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SPAS: OPPORTUNITY IN DEVELOPING NATIONS 

The objective of this paper is to understand the level of knowledge of consumers about 

spas, their services, products and their benefits. Spas are slowly regaining their prominence 

in society and are expected to grow well despite turbulence in the economies. As they pro-

vide a huge entrepreneurship opportunity especially in the developing nations, it was 

thought appropriate to investigate how much consumers were aware of spas. For this pur-

pose, awareness of the existence of spas, their types, services offered by them and the bene-

fits derived from them were selected as the indicators. Applying exploratory-diagnostic 

research design, the data was collected on a sample size of 200 people, residing in the USA 

and India. Then, a percentage analysis was conducted to understand the people’s awareness 

level. The study proves that the spa cognizance level in the consumers is very high and 
people are aware of not just the different types of spas and their services but also of the 

physical and psychological benefits accrued from them. This paper aims to attract entrepre-

neurs towards developing their own units or in alliance with existing hotels, as spas provide 

a solution to one of the most prominent health issues of modern times, namely stress. 

Moreover, as it is not a capital intensive venture, it provides a lot of opportunities for 

startups in developing economies like India. 
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1. INTRODUCTION 

As the true worth of an entrepreneur is seen through the value his idea adds to 

the current market, this research paper is aimed at acting as a catalyst to their inno-

vative approaches by awakening the stakeholders of the interrelated hospitality, 

tourism, medical and beauty industries to the charms of the old spa industry. It is 
assumed that a product occupying a higher cognition in the consumers’ minds has 

more chances of acceptance in the market, especially if it claims to benefit the 
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mind, body and soul. Hence, to allure the entrepreneurs of these industries towards 
spas, an attempt was made to explore the level of cognizance of the consumers 

about spas, their services and products. For this purpose, using the non-probability 

purposive spa sampling technique, a survey of 200 spa consumers in India and 

USA was conducted. The chosen indicators included awareness about types of 
spas, spa service and of psychological and physical benefits from them. It was 

found that the awareness level of consumers about spas and their various classifica-

tions is significant enough for the stakeholders to take notice of them (94%) and an 
equally high degree of cognition about the physical and psychological benefits 

from their services (84 and 90% each) warrants dynamism in the market and an 

open invitation to businesses to cash in on this knowledge. It is expected that the 

findings would entice entrepreneurs to explore this area especially in the develop-
ing nations. It is also anticipated that the study would act as a basis for further re-

search in the area of consumers’ perceptions and the prevalent situation of the spa 

industry. 
The market is showing an insatiable appetite for quality products with an im-

mense scope of profitable business for a well-researched product. The key to suc-

cess is the right prospect turned into a quality product or service at the right time. 
This paper is an attempt to allure entrepreneurs with the spa industry which is 

showing huge promises in terms of growth and opportunities. Today, spas are re-

claiming their historic position in the economy. Their physical and psychological 

uses have been well documented now. It is already a well-established industry in 
the western world with robust associations of its own and support from the go- 

vernment. While in the developing nations, despite being the pioneer of some of 

the most popular services, it is still in its nascent stage.  Yet, the industry world-
wide offers good chances of growth since it claims to provide a remedy for stress, 

one of the most prevalent problems of the modern world. In today’s modern world, 

stress affects everyone irrespective of age, gender or profession. Spas are promot-
ing themselves as a heaven for relaxation and rejuvenation. Hence, it was thought 

to under that and the stress full times of hold a momentous position in the economy 

today. Apart from bestowing beneficial results on the physical and the psychologi-

cal health of a person, they have a very positive effect on the economy and the 
tourism of a destination. Just like olden times, they are currently increasing their 

status in today’s society. This industry has gained a lot of prominence in the West 

and is counted among the developed ones. In the developing nations, it is still in its 
infancy stage, though it shows lots of promise of growth in the future. Keeping 

these facts in mind, this research was conducted to understand the present status of 

the spa industry in the USA and India. For this purpose, the awareness levels, the 

people’s perception of spas and their services and their benefits were chosen as the 
main indicators. The study reveals that the consumers’ awareness level of the spas, 

spa industry is quite significant and that these indicators have divulged the present 

position of the industry by giving a clear picture of the cognizance level of the spas 
in the consumers’ mind and the degree of cognizance of the services and their pay-
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backs. The comparison has provided us with a platform for finding the scope of 
their improvement.  The findings of the study prove that not much of a difference 

exists in the awareness level of consumers across the continents. 

2. LITERATURE REVIEW 

According to Schumpeter, an entrepreneur is willing and able to convert a new 

idea or invention into a successful innovation. Entrepreneurship employs what 

Schumpeter called "the gale of creative destruction to replace in whole or in part 
inferior offerings across markets and industries, simultaneously creating new pro- 

ducts and new business models.  Thus, creative destruction is largely responsible 

for long-term economic growth. The spa industry is looking for this creative de-
struction in order to witness the bright revival especially in developing economies. 

According to Shane and Venkataraman, entrepreneurship comprises both "enter-

prising individuals" and "entrepreneurial opportunities", and this research aims at 
bringing the two closer. As per the study conducted by Farris at al., "Awareness, 

attitudes, and usage (AAU) metrics relate closely to what has been called the Hier-

archy of Effects, an assumption that customers progress through sequential stages 

from lack of awareness, through initial purchase of a product, to brand loyalty." It 
is hoped that with an adequate consumer awareness level about spas and their ser-

vices, entrepreneurs can devote their energies to the creation of purchases and de-

veloping customer loyalties. David A. Aaker has outlined the following dimensions 
of a market analysis: Market size (current and future), Market trends, Market 

growth rate, Market profitability, Industry cost structure and Distribution channels. 

The spa industry promises a bright future and has ample scope for growth. Ameri-
can spas made $9.7 billion in revenue last year, according to the International Spa 

Association. Not just this, according to research by IBISworld, The Health and 

Wellness Spas industry has low barriers to entry. The industry is in the mature 

stage of its industry life cycle, and companies are slowly entering the industry to 
satisfy the slowly rising demand. Competition within the industry is high and in-

creasing, however, which does present a slight barrier for potential entrants. Startup 

costs are low, as new entrants need only to rent a space and purchase relatively 
cheap equipment. All this speaks for a lot of scope for entrepreneurs to jump in the 

profitable business opportunities. 

Similarly, specifically for developing economies like India, in the words of Mr. 

Rajesh Sharma, President of the Spa Association of India, “The future of Spa in-
dustry is very promising and India is looking for opportunities to supply spa thera-

pists all over the world. In the coming years, spas would take over the wellness 

industry.” He also stressed that it is no longer a luxury for people. All the existing 
studies refer to a profitable robust future of the spa industry but fail to talk about 
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the awareness level of consumers about the spa industry and its products. This pa-
per aims to fill in this gap and expects to benefit the stakeholders of spa and allied 

industries. 

3. MATERIAL AND METHODS 

This paper is an attempt to understand the level of cognizance in the minds of 

consumers with respect to spa types, services, products and their benefits. For this 

purpose, exploratory-diagnostic research design is employed in this research. The 
scope of the study is confined to the spas in India and the USA. However, within 

the countries, the scope is limited to the people residing in and around New Delhi 

in India and Los Angeles in USA. The survey sample consists of 200 respondents, 
100 from each country. The two countries were chosen because of their different 

level of development of the spa industry, in order to get a comprehensive view of 

the cognition level of people globally. On the recommendations of experts, the 
number of respondents was kept equal for the two countries. The samples were 

selected by applying non-probability purposive sampling. 

For the primary data, a single set of questionnaires was prepared for the people 

residing in the two countries and the responses were measured on a five point scale 
of satisfaction. The purpose of the survey was to understand the look into the prev-

alent situation of the industry in the two countries. Questions were asked about the 

awareness of the respondents regarding types of spas and their services. All the 
statements pertaining to various parts were structured and the responses of the re-

spondents have been measured on a Likert type five point scale. The collected data 

was thus analyzed through standard descriptive percentage analysis in order to 
provide a simplified picture of the level of knowledge about spas and their services 

in the consumers’ mind. 

This study is based on the hypothesis that the awareness level of people about 

spas and their services is quite high. The research is limited by the lack of time and 
money to conduct a more comprehensive survey. Also, the responses might not be 

the actual reflection of the mindsets of the respondents. 

4. RESULTS AND DISCUSSION 

To understand the cognition level of people about spas and their services, a per-

centage analysis of some of the indicators like awareness level was conducted, and 
it was found that various aspects of spas, like awareness level, are significantly 

high. This information, combined with the fact that relaxation and stress busters are 
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the most demanded commodities in today’s stressful times, can be used to attract 
stakeholders in related industries and hawks looking for profitable opportunities in 

the market to invest in these markets. 
 

Table 1. Present status of the awareness level of people – a percentage analysis with respect 

to spa types, services available and their benefits (own preparation) 
 

S. 

No. 

Description of the indicators 

and items of each indicator: 
Obtained Score 

Percentage Score 

N = 1000 

1 Awareness of the services provided by the spas: 

a Various Massages 977 98 

b Various Facials 957 96 

c Manicures 957 96 

d Pedicures 956 96 

e Body Wraps 941 94 

f Fitness Training 925 93 

g Cosmetic Procedures 920 92 

h Body detoxification programs 954 95 

i Nutritional Counseling 932 93 

 N = 9000 8519 94 

2 Awareness of the following PHYSICAL benefits from the spas: 

a Relief from chronic pain 914 91 

b Ease in joint movement 914 91 

c Blood pressure regulation 880 88 

d Sleep improvement 943 94 

e Reduced aging effects 894 90 

f Weight management 888 89 

g Beauty enhancement 933 93 

h Detoxification 921 92 

i Stamina improvement 880 88 

 N = 9000 7518 84 

3 Awareness of the following PSYCHOLOGICAL benefits from spa services: 

a Anxiety reduction 936 94 

b Intellectual improvement 862 86 

c Focusing of mind 888 89 

d Improvement in stress related disorders like 
migraine 

923 92 

e Increased spiritual awareness 882 88 

f Decreased unrest 915 92 

g Improved self-esteem 870 87 

h Relief in muscle tensions 939 94 

Total N =8000 7215 90 

4 Awareness of the following types of spas: 

a Day spas 977 98 

b Resort / hotel spas 973 97 

c Destination spas 953 95 

d Cruise Ship spas 887 89 

e Medical spas 911 91 

f Green spas 872 87 

Total N = 6000 5573 93 
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Table 1 presents an item-wise analysis of the awareness level of spa users about 
the spa services available, their benefits and types of the spas available. 

The data collected indicates that the awareness level of spas and their services is 

quite high and people across the cultures not only recognize but also appreciate the 

physical and psychological benefits accrued from the spa services. Additionally, 
people are aware of different types of spas especially the Day, Resort and Medical 

spas. This is an important finding since it proves that the industry has got a strong 

grip over the customers’ minds and knowledge of the benefits provides a good base 
for the business to bring in stressed minds and souls. The data analysis reveals that 

there is a significant level of awareness of spa services such as massages (97%), 

facials (96%), manicures (96 %), pedicures (96%), body wraps (94%), fitness train-

ing (93%), cosmetic procedures (92%), body detoxification programs (95%) and 
nutritional counseling (93%). The overall awareness of spa services is very high as 

indicated by a strong % score of ninety four. People are also strongly aware of the 

physical benefits accruing from spa services. They accept that the spa services and 
products help in relieving chronic pain (91%), easing joint movement (91%), regu-

lating blood pressure (88%), improving sleep patterns (94%), reducing aging ef-

fects (89%), managing weight (89%), enhancing beauty (93%), detoxification 
(92%) and improving stamina (88%). A high ninety one % score indicates a strong 

level of awareness of the physical benefits of spas. 

With respect to the psychological benefits, ninety % score again divulges  

a strong cognition level. It is accepted that they help in reducing anxiety (93%), 
improve intellect (82%) and stress related disorders (92 %), increase mind focus 

(89%), spiritual awareness (88%), self-esteem (87%) and decrease unrest (91%) 

and muscle tension (94%). People are well aware of various kinds of spas with day 
and resort spas leading the score (98 and 97%), followed by destination spas 

(95%), medical spas (91%), cruise ship spas (89%) and ecofriendly green spas 

(87%). The high level of awareness helps in bringing the acceptance level to  
a point where going to various types of spas is taken up as a routine and people 

recognize and appreciate the benefits that the various services are accruing to their 

physical and psychological health. 

The following Table 2 gives a summarized statement of awareness indicators. 

Table 2. Present awareness level about spas and their services – item-wise percentage 

analysis (own preparation) 
 

S. No. Awareness Indicators Maximum Score Obtained Score Percentage 

1 Awareness of spa services 
available 

  9000   8519 94 

2 Awareness of Physical benefits 
from spa services 

  9000   7518 84 

3 Awareness of Psychological 
benefits from spa services 

  8000   7215 90 

4 Awareness of types of spas   6000   5573 93 

Total N = 32000 29440 27188 92 
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The above table illuminates the fact that today people are well aware of services 
available in the spas, the types of spas available and the physical and psychological 

benefits from spas.  

After understanding that the spa cognition quotient in consumers’ minds is quite 

high, the next step to understand the present status of the industry, was to under-
stand the reasons why people go to spas. 

The study explains well that spas are perceived as a place for relaxation (97%), 

leisure and pampering (95%), alternate healing practices (87%), social interaction 
(85%), and utilizing medical remedies (81%). 

The fact that interest in wellness has become ubiquitous and even during travel, 

people are asking for luxurious spa experiences, means that this area warrants 

matching attention from allied industries such as hospitality, beauty and cosmetics 
as well as the medical industry. Since the spas promise to be a retreat away from 

the madness of stressful lives, an accelerated push towards bringing up products 

and services accordingly may prove to be rewarding. Studies have predicted 
growth of the spa industry and the global spa economy is expected to be worth 

$255 billion; it is a golden opportunity that is waiting to be explored. 

In a nutshell, the findings of the present study are in tandem with the previously 
conducted ones that offer a bright future estimation for the spa industry, as is 

shown by a significantly high cognizance level of the services and products. It is 

strongly predicted that the present global spa industry has a big cognition factor in 

the consumers’ minds and hence can offer a lot to budding entrepreneurs in terms 
of revenue inflow.  

5. CONCLUSIONS 

Today, spa therapies and products have been witnessing a major revival of in-

terest. Just like ancient times, when the spa was the central meeting place in the 

society and a status symbol of various empires, it is regaining its place of promi-
nence. With stress being one of the most prevalent causes of health troubles, any-

thing that promises to bring relief is welcome on the market. The findings have 

illuminated the fact that people are aware of the existence of various spa types, 
their services and the physical and psychological benefits that accrue from them. 

A significantly high cognition level may be turned into a rewarding opportunity 

through a quality product. It is anticipated that the findings would prompt entrepre-

neurs to take notice and bring out satisfactory services and products catering to the 
demands of the consumers.  This study would immensely benefit all the stakehold-

ers as it imparts a deeper understanding into the present status of the spa industry, 

its services and products in the minds of consumers. It is also projected to help the 
allied industries such as tourism, medical and beauty products as it showcases the 
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positive outlook for the spa industry through high awareness levels. The findings 
are a good parameter for entrepreneurs who are always looking for an opportunity 

and a rewarding business. Though this research was bound by the limitation of 

resources and the probability of not so accurate responses from the respondents, it 

can act as a first step towards further research into the relationship between the 
success rate of a product and the awareness level of the product in consumers’ 

minds. It is further hoped that the relationship between the ease of product launch-

ing on the market and the high cognition of a product and its benefits would be 
explored by future researchers. 
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SPA: MOŻLIWOŚCI W KRAJACH ROZWIJAJĄCYCH SIĘ 

Streszczen ie 

Celem niniejszej pracy jest zrozumienie poziomu poznania konsumentów uzdrowisk, 

ich produktów i usług oraz korzyści. Uzdrowiska powoli odzyskują swoje znaczenie  

w społeczeństwie, jest to jeden przemysł, który prawdopodobnie dobrze rozwija się pomi-

mo turbulencji w gospodarce. Postanowiono zatem zbadać, jak konsumenci byli świadomi 

istnienia uzdrowisk, ich rodzajów, oferowanych przez nich usług i płynących z nich korzy-
ści. Wykorzystano projekt badań diagnostycznych. Dane zostały zebrane na próbie  

200 osób mieszkających w USA i Indiach, a następnie dokonano analizy procentowej, aby 

ocenić poziom świadomości ludzi. Badanie dowodzi, że poziom znajomości spa przez 

konsumentów jest bardzo wysoki, a ludzie są świadomi nie tylko różnych rodzajów uzdro-

wisk i ich usług, ale również płynących z nich korzyści fizycznych i psychicznych. Niniej-
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szy dokument ma na celu zachęcić przedsiębiorców do rozwijania własnych jednostek lub 

we współpracy z istniejącymi hotelami SPA i dostarczania rozwiązania jednego z najważ-

niejszych współczesnych problemów zdrowotnych, czyli stresu. Ponadto, ponieważ nie jest 

to kapitałochłonne przedsięwzięcie, zapewnia to wiele możliwości dla startupów w gospo-
darkach rozwijających się, takich jak Indie.  

Słowa kluczowe: świadomość, stopień rozpoznania, przedsiębiorcy, Indie, obecna 

sytuacja, branża SPA 
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