
A N  O V E R V I E W  O F  S P A  M A R K E T I N G  A T  T H E  C O N I S T O N  H O T E L



1 . T H E  I N T R O

2 . T H E  C O N T E X T

3 . T H E  C A M P A I G N

4 .    T H E  R E S U L T S

5 .    T H E  S U M M A R Y



• Independent family-owned destination hotel.

• Located on an estate in the Yorkshire Dales.

• Bedrooms, cottages, bar, restaurants, function 
spaces, outdoor activities, and a spa.



• The Coniston Spa originally opened in 2015.

• Well-equipped hotel leisure facility.

• Ambitions to be leading wellness destination.

• Reinvestment and redevelopment in lockdown.

• Relaunch date agreed as April 2021.



Mission:

To successfully rebrand and relaunch our spa to position it as 
the ‘must visit’ wellness destination in the North of England, 
driving awareness and increasing spa related revenues.

Objectives:

1. Identity Creation
2. Website Visitors
3. Digital Engagement

Target Market:
Females/couples, 20 – 35 years within a 90-minute drivetime.

4. Assets & Content
5. Press Coverage
6. Spa Day Bookings & Revenue



“The key to brand success is self-definition, transparency, authenticity and accountability.”

Simon Mainwaring – Brand Strategist



- R E L A X  I N  T H E  L A N D S C A P E  O F  L U X U R Y  -



W H Y  N À D A R R A ?

Nature Family

Contour Heat Form





• Tailored to audience and situation.

• Incorporating technology.

• Image and video led. 



• Dedicated Spa PR plan. 

• Virtual press event. 

• ‘Always On’ press visits.

• Influencer strategy – micro and mid-tier.

• Worked with industry partners.

• Awards. 

• News commentary and storytelling. 



Dark Skies Dome Dining

Sunset Spa Sessions

Stay Grounded Spa Days

Private Spa Garden Baths



• Pre-launch PPC and paid social campaigns.

• Focused on SEO and organic content e.g. blogs and online press coverage. 

• Prioritised social media – creation of separate channels.

https://www.tiktok.com/@theconistonhotel/video/7214130199670115589?is_from_webapp=1&sender_device=pc&web_id=7184522198681110021


• National coverage in Daily Mail, Good 
Housekeeping, The Telegraph, The Times etc. 

• Average CPC of £0.17 and 625,000 views on 
dedicated Spa web pages.

• Broadened audience

• Membership budget reached, prior to reopening.

• Increased Spa Day revenue by 60%.

• Awards recognition.
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• Involve marketing team early on in projects.

• Be authentic.

• Prioritise press. “If I was down to my last dollar, I 
would spend it on public relations.” – Bill Gates

• Embrace technology. 

• See your Spa as a separate entity.



Kate Ecob

Marketing & Sales Manager

kate.ecob@theconistonhotel.com

linkedin.com/in/kate-ecob/


