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but we do not often hear about it for hair. 
Offer an anti-aging hair treatment and in-
crease your revenue per guest. Addressing 
hair and scalp changes will generate more 
revenue while increasing guest satisfaction. 

For medi-spa wellness programs: 
Weight management is one of the big-
gest challenges facing our nation. If you 
operate a medi-spa, go beyond offering 
just Botox, fillers, laser hair removal, etc. 
Include an effective weight management 
program with healthy living coaching. 

For nails (hands and feet): Like hair, 
we rarely offer an upgrade opportunity 
for anti-aging hand treatments. This can 
easily be recommended to almost every 
person who is receiving a mani or pedi 
treatment. Use any anti-aging brush-on 
mask from your facial line and offer it as 
an upgrade, or as a regular anti-aging 
manicure treatment.

For wellness: Consider including en-
ergy healing in your service offerings. 
Energy healing comes in many forms. 
You can offer reiki, shi atsu, acupuncture, 
reflexology and sound therapy. When 
these modalities are paired with massage, 
energy healing can facilitate a deeper 
sense of relaxation and well-being. 

Retail: If you want to increase your 
retail sales, consider creating a beauty 
or skin care bar. Give your clients the op-
portunity to try and sample your products. 
Department stores have been doing this 
for years and are very successful at it. Yet 
in the spa business, we keep everything 
locked up or put away. If you want to sell 
more products, you have to make them 
accessible to your clients.

Spa gifts: Every business sells gift 
cards, but rarely do we see retail prod-
ucts as part of the offering. Create gift 
card packages for treatments and prod-
ucts to increase your sales exponentially! 

INNOVATION AND CREATIVITY  

are essential to maintaining your com-
petitive edge, ensuring growth and in-
creasing client retention. Spa suppliers 
are constantly striving to discover new 
ingredients, manufacturing processes, 
equipment and products to help con-
sumers look and feel their very best. As 
a spa leader, it is your responsibility to 
stay abreast of all the new and exciting 
treatments that are introduced by sup-
pliers, and to select the right offerings 
for your clients. Ideally, you should as-
sess and revise your menu once a year.
Evaluate
•	 Which	treatments	are	selling	
•	 The	needs	of	your	target	 

market (this can be determined 
through surveys) 

•	 The	most	popular	price	points
•	 The	most	popular	 

treatment duration
•	 The	most	popular	retail	products

Pop u lar trends to keep in mind 
when renewing your menu

For the face: Esthetic oncology treat-
ments are gaining popularity. Esthe-
ticians can get certified to do facials on 
cancer patients. Offering this type of 
treatment sets you apart from other spas, 
compassionately addressing the needs 
of people who require specialized help.

For the body: Slimming treatments 
are ideal for any spa menu. Whether you 
use equipment or simply a body wrap, 
you fulfill the needs of many consum-
ers who are seeking to lose a few inches 
and slim down. Offering slimming body 
treatments fulfills the needs of a large tar-
get market, helping to position you as a 
results-driven spa.

For hair: We always hear about anti-
aging treatments for the face and body, 

Memberships: Offering a member-
ship program at your spa is a great way 
to increase retention and produce a guar-
anteed monthly income. People love to 
belong. Look at the fitness industry—fa-
cilities don’t rely on selling endless à la 
carte visits to the same returning indi-
viduals; people purchase memberships 
to join. It takes a little planning, the right 
pricing and software to manage your 
membership program, not to mention a 
good team to sell it. Memberships maxi-
mize your revenue and increase your re-
tention. Best of all, your clients get the 
results they are seeking!

Loyalty: Loyalty programs are great! 
Again, look at the airline industry. They 
have had loyalty programs for years. I 
speak at many tradeshows, and when I 
ask everyone in the audience who has a 
loyalty program to raise their hands, very 
few go up. Why is that? Implementing a 
loyalty program will increase your retention 
and reward your clients for being true to 
you and your brand!

To complete the menu makeover pro-
cess, conduct a survey or focus group to 
learn more about your target market’s 
needs. Then create a menu that addresses 
those needs. It’s a win-win for everyone!  n
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business renew your menu, 
expand your income!




