
DAYSPA Diamond honors a day spa owner who has 
mastered the art of business management.

Top Hotel/Resort Spa honors a spa within a hotel or 
resort servicing guests and the surrounding community.

Top Entrepreneur honors a day spa with multiple 
locations demonstrating impressionable business savvy 
under competitive circumstances.

Top Day Spa/Medical Spa Chain honors a business 
chain with a corporate structure that can be successfully 
replicated without the direct supervision of the  
original owner.

Rising Star honors a spa owner with less than five 
years experience with exemplary business acumen and 
industry comprehension.

Top Medical Star honors a medical spa offering  
an authentic day spa experience combined  
with (but independent of ) in-depth medical  
services and treatments to a high volume of  
repeat clients.

Top Employer honors a day spa owner with a high 
percentage of long-term employees, offers an  
outstanding benefits package and aids in employee 
professional growth.

See why these 12 spas stand out 
as the industry’s best.

Compiled by Robyn Emde, Christine Erice, Teresa Hale, Inga Hansen,  
Linda Kossoff and Andrea Renskoff

DAYSPA magazine proudly honors 12 spas for illustrating standards of 
excellence in the following areas:
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Read on 
to discover 
why these 
exceptional 
spas caught 
our attention!
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Top Boutique honors a day spa with extraordinary 
skill in buying and merchandising products to 
maximize retail income.

Top Promotion honors an exceptional promotional 
program that draws in new clients, generates word-
of-mouth advertising and attracts media attention.

Top Media Kit honors an outstanding media 
presentation by a day or medical spa.

Top Design honors a day spa showcasing 
outstanding facility design from the stance of 
functionality, originality, beauty, comfort and  
client appeal.

Top Package honors an exceptional service 
package that continually brings in new and repeat 
clients for at least a year, and generates media and 
client attention.

Top Hotel/Resort Spa

Top Day Spa/Medical Spa Chain

Top Package



pa Velia has won our 
DAYSPA Diamond Award 
as well as the heart of down-
town San Diego. Located 

on the ground floor of a high-rise office 
building loaded with professionals and 
close to shopping, restaurants, hotels 
and public transportation, this urban 
retreat is nobody’s best-kept secret. 
City Search tagged it “Best of 2007” 
for the San Diego area, and the spa 
has shown at least a 5% monthly 
increase in growth since opening in 
October 2005.

Created to fill a hole in the hectic 
downtown scene, Spa Velia provides 
San Diegans with a unique place to 
enjoy relaxing treatments. “We feel 
our spa is a home away from home 
for our clients,” says co-owner Dana 
Stallings. “We treat clients as valued 

guests, but we’re not afraid to get close 
to them. We train our staff to treat 
everyone as they would an elderly 
grandmother—not condescending, 
but respectful and nurturing.”

The spa boasts a staggering 45% 
male clientele, thanks in no small 
part to co-owner Chris Guimond, say 

Stallings and co-owner Jody Rogers. 
“Chris brings in the male perspective,” 
Stallings notes, while Rogers is quick 
to add, “He’s an astute businessman.”

Although Spa Velia caters mostly 
to locals, the owners haven’t bypassed 
the tourist market. They’ve formed 
a unique partnership with the U.S. 
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 Spa Velia                            San Diego                 www.spavelia.com

DAYSPA Diamond
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(l to r) Co-owners Dana Stallings, Jody Rogers and Chris Guimond.

San Diegans flock 
to Spa Velia, a spa 
phenomenon in 
the heart of the 
downtown area.
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Grant Hotel, a 1910 landmark offer-
ing a full range of in-room services to 
guests, as well as a dedicated suite for 
couples massages and other top-notch 
treatments.

The winning team of Stallings, 
Rogers and Guimond presents a tri-
ple threat of talent and cooperation. 
Stallings and Rogers have been best 
friends since working side by side as 
receptionists at La Costa 17 years ago. 
Stallings, ISPA’s 2007 chairperson for 
the Speaker Task Force and its 2006 
Education Committee chairperson, 
handles the spa’s public relations, mar-
keting, advertising and staff training. 

Rogers takes charge of daily operations 
and protocols, and is the customer service 
superstar. “I know it sounds clichéd,” she 
says, “but as the old saying goes, ‘People 
may not remember what you said to them, 
but they’ll always remember how you 
made them feel.’ This is the foundation of 
our customer service.”

Guimond is an entrepreneur and spa 
lover who joined up with Stallings and 
Rogers during the real estate search 
phase. He rounds out the trio with his 
unique blend of business acumen, com-
mon sense, and above all, a belief in the 
power of positive energy. 

“I believe our success stems from the 
energy, attitude and values in our per-
sonal lives,” says Guimond. “We walk 
the wellness walk.” —A. Renskoff

Nurturing and 
respect are the 
cornerstones of Spa 
Velia’s customer 
service policy.



mack in the middle of 
Miami’s signature spar-
kling water and glamorous 
sun worshippers stands 

The Spa at Mandarin Oriental, Miami, 
offering a surprising respite from its 
grandiose surroundings. Not that this 
sumptuous, 15,000-square-foot, award-
winning spa set on Brickell Key isn’t a 
stunner—just ask VIP suite occupants 
who enjoy floor-to-ceiling windows 
overlooking Biscayne Bay.

If you look closely at the spa’s 
interior design, which uses bamboo, 
rice paper, natural linen, exotic woods 
and glass, you begin to get a hint of its 
mission and concept. It’s committed 
to providing a five-star experience, 
but its true intent is to bring guests 
holistic wellness, drawing upon the 

ancient traditions of Chinese, Indian, 
European, Balinese and Thai cultures.

The spa provides guests with ritu-
als to connect mind and body, to 
help them reunite with the rhythms 
of nature. Treatments begin with a 
foot ritual that submerges clients’ feet 
into a pebble soak and conclude with 
an application of warm aromatherapy 
oil. Clients can choose to experi-
ence a Kundalini Journey, in which 
semiprecious stones stimulate the 
chakras during a stress-relieving 
massage that includes sound and 
color therapy. Or, they can opt 
for an Ayurvedic Holistic Body 

Treatment of energy-balancing mas-
sages on the body, face and scalp. 
The spa’s serious interest in ancient 
healing practices is also reflected in its 
educational efforts. Its Thai Massage 
Academy offers introductory and 
advanced-practitioner certifications in 
the technique.

Alleviating guests’ cares is a Mandarin 
Oriental specialty, even if they’re 
just passing through. The Luxurious 

Those who check into the Mandarin 
Oriental, Miami, can mentally check out 
during a number of holistic treatments 

offered at the resort’s spa. 

 Spa at Mandarin Oriental, Miami  Miami  www.mandarinoriental.com

Top Hotel/Resort Spa

S
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Layover program is designed for people 
with stopovers at Miami’s airport, a 
transfer point for many international 
flights. Travelers are picked up at the 
airport, transported the spa to enjoy 
a treatment package timed to fit their 
layover schedule, then are driven back 
to the airport with a to-go meal and spa 
travel kit.

The spa’s services and treatments, 
enhanced by the saunas, steam rooms, 
nail facilities, fitness center, exercise 
studios and massage cabanas available 
at the hotel’s Oasis Beach Club, are 
made possible by a talented staff devot-
ed to giving guests an unforgettable 
experience. “The secret to our suc-
cess is our people,” says Sharon Holtz, 
spa director. “We’re fortunate to have 
an exceptional team of professionals 
who personalize the experience for our 
guests, and truly nurture them and each 
other.” —A. Renskoff

A sparkling pool invites outdoor 
enthusiasts to soak in the Florida sun, 
while spa suites attract guests who 
prefer to soak in private. 
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 Spa Gregorie’s         Orange County, CA       www.spagregories.com

Top Entrepreneur

hen Angela Cortright 
opened up shop in 
Newport Beach in 1998, 
the look of California spas 

was bright, airy and ocean-oriented. But 
Cortright set out to create the spa she 
herself wanted to visit—a haven with 
small, private spaces filled with warm-
colored overstuffed furniture, dimmed 
lights and high thread-count sheets.  

As the former owner of a high-tech 
company, Cortright was a motivated 
businesswoman who had won several 
entrepreneurial awards. She believed 
her vision would differentiate her spa, 
and her hunch paid off. In 2006, she 
expanded to a second location.

Cortright credits team building as 
a big part of her success. Her senior 
management has remained loyal to 
her from the beginning. “We earn 
it,” she says.  “We listen to them. We 
hug. I know what’s up in their lives. 
No one here is more important than 
the next one.” 

Spa Gregorie’s is also active in the 
Susan G. Komen for the Cure. Cortright 
aligned herself with this cause because 
she felt it was the most significant issue 
to her demographic, and because her 
mother and aunt are breast cancer sur-
vivors. The spa participates in events, 
online auctions and raffles benefiting 
the Foundation, and closes to the 
public for “Greet The Day,” a once-a-
month program for cancer patients to 
receive complimentary services. While 
she feels passionate about doing chari-
table work, it also made good business 
sense and established her within the 
community. 

Cortright is a self-proclaimed “mar-
keting junkie.” She prepares frequent 
press releases for local papers and  
works diligently on leverage marketing 
with other businesses. A “Spa Date  
For Two” package includes a $15 voucher 

for participating local res-
taurants (in turn, they pro-
mote the spa); “Sticks & 
Stones” offers a discount 
to area golf courses; “Bon 
Appétit Retreat” brings the 
guest to the spa while a 

gourmet chef prepares a meal at his or 
her home; and the list goes on. 

Cortright recently organized a 
roundtable for local spa owners to 
meet and share ideas. “As a group we 
can continue to improve the spa com-
munity,” she says. “I don’t see other 
owners as competition, I think of them 
as my colleagues. Anytime anyone 
visits a spa, it’s good for all of us.” 
—A. Renskoff

DAYSPA      December 2007
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Spa Gregorie’s 
provides warmth and 
comfort to clients, 
and outreach to the 
community at large.
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eni Garrett is a visionary. 
Raised in rural south Texas, 
her first entrepreneurial ven-
ture was in the cattle busi-

ness while she was still in high school. 
She then traveled monthly to Dallas to 
market her clothing and jewelry business. 
After attending college and working as a 
cost analyst in the healthcare industry, she 
hatched a new vision.  

“The day spa market is fragmented, 
and the consumer never knows what she’ll 
experience from one spa to the next,” she 
says. “My dream was to create a trusted, 
distinctive brand. The Woodhouse Day 

Spa was created out of a necessity for con-
sistent spa experiences.”  

Garrett opened her flagship spa in 
Victoria, Texas, in 2001. Deciding to 
expand with both franchises and com-
pany-owned locations, she opened eight 
more spas by 2004. Today, the multifac-
eted organization offers franchise and 
real-estate development, loan and design 
assistance, operational and marketing 
support, training and more.  

With 23 locations throughout the 
United States, and an additional five 
in development, The Woodhouse Spa 
Corporation is poised to be the Starbucks 

of the spa industry. Its goal is to have 100 
spas opened by the end of 2012, and it 
looks like Garrett’s vision is right on track. 
She hasn’t even celebrated her 30th birth-
day, which will take place in 2008.

Garrett has also created the “99 
Elements of The Woodhouse Experience.” 
These steps outline what each spa must 
deliver to its guests to ensure that expec-
tations are met or exceeded. “The spa 
treatment is just one of the 99 ele-
ments,” says Garrett. “We have created 
a holistic experience beginning with 
the guest’s first call to make an appoint-
ment and ending with a handwritten 

thank-you note in the mail.”
With private label products, a retail 

outlet at every location and new services 
constantly being developed to continue 
the spas’ success, The Woodhouse Day 
Spa is an attractive opportunity for busi-
ness owners. “Our experience has been 
wonderful,” says franchise owner Maurita 
Elias. “We’ve been involved in two other 
franchise systems, and they don’t com-
pare with The Woodhouse. We’ve been 
so impressed with not only the knowl-
edge and organization of the company, 
but more importantly, the integrity of 
the people involved.” —A. Renskoff

 Woodhouse Day Spas        Nationwide       www.woodhousespas.com

Top Day Spa/Medical Spa Chain

J
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With her 23 Woodhouse Day Spa locations, Jeni Garrett (top-left photo, center) is meeting the relaxation needs of communities throughout the United States. 

http://www.woodhousespas.com
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personal pursuit for qual-
ity skin care gave Colette 
Courtion all the motivation 
she needed to open her own 

clinic. Her confidence came from more 
than 11 years of marketing, finance, and 
new product and business development 
experience at Pepsi-Cola, Starbucks 
Coffee Company and venture capital 
firm Maveron. 

Calidora Skin Clinic came to life in 
2005 after Courtion formed a core team 
of skilled medical and aesthetic practi-
tioners, and “out-of-the-box” thinkers. 
“Calidora was born out of my own frus-
tration and personal experience,” she 
explains. “I wanted glowing, flawless 
skin, but as a busy professional woman, 

I didn’t have the time to research the 
treatments that would be most appro-
priate for me. I found I wasn’t alone; 
friends, family and business colleagues 
had similar experiences.”

Under the direction of Calidora’s 
chief medical officer and respected plas-
tic surgeon Richard Baxter, M.D., the 
clinic offers more advanced treatments 
than do traditional day spas. It also 
provides more personal service than is 
found in physicians’ offices. Its innova-
tive skincare program, The Calidora 
Skinplan, uses photo-imaging technol-
ogy to holistically analyze clients’ skin, 
measuring key factors such as pigmen-
tation, pore size, moisture, pH levels 
and UV damage. 

Based on the analysis, a team of 
experts develops a personalized skin-
care plan. It includes recommendations 
for custom-designed rejuvenation treat-
ments and an at-home regimen to com-
plement clinical treatments. 

Calidora’s dedication to improving 
people’s lives extends beyond prob-
lem skin. The clinic supports philan-
thropic organizations that promote 
health, social services, and art and cul-
ture in the community. Cystic Fibrosis 
Foundation, Dress for Success Seattle, 
Pacific Northwest Ballet and Ronald 
McDonald House are some of the not-
for-profits that benefit from the compa-
ny’s corporate giving program.

There are currently four locations in 
western Washington, 
including Seattle and 
Bellevue. The success-
ful business model is 
steering the company 
toward national expan-
sion. “People come to 
us with their skin prob-
lems, and leave with 
answers and a plan 
that leads to healthier, 
more vibrant skin,” says 
Courtion. —R. Emde

 Calidora Skin Clinic               Seattle   www.calidora.com

Rising Star

A
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amille Meyer understands 
skin care. Recognizing a 
growing niche for medical 
treatments administered 

in a spa-like setting, Meyer used her 
decade-long career as a surgical special-
ist and researcher for the Federal Drug 
Administration as a launchpad for her 
New York City-based TriBeCa MedSpa. 

“Retail medicine is the next wave 
in the beauty market,” says Meyer. 
“We recognized the need 
for clinical services in a 
professional, retail medi-
cal environment, and we 
planned to give the tra-
ditional spa experience a 
serious turn.”

Launched in October 
2006 and staffed by a team 
of eight aestheticians, plas-
tic surgeons and physician 
assistants led by Gerald D. 
Ginsberg, M.D., TriBeCa 
MedSpa is committed to 

delivering skincare treatments that 
rejuvenate mind and body. “Hiring the 
most knowledgeable and experienced 
people is vital. We treat our clients 
well, which leads them to generate a 
positive buzz through word of mouth,” 
says Meyer. 

Meyer spends countless hours 
researching and testing treatments 
before using them on clients, which 
has proved profitable for her busi-

ness. “I personally test 
treatments for three 
months. If I don’t see 
and experience notice-
able results, I won’t 
offer that treatment to 
clients. I can’t sell a 
service I don’t believe 
in,” says Meyer. This 
attitude helped build 
long-standing trust 
between business asso-
ciates and clients. 

Amid the hustle 

and bustle of busy urban life, TriBeCa 
MedSpa offers a spacious and relax-
ing retreat, something Meyer believes 
is also a key to her continuing suc-
cess. Inside the 2,300-square-foot spa, 
warm, earthy tones envelop the senses 
and encapsulate the mind while a cas-
cading water wall and newly picked 
flowers provide a breath of fresh air. 

Each of the four treatment rooms 
is designated for a particular service.
They give guests the privacy and pro-
fessionalism they desire. 

The spa menu offers customized 
cosmetic procedures to accommodate 
hectic schedules. Simple skincare 
treatments are designed to counter-
act the smog-prone, stress-filled city 
environment. “Our knowledge of skin 
health combined with a focus on cos-
metic improvements has led to our 
success,” adds Meyer. 

“Cosmetic surgery is our forté, men 
and women walk out our doors with 
results that are immediate and more 
remarkable than if they had gone to 
a dermatologist’s office.”

TriBeCa’s signature regimens 
include stem-cell therapy, medical 
pedicures, injectables and advanced 
laser treatments. By listening to cli-
ents’ needs and concerns, Meyer stays 
connected with them on a personal 
level—something she feels aids her 
growing business. 

“Our clients come first,” says Meyer. 
“We consult with each candidate prior 
to their undergoing a treatment, and 
continuously monitor their results for 
effectiveness and satisfaction. We treat 
our clients well, and that’s the most 
important part of any successful busi-
ness.” — C. Erice

A tranquil ambiance combined with high-
end amenities help make each treatment at 
TriBeCa special.

  TriBeCa MedSpa           New York City       www.tribecamedspa.com

Top Medical Spa

C
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oing the extra mile for cli-
ents is an industry standard, 
but Tina Morschauser 
and Gretchen Brown 

found success by doing it for their 
staff. The owners of Rejuvenation 
Spa in Madison, Wisconsin, attract 
top talent with perks and benefits 
that include paying 50% of employ-
ees’ healthcare costs and 50% tuition 
reimbursement (up to $500 per 
employee annually). 

Morschauser and Brown retain top 
talent by making teamwork and com-
munication a top priority. “When I 
took over the spa in 1997, I immedi-
ately switched the staff of independent 
contractors over to commission,” says 
Morschauser. “In 2001, we went to 
team-based pay.”

The team-based pay system 
encourages employees to work 
together to reach common sales 
goals. Once these are achieved, 
each member receives a por-
tion of the profits. Individual 
performance reviews are also 
conducted three times a year. 

“This helps us recognize 
who’s magnifying her role and 
who needs more motivation,” 
says Morschauser. “It also 
makes staff members account-
able for their own success while 
fostering a team mentality.”

These one-on-one meetings 
keep the lines of communica-
tion open. In addition, paid 
monthly team meetings focus 
on employees’ personal, finan-
cial and spiritual growth. 

Morschauser and Brown 
believe it’s important to provide 
plenty of positive feedback and 
recognition. Each week, they 
recognize one stellar employee 

with a handwritten thank-you note 
and small gift. Each staff member 
receives flowers for her birthday, and 
spa anniversaries are celebrated at 
monthly staff meetings. Five-year 
anniversaries with the spa are reward-
ed with two weeks paid vacation and 
a gift valued at $250.

“Each fall, we host a dinner 
cruise with an awards ceremony for 
our staff,” says Brown, who joined 
Rejuvenation Spa in 2000. “We also 
host three other appreciation events 
throughout the year.” 

Past functions have included a 
summer pool party, rock climbing day 
and a group yoga session. Once a year, 
the owners turn the tables and invite 
staff members to review them. 

“They provide written, anony-
mous reviews of our manage-
ment and the benefits we offer,” 
says Brown. 

The evaluation asks employ-
ees to share comments and rate 
the benefits they value most. 
The questionnaire ends by ask-
ing, “If you could change one 
thing at Rejuvenation Spa, 
what would it be?”

The feedback allows the 
owners to review operations. 
They can also pick up on any 
grumblings of dissatisfaction 
before they become a disrup-
tive roar. 

“We wanted to create an 
environment where people 
enjoyed coming to work, had 
an investment in the company, 
and a desire to share input and 
ideas,” says Brown. —I. Hansen

G

 Rejuvenation Spa         Madison, WI          www.rejuvenationspa.net

Top Employer

(l-r) Tina Morschauser and Gretchen Brown.

Company-sponsored events such 
as rock climbing foster team 
building skills while helping boost 
company morale.

http://www.rejuvenationspa.net
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hat inspires a spa’s design? 
For some, it might be a 
particular space, a color 
scheme or an overall style. 

For SenSpa founder Dave Spencer, 
inspiration came in the form of a life-
altering experience, which ultimately 
led to the birth of San Francisco’s larg-
est day spa.  

Spencer lost a leg and partial use of 
one hand in a near-fatal car accident 
26 years ago. During a long, intensive 
recovery, he came to embrace holistic 
healing. After graduating from college, 

he focused on building a spa-oriented 
business devoted to wellness.

In 2004, Spencer’s search for a 
space with inherent character ended 
in the historic Presidio district. An 
early 20th-century, 13,000-square-foot 
medical supply building in dire need 
of renovation would become home 
to SenSpa. The two-year project was 
undertaken by TSAO Design Firm. 
“When Dave told me his story, I decid-
ed that I’d do whatever it took to help 
bring his vision to life,” says Jonathan 
Tsao, the firm’s founder. 

“My goal was to offer people a place 
in the city where they could escape 
without actually leaving,” says Spencer. 

SenSpa encourages a tailored, com-
prehensive approach to wellness, which 
Spencer believes sets it apart. “We’re 
not single-treatment oriented; we’re 
here to put people on a path to better 
health. We want a commitment.”

Adding modern touches and func-
tionality is part of any renovation. 
But in this case, respecting the struc-
ture’s integrity and complying with 
city regulations took precedence. “We 

  SenSpa                           San Francisco                 www.senspa.com

Top Design

 PHoToGRAPHS BY DAvID WAKELY
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[Carryover Head]

wanted to retain and restore the original 
features, instead of fighting or hiding 
them,” says Spencer. The result was a 
successful marriage of design intent and 
historic preservation.

East meets West in the spa’s treat-
ments and its interior design, which is 
intended to mentally transport clients to 
a space far from the city. Complementary 
contrasts are found throughout—from 
cool and warm colors to classic and con-
temporary accents. Unlikely pairings, 
such as foliage and metal, water and fire, 
exist in harmony.

The SenSanctuary was created for 
posttreatment relaxation. “If there’s 
nowhere for clients to go, they go 
straight to checkout,” says Spencer. 
Here, they can lounge as long as 

they’d like before returning to the 
real world.” 

A service corridor that extends 
throughout the treatment area adds 
an extra entrance/exit to each of the 
14 rooms. “The functionality is inge-
nious,” adds Spencer. “There’s a door 
in front for clients and one in back for 
therapists. This way, a client will never 
have to dodge a linen cart.”

Tsao relates that the exchange 
between Spencer and the design team 
was highly interactive and meaning-
ful. “We went back and forth with 
sketches, ideas, opinions and alterna-
tives until the design mirrored what 
Dave had in mind.” 

Or perhaps, more importantly, what’s 
expressed in his heart. —T. Hale

See more of SenSpa in “Inspiration,” 
page XX. 

Behind its original but ordinary exterior (right) lies a sensational space that boasts a Warming Room 
(left) and a Garden Lounge (above). See more of SenSpa in “Inspiration,” page 156.
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eceiving honors from a 
spa magazine would have 
seemed like an outland-
ish thought to Tracy Cook 

when she opened Tre Balm in 2003. 
That’s because her new business wasn’t 
even a spa then. Cook, 
who’d decided to end a 
10-year winning streak 
as a technology sales and 
marketing executive for 
something nearer to her 
heart, opened her tiny, 
upscale European boutique 
in San Francisco’s Presidio 
Heights without any plan 
to offer spa services.

However, when Cook’s 
loyal shopping clientele 
began mentioning how 

nice it would be to receive a beauty 
treatment or two in the location’s 
private, soothing atmosphere, her 
marketing savvy came to the fore. It 
was a matter of months before she 
expanded her space, dedicating about 

two-thirds of it to spa 
services such as facials, 
massage and makeup.

Today, Tre Balm 
receives recognition 
as a 1,200-square-foot 
jewel. It caters to distin-
guished San Franciscans 
and TV celebrities, such 
as Rashida Jones from 
Boston Public and Cheryl 

Hines from Curb Your Enthusiasm. 
Locals who visit the spa/boutique con-
sistently give it five-star ratings.

As for the 400-square-foot boutique 
that started it all, Cook maintains the 
same strategy with which she started. 
“I keep the boutique space unique,” she 
says. “I don’t go to gift shows. I stay out 
of the mainstream, looking for special 
items through my travels and going to 
mom-and-pop shops.”

Cook keeps her boutique stocked 
with exquisite jewelry, elegant hostess 
gifts, exotic perfumes, and stylish hand-
bags and apparel (huge sellers, Cook 
reports). She also carries bath/body 
and skincare products. “We sell the 
same products that we use in our treat-
ments, and these range from clinical to 
exotic,” she explains. —L. Kossoff

 Tre Balm                    San Francisco    www.trebalm.com

Top Boutique 

R

Tracy Cook (left) traveled an 
unusual road to spa success.

http://www.trebalm.com
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 Eviama Life Spa                  Philadelphia               www.eviama.com

Top Package

hen Philadelphians need to 
escape the urban hustle and 
bustle, they slip into the 
peaceful, green-designed 

Eviama Life Spa. Since 2002, Penny 
Ordway and her staff have provided 
clients with holistic services meant to 
enhance their beauty, health and lives. 
For a truly transformative experience, 
Ordway offers the four-and-a-half-hour 
360 Degrees Day Trip ($439).

Although her services have an 
“ayurvedic flavor,” Ordway is careful 
to ensure her clients that she can’t 
make any medical claims. In keeping 
with the principles of ayurveda, she 
asks questions regarding a client’s ten-
dencies in body temperature and food 
preferences to help customize treat-
ments accordingly. 

The 360 Degrees Day Trip treat-
ment features:
•  Durga Divine Ayurvedic Facial. 

Clients receive personalized cleans-
ing, exfoliation, steam, extraction, 
clay mask, marma-point (similar to 
acupressure point) therapy and a 
treatment mask.

•  Sauna Warm-Up. Relaxing in the 
heat, clients can experience the  
long history of burning cedar for 

medicinal and religious purposes.
•  Herbal Body Exfoliation. After 

a dry brushing with attention to 
lymphatic drainage, aromatherapy 
compresses are applied to the body. 
They range from spruce to rosemary 
to lemon, depending on any dosha 
imbalances. Next is exfoliation with 
plant mixtures that might include 
millet, kelp, oat straw, lavender and 
honey, followed by toweling off with 
more aromatherapy.

•  Rose Body Massage. The client 
enjoys a customized massage with 
rose body oil, which is thought to 
nurture the heart chakra.

•  Foot Reflexology with Color 
Shower. The therapist uses a hand-
held light with colored lenses to 
stroke the feet. Circulation problems 
are thought to benefit from green 
light applied to the top of the foot 
and red to the sole, whereas the 
immune system might be strength-
ened by violet to the tops and yellow 
to the soles.

•  Guided Meditation. Clients are 
asked if there’s something they’d 
like to work on in their lives such as 
reconnecting their body or breath, 
or improving their self-image. A 

therapist then talks them through 
meditation and relaxation.
Ordway recommends the package 

as a way to transition from season to 
season, or to support a life change such 
as a move or new career. “It invites 
the body to accept the shift,” she says.  
—A. Renskoff
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In a space designed 
with environmental 
integrity, Eviama Life 
Spa offers holistic 
therapies and energy 
work. Its 360 Degrees 
Day Trip treatment 
encourages self-
healing, finding inner 
peace and nurturing 
the human spirit.

http://www.eviama.com
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aptain Terry Kirkwood of 
the U.S. Army was look-
ing for ways he could 
provide supportive lei-

sure activities to families stationed 
at Fort Dix in New Jersey. He wanted 
to give those who served in Iraq, or 
spouses of those currently there, some 
well-deserved TLC. Coming up with 
the idea for a spa day, he visited local 
spas and struck a deal with 800 West.

Owners Linda and Raymond 
Orsuto agreed to give the Fort  
Dix group 50% off all facials and  
massages. Twenty members of the  
800 West staff volunteered to work 
the event for 50% of their regular pay. 
Local restaurants donated platters of 
food, and beauty vendors gave away 
nail polish and sample-size goodies for 
a take-home bag. 

The Orsutos decorated the spa 
with flags and red, white and blue 
to welcome their honored guests. 
Everything was shaping up to be a 
day of hospitality and giving back, but 
what happened next took the spa and 
half of New Jersey by storm.

Apparently, when the Army’s 
public relations contacts the press, 
the media jumps to attention. Thus, 
much to the Orsutos’ surprise, the 
local newspaper and every TV news 
channel in the Philadelphia metro-
politan area showed up to cover the 
event. “If I’d known, I would’ve done 
my hair better that day,” says Linda. 
“And, I wouldn’t have complained 
to Raymond that the balloons were 
so expensive.”  

The news corps swarmed for hours, 
turning the day from one meant 
for relaxation into one giant party. 
“Imagine having a news crew in 
the treatment room with you while 
you’re doing a facial,” says Linda. 
“And the guests loved it. They were 

being interviewed while they were 
getting massages.” 

The spa repeated the special offer 
for the Fort Dix families on Veterans 
Day and granted them an anytime 
discount of 20%. Linda’s still receiv-
ing calls and emails from people 
throughout the area who were moved 
by the goodwill. She says, “A woman 

who’d never been to our spa called 
and booked our most expensive treat-
ment, because she was so touched 
when she heard about the event.”  
—A. Renskoff

 800 West Salon & Day Spa        Marlton, NJ       www.800west.com
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Army servicemen and women, as well as their 
spouses, were treated to a special day at 800 
West Salon & Spa.
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edia kits are generally 
judged on the usefulness, 
quality and organiza-
tion of the information  

presented. Silken Tent fares excep-
tionally well. 

Its kit contains the components 
necessary to educate and entice the 
media. Press releases tell the spa’s 
story and the owners’ bios, a DVD 
includes images, and brochures 
describe services and packages. Press 
clippings are few, because Silken Tent 
opened only six months ago. 

Understated beauty makes this 
media kit stand out. From the design 
to the specialty papers, it appeals to 
the senses of sight and touch. 

Two-color printing in plum and 
tangerine, and a silk ribbon wrapped 

around the folder, add sophisticated 
flair. Continuity is achieved through 
repeated use of circular icons and con-
tact information conveniently printed 
on each piece. 

The spa’s highly interpretive logo also 
appears in various incarnations through-
out the design. “Some see a flower or a 
lotus leaf; others see a wood-cut print. 

It’s really just a beautiful, organic 
shape,” says Tiffany Cannon, who 
co-owns Silken Tent with Sherri 
Stewart.

Kurt Houser of dk Design 
Partners in New York City is the 
creative force behind Silken Tent’s 
brand identity. He also designed 
the media kit. “We feel it demon-
strates to people who don’t know 
us what our space would be like if 
they came to visit,” says Cannon.

A surprising yet suitable addition 
to the kit is a printout of the Robert 
Frost poem “The Silken Tent,” layered 
beneath translucent vellum. “People 
ask about the inspiration behind our 
name. Since this is a media kit, we 
thought we’d address that question up 
front,” says Cannon. —T. Hale 

 Silken Tent                        Glenview, IL     www.thesilkentent.com

Top Media Kit
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