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EXECUTIVE SUMMARY

The spaindustry isarapidly growing sector of the Canadian leisure market that has doubled in
size between 2000 and 2003. To take advantage of this trend and maximize growth within this
sector, it is essential to understand the needs and desires of Canadian spa goers. However, there
isalack of reliable current Canadian data regarding spa goers' attitudes, preferences and
concerns.

In 2005, Leading Spas of Canada conducted a comprehensive, nation-wide survey. A total of
1,011 completed surveys were received by December 1, 2005, representing spa users from every
province in Canada, as well asthe Y ukon Territory.

Sixty percent of the survey respondents have visited a Canadian spain the past 12 months, and
one-third of these can be considered regular spa goers, having visited spas three or more times.
Cost and too many other priorities are the main barriers to visiting a spa, especially for young
respondents and married respondents with young families.

Day spas and resort/hotel spas are the predominant choices for spa goers.

Spa goers find their spas primarily through word of mouth (67%), but aso through magazine
articles and ads (25%). The Internet is primarily used to do background research rather than to
find a spa.

Stressrelief and relaxation was chosen as the number one reason for visiting a spa by more than
79% of spa goers. Health and wellness was also considered important. These priorities were
consistent across age, income, and marital status.

The “bread and butter” spa services (massage therapy, manicures/pedicures, and facials) are the
top three treatments most regularly sought by visitors of both day spas and resort/hotel spas. Pre-
packaged services are of interest to half of all spa goers, and avariety of other services are of
interest to approximately one-quarter of spa goers. Single spa goers and younger spa goers are
particularly interested in trying additional services, such as yoga and meditation, indigenous
treatments, and Ayurvedic treatments. Over 47% of all Canadian spa goers areinterested in
having medical spa treatments incorporated into their regular spa. However, several respondents
indicated adesire for medical and health related treatments (e.g. massage, chiropractic,
naturopathy, acupressure) as opposed to cosmetic treatments when visiting medical spas.

The spa experience has been an overwhelmingly positive one for Canadian spa visitors. Only 2%
of spavisitors found that the experience did not meet their expectations. Fully one-third of spa
goers are completely satisfied with the spathey most frequently visit and would not make any
changesto the facility.

Quality of treatment and servicesis key, both as the most important factor for choosing a spa,
and the feature spa goers would like to see improved. This encompasses more detailed
information on the services and products as well as expertise of the service provider.



More than two-thirds of Canadian spa goers have purchased spa gift certificates, most commonly
for another family member such as amother or sister, or for afriend. In contrast, only 24% of
spa goers purchase their health and beauty products from a spa. Y ounger spa goers, 26 to 35
years of age, are more likely to purchase their health and beauty products from a spa.

More than 94% of the survey respondents take at |east one vacation each year, and over 60%
take two or more vacations annually. Predictably, those individuals who haven't been to aspain
the past year take fewer vacations than spagoers. Nearly 71% of all respondents vacation within
Canada and 76% of them vacation with their spouse or partner.

Overdl, spagoers consider it only somewhat important to have spa or wellness facilities
available at their vacation destination. However, for spa goers who visit aresort/hotel, cruise, or
destination spa, the availability of spaor wellness facilities at their vacation destination is very
important.

More than half of the survey respondents were between 36 and 55 years of age, and 64% were
married. More than 75% attended university or college and/or completed a postgraduate degree,
and just over half of the survey respondents were employed full-time.

Compared to individuals who did not visit aspain the past year, spa goers:
- Areyounger;
Are students,
Are employed full-time, part-time or self-employed,;
More frequently have university and/or postgraduate education;
Have a greater annual household income;
Use the Internet as their primary source of information.

Y oung spa goers (between 26 and 35 years of age) use the Internet more to find spas and
purchase products, and they are also more likely to request additional treatments at spas.



INTRODUCTION

The spaindustry is arapidly growing sector of the Canadian leisure market that has doubled in
size between 2000 and 2003. To take advantage of this trend and maximize growth within this
sector, it is essentia to understand the needs and desires of Canadian spa goers.

However, thereis alack of reliable current Canadian data regarding spagoers’ attitudes,
preferences and concerns. Previous surveys have focused on American spa goers, or on the North
American market as awhole. Traditionally, results are extrapolated from the US market onto the
Canadian market, or the number of Canadian responses included in North American surveys has
been too small to allow meaningful interpretation.

In 2005, Leading Spas of Canada, a not-for-profit organization which represents Canadian spa
operators, suppliers of spa products and equipment, educators and other services, conducted a
comprehensive, nation-wide survey of spa goers. These survey results represent part of Leading
Spas of Canada’ s commitment to providing educational information and opportunities that will
help establish and maintain the Canadian spa experience asworld class. A total of 1,011
completed surveys were received by December 1, 2005, representing spa users from every
province in Canada, as well asthe Y ukon Territory. The survey also tapped into a substantial
population of individuals who have not visited a spain the past 12 months, providing a unique
opportunity to identify concerns and incentives for individuals interested in visiting a spawho
have not yet done so, or only visit infrequently.

ELMCREST COLLEGE - A VALUED SURVEY PARTNER

The accumulation and tabulation of survey responses and the compilation and distribution of this
report have been organized, executed and funded by EImcrest College of Applied Health
Sciences and Spa Management in Toronto, Ontario. Elmcrest’ s participation made it possible for
thisinformation to be broadly distributed free of charge throughout North America.

Elmcrest is a unique, leading-edge educator dedicated to the spaindustry. The Collegeis
committed to producing graduates in all three disciplines (spa management & administration;
massage therapy; and esthetics) that will meet or surpass the needs of the industry. The College
is also committed to providing superior education for the spaindustry, so their valued
partnership in this project was a perfect fit.

Elmcrest is also unique as an educator dedicated to the spaindustry through the many |eadership
rolesit playsin theindustry itself. EImcrest believesit isimperative to be directly connected and
involved in the spaindustry in order to ensure that the College truly understands the industry’s
needs and addresses these adequately in all of its programs. (To learn more about Elmcrest, visit
www.el merestcollege.com).




MEDSCI COMMUNICATIONS & CONSULTING CO.

MedSci Communications & Consulting Co. is a communications company dedicated to
providing data analysis, technical writing and conference planning services to the medical and
health and wellness sectors. MedSci Communications works with health professionalsto
analyze collected data and devel op detailed reports and publications suitable for a wide range of
audiences, from manuscripts for medical journals to independent publications of survey results.

The MedSci Communications staff has an extensive scientific, analytical, and research
background, with a special interest in the development, distribution, datainput, and complete
statistical analysis of evaluation forms and surveys. Their experience in medical writing and
research provides a unique understanding of the specialized needs of the health industry and the
need for accurate, statistically valid results and the meaningful interpretation of data. (More
information about MedSci Communications is available at www.medsci communications.com.)

MedSci Communications was contracted by Elmcrest College to compile and analyze al of the
data collected in the 2005 Surveys into a comprehensive database and, under their guidance, to
interpret, summarize and present the results in this report.

METHODOLOGY

The 2005 spa goers survey was included as an insert in the Leading Spas of Canada Directory
2005. A contest incentive of up to $750 worth of spa services was used to encourage mailing or
faxing in of the completed survey. By December 1, 2005, atotal of 1,011 surveys had been
received.

The survey (see page 23) consists of 32 questions, with the first 23 questions collecting
information on spavisits, experiences and attitudes of spa goers and vacation patterns, and the
remaining nine questions collecting demographic information. A copy of the questionnaireisin
the Appendix at the end of this report.

Thisreport refers to several types of spas, generaly defined by Leading Spas of Canada as
follows:
Day Spa: A spaoffering four or more categories of professionally administered spa
services to clients on a day-use basis.
Resort/Hotel Spa: A spalocated within aresort or hotel property providing
professionally administered spa services offering spa cuisine menu choices. There may
also be afitness or wellness component.
Cruise Ship Spa: A facility aboard a cruise ship that provides professionally
administered spa services, fithess and wellness components, and spa cuisine menu
options.



Medical Spa: A spaor institution comprised of medica physicians and spa professionas
whose primary purpose is to provide comprehensive wellness care and/or medical
esthetics in an environment that integrates spa services, as well as conventional and
complimentary therapies and treatments.

Destination Spa: A spawhose sole purposeis to provide guests with lifestyle
improvement and health enhancement through professionally administered spa services,
physical fitness, educational programming, and on-site accommodations, where spa
cuisineis served exclusively.

For demographic purposes, this report refers to several geogr aphic regions where the
respondents reside, defined as:

Atlantic Canada: Includes New Brunswick, Nova Scotia, Prince Edward Island, and
Newfoundland & Labrador.

Quebec: The province of Quebec.

Ontario: The province of Ontario.

ThePrairies: Includes Manitoba, Saskatchewan, Alberta, and the Y ukon Territory
(there were no surveys submitted from the remaining Territories).

British Columbia: The province of British Columbia.

International: All regions outside Canada, including but not limited to the United
States, Europe, and Asia.

The surveys collected represent all geographic regions across Canada in sufficient numbers to
permit data analysis by region (Table 1).

Table1: Geographic representation of surveys collected, based on
residence of the respondent.

Geographic Region # of % of Surveys
Surveys

Atlantic Canada 118 11.7%
Quebec 112 11.1%
Ontario 281 27.8%
The Prairies 323 31.9%
British Columbia 122 12.1%
International 51 5.0%
Residence not provided 4 0.4%

TOTAL 1007 100.0%




DETAILED FINDINGS

Spa Visits

Sixty percent of all survey respondents have visited a Canadian spain the past 12 months (Figure
1). A full 40% of survey respondents have not been to a Canadian spain the past 12 months.
The main reasons for not having visited a spa are that it is too expensive (53%) and that they
have too many other priorities (42%), including having young children and taking vacations.
Cost isagreater barrier for the younger respondents, and married respondents especially cite too
many other priorities as a barrier to visiting a spa. Some respondents also indicated that it would
make them fedl guilty (3%), or that there were no spas available locally (2%).

Once
23%

Never
40%

Twice
15%

Four or more

Threetimes
12%

10%

Figure1l: Number of timesrespondentsvisited a Canadian spain the past 12 months.

Of those who have visited a spain the past year, nearly two-thirds can be considered light or
moderate spa goers, having been to a spaonly once or twice in the past year (Figure 2). The
remaining one-third can be regarded as regular spa goers, having visited spas three times, or four
or more timesin the past year.

Four or more
16%

Once
39%

Threetimes
20%

Twice
25%

Figure2: Number of times Spa Goers have visited a Canadian spa in the past 12 months.



The vast maority of survey participants — 96% of those who visited a spalast year and, more
importantly, 60% of those who have never visited a spa— plan to visit aspain the next year. The
type of spathey plan to visit is predominantly either a day spa or aresort/hotel spa (Figure 3).
Thisis especidly true for spa goers, where amost three-quarters (74%) plan to visit aday spa
and nearly half (48%) plan to visit aresort/hotel spain the next year. In the figure below, “None”
refers to the percentage of respondents who do not plan to make a spavisit in the next year. It is
noteworthy that only 4% of Canadian spa goers do not plan to visit a spain the next year.

Day Spa ﬁ
1 \
Resort/Hotel Spa #
Cruise Spa OAIl Respondents
B Visited aSpain Past Year
Medical Spa HI Never Visited aSpa
Destination Spa
None )

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0%
Respondents

Figure 3: Percentage of respondentswho plan or do not plan to visit a Canadian spa in the next 12 months.

Canadians clearly define spatime as “ persona” time. Spa goers were most likely to incorporate a
spavisit during their leisure time or when they were on vacation (Figure 4). Only about 5% of
respondents visit a spa during their workday or on abusiness trip, and these are predominantly
singleindividuals.

Duringleisuretime

On vacation

Duringwork day [

On businesstrip []

0% 10% 20% 30% 40% 50% 60% 70% 80%
Figure4: When spa goersaremost likely to visit a spa.

Visits to aday spa are most frequently taken during leisure time (81% of the time) rather than
during vacations (35% of the time). In contrast, resort/hotel spavisits, aswell as cruise spaor
destination spa visits, occur more frequently on vacations, which isto be expected, as such visits
are usually for extended stays compared to the half-day or single day visit to aday spa. Asa
result, cruise spa, medical spa, and destination spa visitors consider it very important that their
vacation destination includes spa or wellness facilities.



Choosing A Spa

When asked the location of the spathey visit most, spa goers indicated all regions across Canada
(Figure 5), with Ontario being the most common choice (30%), followed by Manitoba &
Saskatchewan (19%), and British Columbia (18%).

Internationd

British Columbia |

Alberta

M anitoba & Sask.

Ontario

Quebec |

M aritimes

0% 5% 10% 15% 20% 25% 30% 35%

Figure5: Location of the spa usually visited by respondents.

Spalocations (Figure 5) closely matched the regions in which the survey respondents reside
(Table 1). Since the day spaisthe most popular type of spa, thisisto be expected. In fact, the
vast majority of spavisits (89% to 98%) occur within the respondents own geographic region.
Those residing in Quebec are dlightly more likely than the rest of Canadians to visit a spa outside
of their own region: just over 89% of those living in Quebec go to a spa within Quebec the most,
whereas the remainder most frequently visit aspain Ontario or British Columbia. For the rest of
Canadians, 95% to 98% visit a spa within their region the most.

Spagoers find the spas they visit primarily through word of mouth, which accounts for afull
two-thirds of referrals (Figure 6). They rely on their friends, families, and co-workers for
recommendations. In addition, 25% of spa goers aso find their spas through magazine articles
and ads. Single people rely even more on word of mouth to find their spas.

Word of Mouth ]

Magazine

Newspaper

Internet

Televison
Radio

Travel Agent

|

Other

0% 10% 20% 30% 40% 50% 60% 70% 80%

Figure 6: Methods of finding a spa used by spa goers.
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Spagoers are more likely than survey respondents who have not visited aspain the last year to
purchase or read spaindustry related magazines. 29% of spa goers have read or purchased such
magazines, versus 18% of the other respondents. Magazines read by spa goersinclude Spa Life
Magazine (11%), Spa Magazine (11%) and Spa Finder Magazine (7%). Spa goers over age 55

are also more likely to rely on magazines to find a spa and less likely to rely on word of mouth.

Those who visit aday spaor medical spaare more likely to choose a spa through aword of
mouth referral, although over 43% of medical spa visitors also find their spas through magazine
articles or ads. Over 40% of destination spa goers also find their spas through magazines. As
expected, cruise spagoers arelesslikely to rely on word of mouth and are more likely to find
their spas through their travel agents.

The Internet is frequently used by spa goers, primarily to do some background research on the
spas they first hear about through afriend, family member, or colleague. While 72% of the
survey respondents who have visited a spain the past year used the Internet to get information
about spas, only about 15% of them claim to have actually found their spa through the Internet.
The most commonly used website for locating spas on the Internet is Google (Figure 7).

Google

Sa Association Websites |

Local City Websites
MSN/Sympatico

Other

Do not use the Internet |
\ \ \

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Figure 7: Websites used by spa goersto find spas on the I nternet.
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Spa Treatments and Services

Stressrelief and relaxation is by far the single most important reason for visiting a spa; thiswas
chosen as the number one priority by over 79% of spa goers (Figure 8). Health and wellness was
also considered to be an important (or somewhat important) reason for visiting a spa by some spa
goers. Other reasons for visiting a spa, such as improving mental and/or physical health, or anti-
aging, were less important. These priorities are consistent across age and income ranges.

Stress Relief/Relaxation ?
Health & Wellness E
Improve Mental Health E_I
Improve Physical Health %
Anti-aging %

Prescribed by MD g
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O#1 Ranking
| #2 Ranking
O #3 Ranking

Figure 8: Percentage of spa goersthat ranked reasonsfor visiting a spa as#1 (most important),
#2 (second most important), or #3 (third most important).

Since stressrelief and relaxation is so important to spa goers, it is not surprising to discover that
over 64% of spa goers rank massage therapy as their number one treatment when they visit a spa
(Figure 9). The other “bread and butter” spa services, manicures/pedicures and facials, round out
the top three treatments most regularly sought by visitors of day spas and resort/hotel spas.

Massage

Manicure / Pedicure

Facial

Body Treatments

Hair Salon Services

Fitness & Wellness
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Figure9: Percentage of spa goersthat ranked spa treatmentsas#1 (most frequent),
#2 (second most frequent), or #3 (third most frequent).
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Beyond the traditional spa services identified above, spa goers are interested in having other
services available in a spa environment. These include pre-packaged services, which interest
51% of spa goers, and services such as exercise and fitness (27%), medical spatreatments (24%),
wellness seminars (22%), yoga and meditation (22%), indigenous treatments (19%), and
Ayurvedic treatments (15%). Single people especially are interested in yoga and meditation
(31%), indigenous treatments (27%) and Ayurvedic treatments (25%), and young spa goers
between the ages of 26 and 35 are generally more interested in al of the additional services.

Medical spa treatments are currently not a priority for the majority of respondents. When asked
directly if they would like their regular spato incorporate medical spatreatments, 47% of al spa
goers and 74% of medical spavisitors said yes. However, when presented with a more extensive
list of spa servicesto choose from, only 24% of spa goers were interested in having medical spa
treatments available in a spa environment. Either way, these numbers are significant.

Over 78% of spa goers have not had any treatments at a medica spa. Therest received adiverse
range of treatments that do not fit into any clear categories. The most common treatments among
all spa goers were laser treatment (5%), microdermabrasion (5%), cellulite treatment (3%) and
weight loss treatments (3%). Nearly 9% of medical spas visitors had microdermabrasion, intense
pulsed light, and cellulite treatments. The most common treatment among cruise spa goers was
microdermabrasion (15%), followed by cellulite treatment (9%) and laser treatment (9%).
Surprisingly, only 1.4% of all spa goers and none of the medical spa or cruise spa goers had
Botox treatments. Several survey respondents mentioned that their priority at medical spasisto
seek medical and health related treatments such as massage and/or chiropractic, naturopathy, and
acupressure, as opposed to cosmetic treatments.

The Spa Experience

The spa experience has been an overwhelmingly positive one for Canadian spavisitors. In
general, spa experiences have met spa goers expectations or exceeded them (Figure 10).
Overdl, only 2% of spavisitors found that the experience did not meet their expectations.

Not M et
Exceeded Expectations
Expectations 2%

25%

M et
Expectations
73%

Figure 10: Percentage of spa goerswherethe visit met, exceeded, or did not meet their expectations.
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These results were consistent for day spa and resort/hotel spa visitors. However, among cruise
spa, medical spa and destination spa visitors, there was a bit more diversity at both ends of the
range. While more than 30% of medical spa and destination spa visitors found the experience
exceeded their expectations, about 4% found that the experience did not meet their expectations.
And among cruise spa goers, only 19% found the experience exceeded their expectations and
over 5% found the experience did not meet their expectations.

These results are a'so consistent across marital status, with the exception of single people, where
83% reported their experiences met their expectations, but only 14% found their experiences
exceeded expectations. Since single people are more likely to visit spas of any type and thus
have more experience with spavisits, they are likely to have higher expectations and it would
thus be more difficult to exceed them.

When visiting a spa, Canadians are most concerned about the quality of treatment and the
cleanliness of the facilities, followed closely by the cost of services (Figure 11).

Quality of treatment [EEE————————— | :

1 \ \

Cleanliness of facilities [T ———— :

1 \ \

Cost of services

1 \ \

Location g—{—,

Quality of customer service [EEE———— O#1 Ranking

4 [ [ B #2 Ranking
Registered / Certified service providers — E43 Ranking

Ambiance
Travel time
Treatment products

Ease of booking appt

0% 5% 10% 15% 20% 25% 30% 35%

Figure 11: Spafeaturesranked by spa goersas most important (#1 ranking),
second most important (#2 ranking), or third most important (#3 ranking).

Other fairly important elements of the spa experience are the presence of registered and/or
certified service providers and the quality of customer service. These two factors are both key
influences that relate back to one of the most important features for spa goers, the quality of
treatment.

Interestingly, although the location of the spa was quite important to spa goers, the travel timeto

get to the spawas not considered very important. These opinions were consistent across both
day spavisitors and resort/hotel spavisitors.
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Given the above information about the most important spa features, it is not surprising that the
areas spa goers would most like to see improved are the quality of service and treatments and
more detailed information on the services and products, followed very closely by the expertise of
the service provider and customer service (Figure 12). Professional home care advice could also
be improved, but cleanliness of the facilities was not much of an issue. However, considering
that 98% of respondents said their spa experience met or exceeded their expectations (Figure 9),
the level of urgency for making such improvements should be put into perspective.

Quiality of servicegtreatments

More detailed info on serv/prod

Expertise of service provider O#1 Ranking
. | | | W #2 Ranking
Customer service O#3 Ranking

Professional home care advice

Cleanliness of facilities

0% 5% 10% 15% 20% 25% 30%

Figure 12: Spafeaturesthat spa visitorswould liketo seeimproved, ranked as#1 (most important),
#2 (second most important), and #3 (third most important).

Fully one-third of spa goers are completely satisfied with the spathey most frequently visit and
would not make any changes to the facility. For the remaining spa goers, the most popular items
that they would like to incorporate into their spasinclude: quiet areas for relaxation or meditation
(32%), nutritional counseling (28%), exercise and personal training programs (22%), and
seminars on health related topics (20%). They are less interested in medical treatments (13%).
Divorced spa goers are especially interested in quiet areas for relaxation or meditation (42%),
and single spa goers are more interested in exercise and personal training programs (28%).
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Purchasing Patterns

More than two-thirds of Canadian spa goers have purchased spa gift certificates, most commonly
for another family member such as amother or sister, or for afriend (Figure 13).

Family member |

Friend

Spouse

Co-worker

Other :|

Have not purchased |

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Figure 13: Percentage of spa goerswho have purchased gift certificates, and for whom.

Those visiting aresort/hotel spa or destination spa are less likely to buy a gift certificate for a
family member, but they are more likely to buy a gift certificate for afriend. Spagoersvisiting a
medical spaare less likely to buy gift certificates altogether, but when they do, it isfor afamily
member 44% of the time.

In contrast, only 24% of spa goers purchase their health and beauty products from a spa (Figure
14). Most ssimply find it too expensive. However, 34% of younger spa goers (26 to 35 years of
age) purchase their health and beauty products from a spa.

Yes

No, too expensive

No, not convenient |

No, lack of recommendation ]

No, no appreciation of product quality |

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%
Figure 14: Percentage of spa goerswho do and do not pur chase health and beauty products from a spa,

and their reasons.

Although purchasing of products over the Internet is gradually becoming more popular, only
32% of spa goers surveyed indicated that they buy spa products online, and even less (12%)
purchase gift certificates online.
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Vacation Patterns

Overdl, most of the survey respondents (94%) take at least one vacation each year, and many
(62%) take two vacations, or three or more (Figure 15). As might be expected, those individuals
who haven't been to aspain the past year take fewer vacations than spa goers. In fact, lessthan
3% of spagoers do not take any vacations.

One —_1—‘
Two # OAIll Respondents

W Visited a Spain Past Year
Three or more O Never Visited a Spa

None &

0% 10% 20% 30% 40% 50%

# of Annual Vacatior

Figure 15: Number of vacationstaken each year by survey respondents.

More than 70% of spa goers take two, three or more vacations annually. Thisis especialy true
for those who visit resort/hotel and destination spas, whereas those who visit medical spas are
more likely to limit themselves to one or perhaps two vacations per year.

Approximately 70% of all survey respondents vacation within Canada (Figure 16). The United
States and the Caribbean are also popular vacation destinations.
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Figure 16: Primary vacation destination for all survey respondents.

17



These destination choices remain fairly consistent, regardless of whether respondents have
visited aspain the past year. Asis expected due to the very nature of the spa, when compared to
other spa goers, cruise spavisitors are more likely to take vacations in the United States, the
Caribbean and Europe, and destination spa visitors are more likely to take vacationsin the
Caribbean and Europe.

About 76% of the time, both spa goers and those who have not visited a spain the past year go
on vacation with their spouse or partner. The rest of the time, they usually travel with their
children (23%) or afriend (22%). Occasionally they choose to travel alone or with another
family member, such as amother or sister. This pattern is consistent across most spatypes,
except for medical spavisitors, who are more likely to vacation with a friend (33%) or their
children (30%).

Overdl, spa goers consider it only somewhat important to have spa or wellness facilities
available at their vacation destination. However, this result is biased by the large proportion of
survey respondents that visit day spas. For those spa goers who plan to visit aresort/hotel spa, a
cruise spa, or adestination spa, the availability of spaor wellness facilities at their vacation
destination is very important.
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Survey Group Demographics

More than half of the survey respondents (53%) were between 36 and 55 years of age (Figure
17). Overal, spa goers are younger than those who have not visited a spa. In fact, 80% of spa
goers are 55 years of age or younger, and nearly half of all spa goers (47%) are between the ages
of 26 and 45. Y oung spa goers aged 26-35 use the Internet more to find spas and purchase
products, and they are al'so more likely to seek or desire additional treatments and services at
spas.

25 or younger E

36-45 [—— O All Respondents

1 \ \ B Visited a Spain Past Year
46-55 J __,_I‘ ‘ O Never Visited a Spa
56-65 EE—T

0% 5% 10% 15% 20% 25% 30% 35%
Figure 17: Age (in years) of respondents.
The magjority of survey respondents (64%) are married, and 16% are single (Figure 18). Spa
goers are more likely to be single and less likely to be widowed than those who have not visited

aspain the past year. In fact, 72% of spa goers are married or in acommon-law relationship,
19% are single, and 8% are divorced.
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Figure 18: Marital status of respondents.
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The survey respondents are a well-educated group: more than 75% attended university or college
and/or completed a postgraduate degree (Figure 19). Spagoers are particularly well educated:
more than 80% of spa goers have attended university and/or completed a postgraduate degree,
compared to only 69% of individuals who did not visit aspain the past year.

Completed post
graduate degree

Attended university /

college O All Respondents
1 B Visited a Spain Past Year
Completed high O Never Visited a Spa
school

Did not complete
high school

0% 10% 20% 30% 40% 50% 60%

Figure 19: Level of education of survey respondents.

Just over half of the survey respondents were employed full-time (Figure 20). Another 17% are
employed part-time and 19% are retired. The maority of spa goers are employed, either full-time
(58%), part-time (16%), or self-employed / business owners (3%). Significantly less spa goers
than people who have not visited a spain the past year are retired or unemployed.

Employed full-time

Employed part-time
Unemployed O All Respondents
B Visited aSpain Past Year
Student O Never Visited a Spa
Retired
g

0% 10% 20% 30% 40% 50% 60% 70%

Figure 20: Employment status of all survey respondents.
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Overdl, 10% of al survey respondents had an annua household income of more than $120,000
(Cdn), and 35% of all survey respondents had an annual household income of more than $80,000
(Cdn) (Figure 21). Spagoers had a greater annual household income than did individuals who
have not visited aspain the past year: there were significantly more spa goers at every income
level from $80,000 and up, and significantly less spa goers at the lowest income level. However,
looking at the spa goer group on its own, more than 57% of spa goers have an annual household
income under $80,000 and more than 86% of spa goers have an annual household income under
$120,000.

Under $50,000

$50,001 - $80,000

$80,001 - $120,000 O All Respondents

1 B Visited a Spain Past Y ear
$120,001 - $162,000 O Never Visited a Spa

$162,001 - $242,000

Over $242,000
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Figure21: Annual household income, in Canadian dollars.

Nearly 99% of survey respondents reside in Canada (Figure 22). Only 9 respondents (0.9%)
residein the United States, 2 in Europe, 1 in the Caribbean, and 1 in Australia. Within Canada,
most of the survey respondents were from Ontario (28%), followed by Alberta (14%), British
Columbia (12%), and Quebec (11%).

Atiantic Canadla mm——
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Ontario — OAIl Respondents
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British Columbia

=

0% 5% 10% 15% 20% 25% 30% 35% 40%

Figure 22: Place of residence of all survey respondents, where“other” includesinternational respondents
and those who did not specify in which provincein Canada they reside.
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In Ontario and British Columbia, there were more spa goers than respondents who had not
visited aspain the past year. In al other regions of Canada, there were more respondents that
had not visited a spa than spa goers.

The primary sources of general news and information for survey respondents are newspapers
(56%) and television (46%), although more than one quarter of respondents also rely on
magazines and radio (Figure 23). Nearly 24% of spa goers use the Internet as their primary
source of news and information, compared to only 14% of those who have not visited aspain
the past 12 months.
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Figure23: Primary source of news and information for all survey respondents.

When asked where they prefer to receive promotional emails, just over 30% of all survey
respondents indicated they do not like receiving such emails, with no notable difference between
spa goers and those who have never visited a spa. Approximately one-fifth of the survey
respondents indicated that they don’'t use email regularly, including 17% of spa goers and 27% of
those who have not visited a spain the last year. Of the remaining respondents, the vast majority
prefer to receive promotional emails at their personal or home email address (47% of spa goers
and 39% of those who have not visited a spa) as opposed to at their business address (only 5% of
spagoers and 2% of those who have not visited a spa).
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APPENDIX: SURVEY QUESTIONNAIRE
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