Raising the ‘Spa’ «©

AN OVERVIEW OF SPA MARKETING AT THE CONISTON HOTEL COUNTRY ESTATE & SPA
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1. The Intro
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* Independent family-owned destination hotel. wnforth
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« Located on an estate in the Yorkshire Dales. -aster
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2. The Context

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.



3. The Campaign

Mission: Specific
To successfully rebrand and relaunch our spa to position it as
the ‘must visit’ wellness destination in the North of England,

= ] . Measureable
driving awareness and increasing spa related revenues.

Objectives:

Attainable
1. Identity Creation 4. Assets & Content
2. Website Visitors 5. Press Coverage
3. Digital Engagement 6. Spa Day Bookings & Revenue Relevant
Target Market:
Females/couples, 20 — 35 years within a 90-minute drivetime.

Time Based
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4. The Campaign - Branding

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

Simon Mainwaring — Brand Strategist
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3. The Campaign - Branding




3. The Campaign - Branding
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3. The Campaign - Assets «©

 Tailored to audience and situation.

* Incorporating technology.

« Image and video led.




3. The Campaign - PR

- Dedicated Spa PR plan. mailOﬂ“ﬂe
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Then bring that relaxed feeling home with takeaways
from the treatment menu

» Virtual press event.

« ‘Always On’ press visits.

In &l henesty, Fve never Daen terribly 9ood at continang The spa moad once | get
homae, Usually, by the time I'm on my retuen journey, [ can feel all the relaxation
Caszipating like o burst balloon. But aftor a couple of recent spa jaunts I've started to
make moce of an efforn 1o keap the weliness fires buring

* Influencer strategy — micro and mid-tier.
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The tde started turming after a trip 10 -
vist The Coniston Motsl Country Emate
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- Worked with industry partners. pagU|d (hacontanmotat com), whch wis

Included n my best spas round-op
carlier this yoor (find the guide
you.co.uk). This very specal family
owrad and apermed verun has made
some updates over lockdown with a
rencvated restaurant, bar and soa, set

ROFESSIONAL
b @O U | y around the rescrt's glorious lake. )
recommaond the ssaweed option in the
cutdooe trestment bath, below, which

locks out over &)

« Awards.

 News commentary and storytelling.

The reason | visitad Coniston this teme
was the addition of cannabiciol (CRD)
beand Oto to the treatment menu and 10
trigl s Amplily Sgeature CB0 Massage
Expecience (from £120), which deploys bamboo rollers 10 belp ease muscle tension
ond the spa version of its Amplity Boay OM
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3. The Campaign - Digital & Social

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

4. The Results

THE The best day spas in England

- National coverage in Daily Mail, Good et s v e
Housekeeping, The Telegraph, The Times etc.

_ BEST FOR... A cosy stay
* Average CPC of £0.17 and 625,000 views on in the countryside

dedicated Spa web pages. e cowsron
: ESTATE & SPA, | SUNDAY:EXPRESS
 Broadened audience YORKSHIRE

 Membership budget reached, prior to reopening.

65 + Years

55 - 64 Years

* Increased Spa Day revenue by 60%.

35— 44 Years

« Awards recognition.

hotel
marketing
association
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5. The Summary

* Involve marketing team early on in projects.
« Be authentic.

» Prioritise press. “If | was down to my last dollar, |
would spend it on public relations.” — Bill Gates

- Embrace technology.

« See your Spa as a separate entity.



Thank You
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NADARRA BLOSSOM MACLEOD'S THE VIEW
The Coniston Hotel Country Estate&Spa |  Coniston Cold, SKkipton, North Yorkshire BD23 4EA

Tel: (+44) 1756 748080 | Email: info@theconistonhotel.com | Web: theconistonhotel.com



