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Abstract

The current approach of the human health through a SPA Center is setting up a market estimated only in US to be nearly $11 billion, up from $5 billion two years earlier. SPA business is a growing field in Romania with more than 1 million SPA visits on established businesses that are still not more than 15 nationwide, 65 percent of which were made to day spas and it is estimated that the market will double during the current year, meaning the Romanian market is very open for new spa owners.

In starting a Day SPA Business these aspects are very important: how to create a business plan of the spa; how to conduct initial market research for the spa business; deciding what services to offer in the spa business, with the following information provided for each type of spa service: description of the treatment, benefits of the service, which spa staff member performs this service, time needed to perform the service, materials and equipment needed, approximate retail cost; licensing requirements for spas, choosing a name for the spa business, start-up costs including start up budgets for both a small and medium sized spa, source of financing the start-up of the spa business, choosing the location and dimension of the spa center.

Managing a Day Spa Business is a very hard task involving a lot of commitment being very important: how to develop effective systems for running the spa business on a daily basis, setting the spa's hours of operation, working with spa employees, to determine the staffing needs of the spa, setting sales goals and keeping spa employees motivated, hygiene requirements for spas, establishing a maintenance schedule for equipment, setting prices for the spa's service and developing packages to encourage clients to buy more, developing promotional materials to market the spa business, choosing a brand of products to use and sell, ways to attract spa clients through advertising and free publicity, how to get repeat business from the spa clients
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1. International Spa Market
According to the latest Global Spa Research of ISPA (International SPA Association) estimates point to nearly 100 million active spa-goers globally. The need to relax transcends borders. Regardless of where they live, the primary reasons spa-goers visit spas are to relax and relieve/reduce stress. “The No. 1 lesson one can learn at a spa is that the world won’t fall apart if you take time out for you,” said ISPA President Lynne Walker McNees.
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“ISPA defines the spa experience as your time to relax, reflect, revitalize and rejoice. The critical words in that statement are your time. We simply must take the time to recharge our batteries in order to be better people for ourselves, as well as our spouses, children, friends and employers.”
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Fig. 1 Active Spa-goers

Interestingly, the spa-behavioral differences by gender are consistently different. In general, men tend to seek treatments that “get work done,” meaning they enjoy a deep tissue massage or other body treatments. Women, on the other hand, are much more likely to receive treatments that enhance their appearance, such as services for their face, hands or feet.
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Fig. 2 Spa-Goers Gender
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Fig. 3 Top Three SPA Treatments

According to ISPA 2007 Consumer Trends and Reports, the top reasons of the spa-goers are: 47% reducing stress; 38% reducing muscular pains; 31% improving self image; 28% emotional and mental health; 22% beauty; 19% wellness

2.  The Romanian Spa Market

The Romanian Spa Market is a growing market, with great potential, open and not well established. This is correct from the both supply and demand point of view. The Beauty, Wellness & Spa Market is crowded, but not yet a concurrent one. Most of the players from the market have not services, staff and products at high standards. An almost missing element of beauty services is the staff and center etiquette.

The SPA concept is a multidimensional concept with the following characteristics:

· the SPA concept belongs to the wider range of services offered in the hospitality industry category;

· it is a location with specific, independent functions that may be annexed to a hotel – usually, a higher rank one – or individual;

· it offers a number of procedures and techniques that combine the traditional with the results of the technical progress, meant to meet the customer’s relaxing, good humor, inner balance gaining, or beauty requests

· it is well-individualized tourism product targeting a specific customers segment – generally, people with a good financial situation, who have higher requirements as to the quality of services.

They are a few types of spa centers: Medical Spa, Spa Resort, Hotel Spa, and Day Spa. Medical Spa offers mainly health, physical activities and relaxation programs. Their purpose is a range of specialized investigations and treatments belonging to a wider philosophy meant
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to eliminate the effects of elder age using the advantages of quality during the years of life. Spa Resorts are independent locations, dedicated to this type of services, belonging to a holiday center. It is a good method of advertising the spa services and it offers a good option for families. Hotel Spa is a part of a hotel, generally, deluxe, that offers a certain range of services going from body and facial care to sauna and hammam. Many of these Spas are slowly turning into leisure/relaxation centers with a fitness room, personal trainers and diet specialist. The spa resorts may also be reminded as a subcategory, when Spas are part of a holiday center. Day Spa is located in urban centers, offering the following services: aromatherapy, hydrotherapy, sauna, body care treatments and facial care, based on a daily schedule, without implying the offering of dining and accommodation services. We can also speak about an urban SPA when there is a combination between a SPA and a beauty institute. The specialists go as far as to consider the implementation of this SPA type in big shops and commercial galleries.

In the analysis of the macro environment of this Spa market we find some general trends world wide:

· older age groups will continue to grow in size in the short to medium term and will drive to growth in demand for health tourism products and spa services;

· climate change will determine changes in tourism flows, increases in trips outside the summer season and growing popularity of summer destinations during the traditional winter period;

· there will be an increasing need for branding in order to identify international operators that can be trusted;

· there is a need to combine cultural, leisure and entertainment products;

· clients look for higher quality experiences;

· demand for well-being, health, fitness, stress management products is growing in the developed economies;

· internet strategies for promotion and in new research techniques are in line, marketing

messages based on experiences and feelings will have a greater importance in travel decision, more focused tailor-made and personalized products will be generated.

There are important figures referring the situation of the balneary resort market:

· With reference to the accommodation capacity, in the last years we observe a decrease in the accommodation capacity because many hotels were not operating because of the low condition and an increase with 60% of the 3-4 stars hotels because of the construction of the new hotels and modernization and upgrading of some existing ones;
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Fig.4 Accommodation capacity
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· Referring to the Tourist circulation can be seen a decrease of tourists’ number with 4.7% from 2005 comparing to 2004 and 24% decrease in the number of foreign tourists;


Tourist-nights in balneary resorts
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Fig. 5 Tourist-nights in balneary resorts

· With reference to occupancy and average stay analysis the occupancy was 49.5% in 2005, the biggest from all other types of tourism packages and the average stay was 8.2 days, being in the same way, the longest one.


Foreign tourist-nights in balneary resorts
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Fig. 6 Foreign tourist-nights in balneary resorts

· in the tourism market 28.86% from tourists’ nights in Romania were in balneary resorts (2005), only 2.79% were foreign tourists. The big number of Romanian tourists is completed especially because of the social and union programs. Regarding the foreign tourists, Hungary has the first place, followed by Germany and Israel. It can be noticed that the balneary resorts are concentrating the best of the foreign tourists, the 5 countries keeping together 83% from the market. Motivation for traveling is treatment,
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