sleep health to emotional and
cognitive function (see Diagram 1). The
tandards, which are designed to sit in line
ng green buildin;
LEED, can be applied to homes, office:

public buildings and hotels. Over the past

Read Spa Business online spabusine:

three years Delos has completed four projects
and it has another 15 in the pipeline.

In total, there are around 50 possible
in the Well Building Standard, with

obvious including shielding

amenitic

me of the le:
from harmful electromagnetic fields and
photo-catalyt; s to break

our circadian (internal body clock) rhythms.
The lights provide a softer, yellow hue in the
evenings to stimulate production of the sleep
hormone melatonin and brighter blue hues in
st cortisol production and energy
levels and reduce or even eliminate jet lag.
At the 66 E
in New York

ast 11th Street development
ity, Donna Karan’
foundation Urban Zen has curated a list of
experiences and experts - including healers
bga and meditation teachers - for a well-
Teanwhile at Delos’

, that launched at the

otel room

MGM Grand Las Vegas in 2012, guests have

om/digital 29
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As an asset class, real
estate is worth US$150tn
and we want to combine
that with one of the fastest
growing industries in the
world - the US$2tn health
and wellness sector

free access to the Cleveland Clinic’s sleep,
stress and nutrition programmes which are
delivered online over six months and usually
cost upwards of US$140 (€103, £85).
Perhaps most interesting for spa operators,
is that the new standards pay just as much
attention to emotional and psychological
wellbeing as physical health. Complementary
elements such as aromatherapy, acupressure
and sound-wave therapy have been incorpo-
rated because they’ve been proven to work.
Scialla and his twin brother, who’s also a
partner in Delos, converted their own home
to trial the Well Building Standard three years

ago and have seen the benefits first hand. :

“Since completing the renovation, my energy
levels are through the roof, I've rarely been
sick and my sleeping patterns have never been
better,” says Scialla, “I'm a healthier person.”

WIDE APPEAL

Individually some of the amenities included
in the Well Building Standard aren’t neces-
sarily groundbreaking, particularly if you're
already in the spa industry. However, it’s
the way Delos has packaged them that’s
captured the attention of US media - which
has responded with everything from articles
in the LA Times and The Wall Street Journal,
to coverage on CNN, Bloomberg and CNBC.

Paul Scialla:

Book: A Concise History of

the Worldby JM Roberts

Film: Gladiator

Cuisine: Italian

Best way to relax: sleep

Spa: The Peninsula Spa NYC
Treatment: massage

Best advice: dream huge, then
triple that - that’s my own saying
Most admire: my parents

DiCaprio joined the
Delos advisory board in
November and is also
an investor in the firm

Even Bill Clinton is an advocate. “These
healthy building standards will literally
change the way we live and work in a very
positive way,” said the former US president
at the 2012 annual conference for the Clinton
Global Initiative (CGI), which brings together
global leaders to create and implement inno-
vative solutions to some of the world’s most
pressing challenges. Interestingly, Delos is
also a member of the CGI.

Delos faces two significant challenges.
Firstly, the price of its ‘well buildings’ could
be abarrier for growth, given that the 66 East
11th Street residences range from US$16m-
US$50m (€11.8m-€37m, £9.7m-£30.2m).
Secondly, wellne:

estate hasn’t taken off
aswell as anticipated in the past - anumber of
residential spacommunities, including Canyon
Ranch Living in Washington DC and Chicago
and Pritikin Livingin Houston, have struggled
(see SB11/1p30). However, Scialla is confident
that neither issue gives cause for concern.
He says that Delos’ developments are
significantly different, saying “A lot of these
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residential developments anchored the real
estate with a great spa, but they didn’t intro-
duce those elements into the homes or rooms.”
He also feels the market has changed. It’s no
longer just baby boomers who are interested
in longevity and quality of life in later years.
“We carried out extensive demographic stud-
ies early on to assess our target categories,
demand and potential premiums,” he says.
“We found that what we were offering appealed,
and had significant value, to every single
person regardless of gender, age or income
level. It was very clear to us that more people
today are focused on health and wellness.”
Of the cost he says that US$4,000 (€2,950,
£2,400) per square foot “is not expensive
based on current New York City real estate
prices. Plus, when you think about having a
home that’s working on your body 24 hours
aday just by living in it, we think it's worth
the price”. Scialla also remains adamant that
Delos isn’t just focused on luxury residential
projects. The company has just certified
its first wellness offices at the 46,000sq ft
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The 66 East 11th Street residences in New York offer
50 amenities dedicated to improving human health.

It’s been reported that DiCaprio owns of one of them




INTERVIEW: PAUL SCIALLA

(11

Everyone we speak to
wants to get involved

- this is an obvious

way to finally deliver
preventative medicine
in a passive way to help
people on a daily basis

(4,274sq m) CBRE global corporate head-
quarters in Los Angeles and is also working
with the healthy restaurant chain Lyfe
Kitchen to certify 250 of its facilities over
the course of the next five years.

In addition, Scialla cites mid-level
rentals and school projects as possibilities
in the future. He also points out that Delos
is working with the US Green Building
Council on an orphanage in Haiti and with
will.i.am on an affordable housing project
in Boyle Heights - alow-income neighbour-
hood in Los Angeles. In collaboration with
the singer’s philanthropic organisation
i.am.angel, Delos is implementing its
Well Access programme - a subset of the
Well Building Standard - which will see
core components such as quality air, water
and antimicrobial coatings added to 1,200
homes. Will.i.am says: “I'm on a mission to
enhance my hometown neighbourhood of
Boyle Heights, including helping to make
Estrada Courts, the public housing project
where I grew up, a healthier and more
comfortable place to live.”

Diagram 1: The Delos Well Building
Standard™ is based on seven
design categories that impact

on 12 aspects of human health

A

WORKING WITH SPAS
So which segment does Scialla think has the
potential to grow the quickest? Residential,
office or hospitality? “It’s so interesting
because I'd like to pick one,” he says, “but T
actually see a massive opportunity with every
single one of them.” He even hints that other
verticals such as assisted living and senior
housing could be on the cards for development.
The Stay Well rooms at the MGM Grand in
Las Vegas have certainly been a great success
and out of everything Delos is doing they
are the best parallel for the spa industry
to draw comparisons from. The 42 rooms,

Vitamin C is added to shower water to neutralise chlorine and promote skin and hair health
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‘which incorporate 17 health and wellness
elements (see p34), enable MGM to add
30 per cent onto standard room rates and
while Scialla doesn’t disclose how much
MGM invested he does reveal that it broke
even within six weeks. “The guest feedback
has been outstanding,” he says revealing
that even though the rooms have only been
open for just over a year, MGM has already
quadrupled the offering. The extra 129 Stay
‘Well rooms, which opened in January, have
taken over the entire 14th floor of the hotel’s
main tower. Enhanced features include a
smartphone app to guide guests around
the room’s amenities, as well as allowing
them to input details of their flight so that
the Cleveland Clinic can come back with a
more accurate prescription for light therapy
to help reduce jet lag - “we’re really trying to
make it an entire experience, as opposed to
just enhancing a special component of the
room,” says Scialla.

‘While the Stay Well rooms are obviously
conducive to relaxation and wellness, Scialla
adds that they purposefully didn’t include
any spa facilities or treatments, as many
hotels offer these independently already.

“Tying the spa experience to the guestrooms
is an issue that’s coming up in alot of conver-
sations with our new hotel partners,” he says.

“We’re looking at ways of cross promoting
the spa including offering steep
or bringing in healthier food.
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Christina -
It just works!

Christina - the perfect response
to each skin care concern
Ve . \

With over 30 years of experience, Christina’s products continue

to perfect skin, providing impressive and visible results from the

very first application.

Christina products can be found in luxurious spas in 52 countries

around the world.

e Over 350 products and treatments.

e A unique combination of top of the line innovative formulas
and traditional cosmetics efficacy.

e Each treatment is divided into easy to follow step-by-step
protocols ensuring results are reached effortlessly.

e Christina’s homecare products are designed in complete
synergy with professional treatments, complementing them
for optimum results.

* www.christina-cosmeceuticals.com
¢ christina@christina.co.il

CHRISTINA—

It just works


http://www.christina-cosmeceuticals.com
mailto:christina@christina.co.il

INTERVIEW: PAUL SCIALLA

MGM Grand Las Vegas charges a 30 per cent premium for Stay Well rooms and it quadrupled the number of rooms to 171 in January

Energising light helps to increase energy levels

“We've also had several discussions about
implementing the Stay Well features and
the Well Building Standard itself into the
architecture of the spa because it makes so
much sense to do that,” he says.

Of course Scialla is “absolutely open” to
working with operators who run standalone
spas too. Incorporating the Well Building
Standard could enhance a spa’s offering - giv-
ing it an edge over competition and possibly
enable it to charge a premium. It could also
help to attract a new audience - the more
serious health and wellness traveller - or
provide a unique marketing angle.

For now the Well Building Standard is still
in its pilot phase and any company looking
for certification would need to partner
with Delos. The idea is that eventually an
independent, but for-profit, corporation - the
International Well Building Institute — will
govern the standards as they open up to
the market. Scialla concludes: “We hope to
achieve similar penetration to the LEED cer-
tification and Green Building movement. The
‘Well Building Standard is already applicable
to any type of real estate which will help us
to achieve our ultimate goal.” ®
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Stay Wel
room features

The 17 health and
wellness elements of the
Stay Well rooms at the
MGM Grand include:

1Energising light: guests
are exposed to short periods
of blue-shaded lighting
toincrease energy and
decrease the effects of jet lag

2 Water filtration
system: purified in-
room water, thanks to
afiltration system that
reduces disinfectant
by-products, chlorine
and other chemicals

3 Air purification
system: reduces allergens,
toxins and pathogens

to create better air

quality and breathing

4 Vitamin C infused
shower water: to neutralise
chlorine and promote
healthy hair and skin

5 Cedar skirting
boards: its natural

6 LED dawn simulator:
alarm clock to awaken
the body gradually

7 Night lighting: Long
wave LED lamps illuminate
pathways at night without
disturbing melatonin levels

8 Aromatherapy
diffuser: an optional extra

9 Healthy mattress:
provides comfort and
support for any body type

10 Stay Well™ channel:
Dr Deepak Chopra
educates guests on the
features in the room

11 Hypoallergenic
bedding: to address skin
sensitivities and irritation

12 Well Shield™
cleaning protocol:

properties keep enclosed
spaces fresh and dry

based on hyp 1
green-approved products

13 Well Shield™
photo-catalytic
coating: for bacteria-
susceptible surfaces

14 Stay Well™ in-room
amenities: includes a
24-hour room service
menu based on natural/
organic food; and healthy
mini-bar items such as
almonds and coconut water

15 Black-out shades:
optimised to fully
eliminate outdoor lighting
sources to improve sleep
quality and duration

and help with jet lag

16 Warm white room
lighting: LED lighting

that can be customised

to enhance sleep

17 Electromagnetic
field shielding:
reduces exposure to
electrical frequencies
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Ask an expert

DETOX

The opportunities for aligning with detox are huge, but it’s
more than just picking the right treatment say the experts

Como Shambhala is one
of a handful of luxury spas —5=.
offering all-organic food |

=

ew year. The time when detox
kicks in and people abstain
from alcohol or resolve to eat
more healthily. Yet technically
speaking, detox can be
anything that helps to remove toxins in the
body which build-up and lead to numerous
problems from harming the endocrine
system to even changing the structure of
our DNA. The best approach is to prevent
the toxins reaching the body to begin with
- eating organic food and not frying it in oil
which is toxic at high temperatures, avoiding
polluted air and drinking filtered water.
The list is endless and so are the potential
(lucrative) business solutions.

“With a history of fat farms, fitness, fasting
and being connected with nature and clean
water, spas are well positioned to offer
detox,” says Marc Cohen, a professor, medical
doctor and researcher of complementary
medicine and health sciences at Australia’s
RMIT University. “The world is becoming a lair
of toxicity and the spa industry seems to be
the only one taking it seriously - and there’s

KATIE BARNES, MANAGING EDITOR, SPA BUSINESS
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room for it to grow and snowball.” But at the
moment, he says too many operators are only
paying lip service to detox.

If spas are going take detox seriously, the
menu needs to consist of more than just
a one-off colonic. In fact, Cohen says no
credible scientific studies prove the efficacy
of colonics and there’s a host of other
pseudo therapies under the detox umbrella.
So how can spas choose the right treatment,
or avoid the wrong one?

Sceptics such as Edzard Ernst (see p38)
would argue that there’s no proof behind
any form of alternative detox treatment.
However, that could say more about how
under-researched the field is rather than if
it does or doesn’t work. Either way, there’s a
call for spas that are offering detox to start
recording the impact of the treatments.
Providing measurable results could put a
business ahead of the curve - but what
should spas be assessing and how?

The offering should be more than just
about the treatment too. Cohen says: “Detox
is a lifestyle not just a spa treatment”.
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Therefore, there’s a need for spas to
provide education - whether for free or sold
as a package - about the best ways to detox
and avoiding toxicity in the first place. In
addition, Cohen says there’s huge potential
for aligned products and services such as
homecare neutraceuticals, foods, teas or
homeware items which present lucrative
business opportunities

On the topic of avoiding toxicity, could spas
take the same stance as allopathic medics:
first do no harm? Are the skincare, cleaning
and laundry products they're using free of
chemicals? Are shoes being removed at the
threshold to avoid tracking in pesticides and
other toxic substances? And what adjust-
ments can be made to building materials such
as PVC (used in flooring, ceiling tiles, carpet
backing and pipes) that can release chemical
by-products in the water and air? The work of
Delos, a US firm that’s creating buildings that
are healthy for humans, could be of particular
interest in this debate and makes for great
reading on p28. Here, however, we ask the
experts for their views.
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The food spas serve -
and how it’s prepared
and cooked - can
help with detox too

RMIT University

etox needs to be ingrained in

the DNA of a company. Firstly,

that means not toxifying your
more -be i

MARC COHEN

Professor of complementary medicine,

NSEN/WOD MOOLSUHLLAHS

help to flush out the body. Exfoliation
of dead skin cells is a good thing, as is
anything that supports regular bowel

about the use of petrochemicals in per-
sonal care products, the water [used in
pools and for drinking] and the quality
of food. It’s already happening in some
spas, but not many. There’s only half a
dozen luxury spas worldwide, including
Chiva-Som, Rancho La Puerta, Kama-
laya, Como Shambhala and Gwinganna
serving all-organic food: it’s hard to offer
consistently and it's expensive.

The people who are seeking detox are
paying alot for it and are generally highly
educated. So, if a spa claims to specialise
in detox and offers highly processed or
non-organic food and drink then the
clients will see right through it.

As the need for more detox spas
spreads and more facilities crop up in
urban areas, air quality will need to be
addressed also. Savvy managers will
tailor solutions for local concerns like
these by offering havens for clean air
and treatments such as oxygen therapy.

There are two main principles spas can
stick to when choosing treatments. The
first is to prevent toxicity to begin with.
The second is ensuring flow and move-
ment of toxins through the body. This
involves supporting all the processes of
elimination including the function of the
liver, kidneys, bowels, lungs and sweat
glands. Treatments that increase circula-
tion without increasing the production
of metabolic waste products, such as a
sauna or hot tub session or lymph drain-
age massage are fantastic because they
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~ whether you go to the extent
colonics or just eat a healthy, high fibre
diet. Ayurvedic medicine, particularly
the five-stage cleansing process pancha-
karma, is one of the only proven ways
of removing fat soluable toxins, with
research being performed in a spa rather
than a hospital or clinic (see p38).

Detox is not just something you do for
an hour, it’s a lifestyle. Ideally a spa would
be able to accommodate customers over
days or weeks and educate them on how
to reproduce the experience at home.

The challenge for the spa industry is
tointegrate this expert knowledge into a
specific service as any area of detox could
be a specialist field in its own right. Opera-
tors should begin with self-education and
making it relevant to their own market.
But they should avoid anything that’s out
of their range of competency.

Offering serious detox in spas is going
tobe alearning curve — we still even don’t
know the best way to provide low-toxic
food and air to a population as the area
is so under-researched. The spa industry
has aleadership role to play in this and
it could serve as a catalyst for the whole
global industry to move towards a more
sustainable, toxin-free planet.

Cohen is one of Australia’s pioneers of
integrative and holistic medicine and
has made significant impacts on its
education, research, clinical practice
and policy in the country. Details:
www.rmit.com

Matters of research

n obstacle spas face in offering
detox s the lack of evidence that
it works. Marc Cohen, professor
of complementary medicine at
RMIT University in Australia is tackling this
head on by co-ordinating more than 20 stud-
ies at lifestyle retreats such as Gwinganna in
Queensland. The studies focus on how eating
organic food can help to reduce toxins.

In Towa, USA, The Raj spa (see p38) is
used as a testbed for federal-funded research
looking at how meditation and ayurveda helps
to detox the mind and body and prevent a
number of diseases. Details of studies are on
its website: www.theraj.com/rajresults/

Moving forwards, Cohen
“would love to see global
standards for recording

data in spas” to enable
them to carry out their own
credible investigations

Moving forwards, Cohen “would love to
see global standards for recording data in
spas” to enable them to carry out their own
credible investigations. Some tests research-
ers are using may soon be accessible to spa
consumers. Innovative online assessments,
such as those provided by cogstate.com, can
measure the role of toxins in dulling cognitive
function. Meanwhile, tests by ubiome.com
can analyse bacteria in the gut and determine
your ‘enterotype’- via a stool sample - for as
little as US$90 (€66, £54). Cohen says this is
significant as “we're only just discovering that
the bacteria lining in your gutis an important
factor in the absorption of many toxins.”

What's really going to open up the possibili-
ties to spas, however, is customer recorded
data thanks to the increasing number of
sophisticated biometric measuring devices
that can record a range of data from heart rate
and blood pressure to oxygen consumption
and environmental pollution levels.

Cohen concludes: “If spas can demonstrate
that their services can educate people and
positively impact on such measures, then
they could be viewed as offering an essential
health service rather than merely a pamper-
ing, luxury experience.”
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4 OPINION: DETOX

y views will probably not endear
me to spa operators. But it’s
important they consider the
other side of the argument.

Tve been a qualified physician since 1978
and have also received hands-on training in
acupuncture, autogenic training, herbalism,
homeopathy, massage therapy and spinal
manipulation. During the last 20 years, my
research has focused on the critical evaluation
of all aspects of medicine, but I do not aim to
promote any therapy - my goal is to provide
objective evidence and reliable information.

Alternative detox comprises a range of
treatments that claim to reduce toxins from
the body. Ayurveda, colonics, lymph drain-
age massage, exfoliation, saunas, hot tubs,
organic food, filtered water, good quality air
- to the best of my knowledge there is no ‘good
evidence’ that any of them eliminate toxins.
By good evidence, I mean scientific studies
like randomised controlled trials, as these
‘minimise as many sources of bias as possible.

56

naphysical level, detox is about
removing toxins from the body.
On a psychophysiological level,
it’s about removing imbalances
- tension or abnormalities anywhere in the
body or mind - to restore proper function.
The mind, body and emotions all need to
be detoxed. Emotional stress, for example,
stimulates the production of stress hormones
such as adrenalin and cortisol which can
cause damage the heart and blood vessels.
I'm not familiar with all spas, but many I've
seen are superficial. Yet they have the potential
to tackle detox at a deeper level which could
fill a major gap in healthcare today. Two of
the most powerful therapies in detox which
also have well-documented scientific research
behind them, are meditation and ayurveda.
Along with my role at The Raj, 'm profes-
sor and director of the Institute for Natural
Medicine and Prevention at the Maharishi
University of Management (MUM) in Iowa.
The institute receives federal funding to
scientifically investigate natural approaches
to healthcare. We d d randomised

Some may say no evidence exists because
alternative detox is a field that’s under-
researched, but if the claim is not biologically
plausible then why test it? If the treatments
don’t work, people may be wasting money or
could face harmful side-effects: sauna may
result in heart problems in predisposed
individuals and ayurvedic remedies are
often contaminated with heavy metals, for
instance. Spas that are making claims that are
not supported by evidence are, in my view,
dishonest, arguably illegal and unethical.

The onus should be on those who make the
claim to demonstrate that it’s valid. Spas could
conduct their own studies - this would include
defining the toxin they claim is eliminated in a

EDZARD ERNST

Editor in chief, Focus on Alternative and Complementary

Therapies; professor emeritus, University of Exeter

treatment and measuring it in a proper trial (as
described). They would need to hire ascientist
to conduct the study but it’s not necessarily a
lengthy or expensive process. A meaningful
study could be done in two to three months.
It might cost around £20,000 (US$14,700,
€12,150) but if it’s of sufficient quality, back-
ing could come from official funding bodies
such as the Medical Research Council in the
UK. Having provable results is an essential
precondition to making therapeutic claims.

Ernst has written a number of books
critically evaluating alternative and
complementary medicine. Details:
www.edzardernst.com

Spas that are making claims that are not supported by evidence
are, in my view, dishonest, arguably illegal and unethical

ROBERT SCHNEIDER

treat hypertension, cardiovascular disease
and other stress related disorders.

T'd recommend meditation as part of a
mind-body detox programme, but it should
be done every day. It's something people
could learn and take home with them rather
than a one-off annual thing.

Panchakarma, an holistic, ayurvedic
system, is especially effective in eliminating

Medical director, The Raj Ayurveda Health Spa

Any spa that wants to avoid ineffective
detox treatments should employ methods
with scientific evidence or atleast methods of
long tradition of use and preferably ancient.
If something’s persisted for millenniums that
itself suggests that it’s useful and helpful.

Spas often have an eclectic mix of therapies
and clients don’t know what’s best for them.
Ideally, a pane