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Clearly, marketing is the key to achieving these goals. 

So what are the 6 essentials steps in growing your 

spa?

Get found online

Win new customers

Keep them coming back

•

•

•

The results that matter are measured in new custom-

ers, revenue and referrals, not clicks, likes, fans, etc. 

All those things as great, but only as steps along the 

path to real growth.

Online marketing can make these happen as long as 

your spa stays focused:

Channels like Facebook, Yelp and Google Local repre-

sent the new frontiers for expanding your customer 

base. Social, mobile and search media hold the great-

est potential for new business in a hyper-competitive, 

local market. 

Regardless of how technology changes, one thing 

does not – you need results. 

Once, all you had to worry about were 
yellow pages and print ads. 

Then websites and email became the new 
marketing tools. 

Now customers are more mobile, savvy 
and likely to filter their emails. 

•

•

•

Marketing is tough – and getting harder. 

INTRODUCTION
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Email

Social Media:  Facebook

Getting Found Online:  Google and Yelp

Advertising:  Facebook and Google

Marketing Campaign Creator

Landing Pages & Credit Card Payments
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6.
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Steps to 

Growing Your 
Spa and 
Salon
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ACTION

DECISION

INTEREST

AWARENESSIn marketing, guiding consumer behavior to ensure 

revenue growth is defined as AIDA: Awareness, In-

terest, Decision, Action, also known as the “mar-

keting funnel.” A marketer’s job is to pull prospects 

through the funnel, making you the obvious, com-

pelling choice.

MARKETING FUNNEL
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Making AIDA work involves managing multichan-

nel marketing campaigns, coordinating email, 

social, mobile and website marketing. Campaigns 

include search ads, discounts and special offers. 

As you refine the process, converting prospects to 

customers becomes simple, straight-forward and 

reliable. All these tools should work together so 

customerscustomers feel confident enough about their pur-

chase to refer their friends.

Drive Awareness through advertising, social 
media, search results, referrals and recom-
mendations.

Build Interest. Make it easy for prospects to 
learn about you where they hang out, such as 
on Facebook, Google or their smartphones.

Simplify the Decision. Make your spa or 
salon the obvious choice. Some are motivated 
by cost, others by “getting a deal” or positive 
reviews. 

Urge Action to clinch the sale. Make it easy 
and intuitive. Credit Cards over PayPal. “Click 
to Buy” over “Call for an appointment”. 

•

•

•

•
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This ancient maxim takes on a new meaning in 

terms of marketing strategy. 

ForFor example, Groupon forces you sell deals at a ra-

zor-thin margin or a loss in hopes of capturing repeat 

business. One fact has become abundantly clear; 

this is precisely the wrong strategy for spas and 

salons. A Groupon-type strategy may generate 

quick sales, but is not a sustainable long term 

strategy. It appeals to consumers looking for deals, 

butbut does not bring loyal customers. Groupon pro-

vides revenue without profit. 

A strong foundation for growth requires a more com-

prehensive strategy to build multiple marketing cam-

paigns (New Customer Campaigns, Special Offers, 

Gift Certificates, Birthday Discounts, Advertise-

ments, Loyalty Awards) across multiple channels 

(Google, Facebook, Twitter, Email, Mobile, and the 

Web).  Build a strong foundation to continue to feed 

and fuel your growth.

“Give a man a fish 
and he’ll be hungry 
in an hour. Teach a 
man to fish and he 
will feed his family 
the rest of his life.” 

- Anne Isabella Ritchie
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With a
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on the
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l 
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ng!

One effective approach for smaller businesses to 

achieve first page search rankings is to boost their 

profiles and reviews on Google Local and Yelp.

Worldwide, we conduct 131 billion 
searches per month on the web.
 
70% of the links search users click on are 
organic, not paid.

75% of users never scroll past the first 
page of search results.

•

•

•

Here are a few statistics about Search:

GROWING AWARENESS
BOOST YOUR “FINDABILITY”
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Build interest using messages that resonate with your 

audience. Focus on the ambiance you want to create, 

your prospects’ comfort level with your services, or 

education they might need on the spa or salon experi-

ence. For Facebook, tactics should focus on curating 

the right mix of posts, links, images and offers. For 

review sites like Yelp and Google Local, the keys are 

enticing descriptions, high-quality visuals and enticing descriptions, high-quality visuals and reviews.

BUILDING INTEREST
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While interest is high, make it obvious that your spa or 

salon is the best choice. This involves not just beating 

the competition, but also timing, for the customer may 

choose to not take any action. Although reviews and 

referrals are persuasive, overcome reluctance with 

“get to know us” offers, gifts for first-time visitors and 

compelling content on spa and salon services. 

SIMPLIFY THE DECISION
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This is where most prospects fall out of the marketing 

funnel. It is also where all your hard work will pay off if 

you make it easy for customers to act. Prospects 

shouldn’t have to think about becoming customers at 

this point. Simplify processes for claiming offers and 

accepting credit cards. Otherwise the result is high 

abandonment and low conversion rates. The most ef-

fectivefective tool in making the purchase run smoothly is a 

well-designed landing page linked to your Google, 

Facebook or banner ads.

DRIVING ACTION



The 6
Essential 
Steps to 

Growing Your 
Spa and 
Salon
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Now that you understand the 

marketing funnel and the 

importance of a multi-channel, 

multi-campaign approach to 

building a long-lasting marketing 

strategy, here are the critical 

pieces in actionpieces in action.
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Email is a basic marketing strategy that many busi-

nesses overlook.  It is the key to driving repeat busi-

ness and an essential component of any growth 

strategy.

 

For an email strategy to be effective, you need a 

minimum of 1,000 customer emails.  Don’t be afraid 

to ask. Customers are often eager to provide their 

email address in exchange for rewards like birthday 

specials or “members only” offers.

TheThere are numerous campaign types to keep your 

customers coming back. You can offer discounts, 

limited time offers, two-for-one campaigns, holiday 

specials, referral requests, review requests, newslet-

ters, daily deals, seasonal specials, and a variety of 

other enticements.  Remember to test out different 

email titles, discounts, calls to action, and senders 

(who(who the email is from).   And also be aware of email 

fatigue – you don’t want to hit your customers with 

too many emails.

1. EMAIL
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BUY NOW »

$35
1-hour any massage (Reg $70)
Expires in 7 day
Vouchers left: 10

Enjoy this deal from 
Clear Streams Spa

BUY NOW »

$35
1-hour any massage (Reg $70)
Expires in 7 day
Vouchers left: 10

Enjoy this deal from 
Clear Streams Spa

Campaign creators produce professional 
looking offers that can be delivered 
through email, web, and social media 

channels, all optimized for mobile devices.

Compelling offers that reach your customers 
where they hang out online.

Appealing graphics that support the message.

Clearly stating terms, limitation, and expira-
tion dates. 

Providing mobile-ready offers, as 65 percent 
of your prospects will view your offer by 
smartphone.

•

•

•

•

Marketing campaigns and offers are often poorly de-

signed. Fortunately, there are tools that make building 

attractive campaigns quick and easy. The fundamental 

“success” factors are:

2. MARKETING 
CAMPAIGN CREATORS
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Your Facebook fan base is the contemporary twist on 

your email list. It allows you to communicate with your 

most engaged and motivated customers. The more 

they “like” and share your content, the greater the 

chance your messages and images will go viral. The 

point is to reach new pools of prospects that you could 

never have found any other way.

3. ENGAGE YOUR 
FACEBOOK FAN BASE
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Remember that a sporadic or inactive Facebook page 

is worse than none at all; it gives the impression of a 

spa that is unprofessional or out of touch with custom-

ers. Many businesses over-commit to an unsustain-

able schedule of Facebook posting at the beginning 

and end up with long stretches of silence. Post careful-

ly and build gradually. Listen to your best customers, 

and it will soon be evident what kind of content inter-

ests them the most. Simple questions can often lead 

to in-depth discussions in the comments that will set 

your course for future content.
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Your online reputation matters more than ever. Often it is the first thing people learn about you. Today, 79 percent of consumers surveyed trust online 

reviews as much as personal recommendations, according to Search Engine Land. That percentage has been steadily increasing. In other words, 

reviews form the backbone of your online reputation. 

Google yourself and your competition. How do you appear relative to your competition? Would you choose yourself over them? 

4. GOOGLE LOCAL AND YELP REVIEWS
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65% of traffic to Yelp originates from a Google search and Google is well aware of this trend. As a result, Google’s newest changes to it’s results pages 

are meant to capture that business and make Google Reviews more valuable than Yelp. Google has started to integrate Google Local reviews in the 

black bar across the top of search results, including images, star ratings, and detailed customer reviews. This effectively highlights Google reviews at 

the top, and pushes Yelp reviews further down on the page.

These 
are G

oogle
 

review
s, not 

Yelp.  

Make 
sure y

ou 

don’t 
neglec

t your
 

googl
e prof

ile
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As customers increasingly search for businesses using 

Google on their mobile phones, improving your Google 

profile will have a strong impact on getting found.  

Maintaining a strong profile on Yelp remains a valuable 

asset.  Improve your online profile by asking custom-

ers to write reviews, adding detailed information about 

your business and including images and descriptions 

to impto improve your rankings on both Google and Yelp.
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Girls on the Go Night Spa
We are running a special for Mani+Pedi for $40 (Reg. $50)
Call 123-345-6789 and mention Facebook or Click: http://bit.ly/1dFSdkp — at 
Girl on the Go Night Spa.

We are running a special for Mani+Pedi... More

Girls on the Go Night Spa
Sponsored

In-stream advertising on Facebook represents the new 

generation of relevant prospecting. Facebook has 

been tweaking its strategy of getting the right ads to 

people who can appreciate them. This has opened up 

many new possibilities for growing your base of spa 

customers by reaching out to prospects. Ads Manager 

and Power Editor were recently introduced to improve 

thethe ad-buying process and target prospects more ac-

curately. Businesses specify what their target objec-

tives are: ranging from website conversions to boost-

ing offer claims. Through the new Facebook search 

functions, spas can target potential customers by zip 

code, past travels, “likes,” age range, or nearly any-

thing else that people volunteer in their profiles.

5. ADVERTISE ON 
FACEBOOK AND 
GOOGLE
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Similarly, Google is making it easier to convert 

successful marketing campaigns into search 

ads that cast a much wider net. For example, if 

you see good results from a “members only” 

email offer, you can expand that into a similar 

offer for new customers that will appear at the 

top of related Google searches. Remember that 

thethe key to making these ads deliver revenue is 

linking them to compelling landing pages with 

e-commerce options to capture the purchase 

right away. 
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Campaign offer 
or promotion 

posted on Twitter 
with a link to 

convert followers

Landing pages remain a misunderstood, overlooked 

and underestimated resource. Marketers that learn 

how to use landing pages effectively can create a 

tremendous competitive advantage. Spas often craft 

an ad for a special offer on Facebook or Google Ad-

words and then simply link it to their homepage or a 

page with multiple offers. As a result, conversions 

dissipatedissipate and hard earned marketing efforts aren’t 

rewarded. 

6. LANDING PAGES 
AND CREDIT CARD 
PAYMENTS
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Let’s the customer know they are on the 
right page. 

Provides the necessary information so 
the customer isn’t compelled to delay the 
purchase.

Makes the final purchase decision simple 
and straightforward.

•

•

•

Link the ad directly to a customized landing 

page that provides details about the offer, a nice 

graphic that matches the ad, and a clear and 

compelling call to action that drives clicks.

EachEach offer can and should have its own landing 

page. A landing page built specifically for that 

offer accomplishes three goals at the same 

time:

Romance Package (Per Couple)

AVAILABLE OPTIONS

VOUCHERS LEFT
23

EXPIRES
7 DAYS

FROM $155

Valentine’s Day Couples Massage 
with some Bubbly - up to 34% off

BUY NOWTova Day Spa
Fairmont Hotel
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Once they click the “buy now” button, you want to 

send them to a page that allows them to pay.  It’s im-

portant to offer credit card payments and not expect 

everyone to be able to pay with PayPal.  Also, don’t 

underestimate the importance of online commerce.  

Don’t expect the same results with “Call this 

number” or by sending them to your website.  This is 

allall about pulling them through the funnel to complete 

the action. 

Credit Card Number

Name On Card

PAYMENT (CREDIT CARD)

Phone

Email

Name

CONTACT INFO

$155Romance Package (Per Couple)
QUANTITY: 1

CONTACT & PAYMENT INFO

PAY NOW
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Email

Social Media:  Facebook

Getting Found Online:  Google and Yelp

Advertising:  Facebook and Google

Marketing Campaign Creator

Landing Pages & Credit Card Payments

1.

2.

3.

4.

5.

6.

Marketing your spa is tough and takes time, but there are concrete steps you can take right now. These steps help you “learn how 

to fish,” assuring a strong foundation for growth. You need a multi-channel, multi-campaign approach for consumers who are 

mobile, empowered and informed. A comprehensive marketing strategy can be achieved by following the 6 Essential Steps:

IN REVIEW
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Improve marketing results while lowering costs in terms of time and money

Win new customers and keep them coming back

Watch your spa or salon grow to its full potential

•

•

•

Running your business takes a lot of your time, and becoming an expert in email, social media, online advertising and reputation 

management is not easy.  Let alone managing your website, making your campaigns mobile-friendly and becoming good at copy-

writing and graphics editors.  Luckily, there are automated platforms that are powerful, cost-effective, and allow you to:
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LocBox helps local businesses - Spas, Salons, 

Restaurants, Sports & Adventure, Health & Wellness – 

grow by winning new customers, getting found online, 

and keeping existing customers. We are experts in 

online marketing and radically simplify marketing so 

our clients can focus on running their business. Our 

All-in-One Marketing Platform makes it easy to put en-

gaginggaging offers in front of new and existing customers to 

get them to buy, like, refer, review, and support your 

business.  We back our results with dollars, so your 

ROI with us is simple to understand (and appreciate).  

We are headquartered in San Francisco.

ABOUT LOCBOX

If you’re interested in a Free Assessment of 

your current marketing efforts, go to:  

http://lead.locbox.com/free-online-marketing-

analysis-web/

1-855-256-2269

www.LocBox.com

sales@getlocbox.com

@getlocbox

For more information or to contact us:
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