




welcome

i know for most retailers, manufacturers 
and suppliers this spring has been tough – 
very tough. The credit crisis, bailouts, bank-
ruptcies and job losses seem to dominate 
the national news. But there are some bright 
spots:

• SpaRetailer has received numerous reports 
from manufacturers that hot tub orders were 
up in March and April.

• Consumer confidence has stabilized 
and is improving according to numerous 
media reports. 

• And best of all, Memorial Day is just weeks 
away signifying the start of summer in the 
minds (and wallets) of many families. 

The start of summer means an increase in 
store traffic, but with strings attached. This 
year, successful hot tub retailers will adapt 
and re-evaluate their ‘value proposition’ to 
attract consumers. That means toning down 
the perceived extravagance of owning a hot 
tub to a much more comfortable level while 
minimizing anything that would scare away 

customers worried about their job security. 
As an industry, we need to deflate the myth 
that a spa is a high-priced luxury and focus 
on more traditional ‘emotional triggers’ that 
can ultimately accomplish the same profitability 
goals while showing empathy for struggling 
families. For example, someone might be 
reluctant to a buy a spa as part of a 
backyard makeover, but most would buy a 
spa to enhance family time or improve their 
health in a heartbeat, regardless of economic 
conditions.  And there lies the opportunity.

This summer let’s remember consumers are 
seeking comfort, reassurance and real value. 
Work with that mindset and you will prevail 
and prosper in any economy.

Best,

David T. Wood
Editor & Publisher
dwood@bigfishpublications.com

Still Standing

SpaRetailer.com gets face lift
sparetailer.com has gotten a face lift and it’s looking better than ever! With a new home page you can now find your 
favorite SR features easily. Also, check us out on Twitter. We gave in to the craze and you can now keep up with what’s 
going on behind the Retailer doors. Not sure what Twitter is? Well, you’re not alone, but it can be a great way to keep 
your friends, customers, employees and business partners abreast of everything that’s going on in your business. Plus it 
will make you look young and hip, or so we’re told. twitter.com/sparetailer
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mailbag

Sparetailer 
Magazine feedback
“SpaRetailer is the best trade 
magazine in the business.”
– William
Pomona, California 

“If anyone has ever questioned 
how good SpaRetailer is at 
covering the hot tub industry, just 
read the March/April issue.”
– Alex
Prescott, Arizona

“This is the best issue you guys 
have printed. This magazine 
should be coming out 
every month.”
– Michael
Toronto, Canada

“I love your magazine. 
SpaRetailer is tops!”
– Amanda
Beaverton, Oregon

Inside the Hot 
Tub Industry	
Usually we have two or three articles that receive lots of opinions, 
but this is the first time where the feedback was pretty exclusive to 
one story, “The View from Inside.” And wouldn’t you know it, most 
of the comments were positive. So we’re going to go ahead and 
give ourselves a little pat on the back and share some of the things 
we were told.

SpaRetailer, March/April 2009

Would you like to see more on a particular topic? Have we overlooked a critical industry issue? 
Write to us at editor@bigfishpublications.com or SpaRetailer Magazine:
14300 N. Northsight Blvd., Suite 107, Scottsdale, AZ 85260

contact us

The View from 
Inside, pg. 47

“Your CEO interview story this 
month is awesome.”
– Allan
Williamsport, Pennsylvania

“Your cover story on ‘Voices of the 
Industry’ was absolutely incredible 
– very insightful. It gave me hope 
that better times are ahead.”
– Tim
Tampa, Florida 

“One of the best collections of 
interviews I have ever read in the 
industry. Superb!”
– Scott
Amarillo, Texas

Inventory, pg. 61

“After reading your inventory 
management story, I would have 
liked to see more places I can 
source my hot tubs than just 
Poolcorp. Next time I might 
suggest a list of other distributors.”
– Dominick
Queens, New York

ANNOUNCING

SpaRetailer has a 

newly redesigned 

website! The layout is

 now easier to navigate 

so you can find the 

information you 

need quickly.

sparetailer.com 
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news

may
National Water Safety Month

18-24
National Recreational Water 
Illness Prevention Week

july
29-30
SPLASH: New Zealand
Aukland, New Zealand

industry Calendar

on march 18, chemical manufacturer 
Chemtura filed for Chapter 11 bankruptcy 
protection. Chemtura owns several 
companies, including BioLab which produces 
chemicals for the pool and spa industry. 

Since the filing, BioLab has assured its 
customers that business will continue as 
usual. Chemtura also has acquired $400 
million of debtor-in-possession financing 
from Citibank, allowing them to pay 
expenses incurred after the filing date. 

“Last year BioLab made $50 million 
off income,” says Vice President and General 
Manager Charlie Schobel. “We were a 
financially healthy company and still are.  
There are parts of Chemtura that have been 
heavily affected by the economy much more 
than we have.” 

Schobel says that Chemtura CEO Craig 
Rogerson has predicted they will come out 
of Chapter 11 by the end of this year.

Chemtura Files for 
Bankruptcy Protection
financial restructuring will increase liquidity and 
company expects business as usual.

n sundance spas new 
modern skirting
Sundance Spas has unveiled a new 
Contemporary Skirt, available on the 
880 Series of hot tubs Cameo and 
Optima models. This skirting upgrade 
is new for 2009 and features a 
brushed stainless steel accent. The 
option currently is paired with the 
company’s mahogany cabinetry. The 
Contemporary Skirt has the long-lasting, 
low maintenance advantages of 
synthetic material and is ideal for 
consumers who prefer modern aesthetics.

n 2009 World Aquatic 
Health Conference
October 28-30 marks the 6th annual 
World Aquatic Health Conference  
scheduled in Atlanta. The event is 
to be held after the CDC’s National 
Environmental Public Health Conference 
(Oct. 26-28) and WAHC attendees 
have the option of attending both events. 
Six educational tracks and over 40 
seminars are available for participation. 
Registration for both events are available 
through the National Swimming Pool 
Foundation, nspf.org.

n Caldera Spas 
introduces the 
Cantabria Hot Tub
The new Cantabria model from Caldera 
Spas, seats eight adults, has a 
550-gallon water capacity and three 
ReliaFlo jet pumps. The hot tub also 
includes 74 massaging jets, a Monarch 
CD Ozone System and a SpaGlo 
multi-zone lighting system. A river rock 
pattern graces the bottom of the hot 
tub helping enhance the organic style 
of the Cantabria. Three acrylic colors 
– Champagne Opal, White Pearl and 
Sterling Marble – can be paired with 
one of three cabinet options: Merlot, 
Redwood and Coastal Gray EcoTech.

n Coast Spas Appoints 
New Regional Sales 
Manager
David Luciano has been appointed to the 
position of regional sales manager for the 
western United States at Coast Spas. In 
this position, Luciano, who has more than 
17 years of industry experience, will 
provide sales and training support to 
Coast Spas dealers in his region.

Caldera Spas 
Cantabria Spa Model

Sundance Spas 
contemporary skirt
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news

n national water 
safety website 
launched
May is National Water Safety 
Month and in order to raise 
awareness, the APSP has 
joined forces with the National 
Recreation and Park Association 
and the World Waterpark 
Association. These groups have 
put together a resource website, 
watersafetymonth.org, devoted to 
promoting the cause.

On the website is information, 
ideas and materials for groups 
and individuals planning events 
and activities that encourage the 
growth of water safety knowledge. 
To help get the message out there, 
sample public service announce-
ments for radio spots, ads to print 
in your local newspaper and free 
posters to hang in your store are 
obtainable for download.

Also at watersafetymonth.org 
is a list of ways to celebrate 
the month such as presenting 
information to a group, creating 
fact sheets for customers, holding 
contests and offering on-site events. 
Bulletin boards to share ideas on 
water safety programs and how 
to raise awareness are another 
feature of the website.

n Trade 
Organizations 
Continue 
Partnership
The Association of Pool & Spa 
Professionals and the Northeast 
Spa & Pool Association have 
extended and added to a 
partnership agreement. The  
agreement establishes, among 
other things, how the two 
organizations will collaborate 
on membership, government 
relations, co-branding and 
educational programs. The new 
three-year regional agreement 
replaces any old agreements and 
should help establish a long-term 
framework of cooperation.

n leisure time dvd 
given award
At the 30th Annual International Telly 
Awards, Advantis Technologies’ Leisure 
Time brand of hot tub chemicals took 
home a Silver Telly award for their 

“Simple Spa Care” DVD. This instructional 
video, which was produced by DVI 
Group, was created to instruct new hot 
tub owners on how to use Leisure Time’s 
Simple Spa Care program to set up and 
maintain their spas’ water chemistry. 
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news

n marquis spas 
announces top dealers
Marquis Spas, headquartered in Oregon, 
has announced their annual top spa 
dealers, accessory dealers and individual 
salespeople.

The Spa Brokers, a five location 
family-owned and operated dealership 
in Colorado, received the highest sales 
honor, the Marquis Cup. 

The Quest for Excellence award, 
which is given to the best overall dealer 
performance in sales, service and market-
ing, was given to Discount Pool Supply in 
Parkersburg, W.Va. 

Crystal Clear Pool Service in New City, 
N.Y. and SunPlay Pools & Spas in Ogden, 
Utah were awarded the Top New Dealer 
awards for the east and west coasts.

Rapid Spa in Rapid City, S.D. was 
awarded The Top Sales Nationally, 
Single Retail Location award and the 
SpaBoutique award for chemicals and 

accessories. Robert Hurd, owner of Rapid 
Spa, received the top individual sales 
award, Retail Salesman of the Year.

n living water 
products closes
Living Water Products, formerly Tatum 
Manufacturing, ceased operations March 
20, 2009. The Clearwater, Fla.-based 
company manufactured Gulf Coast Spas, 
Coleman Spas and La-Z-Boy Spas.

n senate energy 
subcommittee looks at 
hot tub efficiency
A federal energy bill being developed 
by the Senate Energy Subcommittee will 
include language regarding portable hot 
tubs. The bill will amend the Energy Policy 
and Conservation Act.

	 Still in draft stages, the subcommittee 
is considering adopting the standards set 
forth in the California Energy Council’s Title 
20, which went into effect December 3, 
2008. They are also monitoring the new 
APSP-14 standard, which is currently being 
worked on by various groups.

n corrections from the 
March/April Sparetailer
The feature, “The View from Inside,” 
in SpaRetailer’s March/April issue 
inaccurately spelled the CEO of 
PharmaSpas International’s name; the 
correct spelling is Lorette Kalender.

The “Top Products” section also 
incorrectly listed PharmaSpa International’s 
address. The correct address is as follows:
	 2578 Blvd. Le Corbusier
	 Laval, PQ
	 Canada, H7S 2K8
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Lecture Circuit
A new webinar series gives spa professionals relevant 
training at the right price. By Patrick Sisson

value has rarely been as important to consumers 
as it is now, and spa industry professionals are well 
aware of the difficult task in changing people’s 
perspectives on what is or isn’t a luxury purchase. 
But sometimes, retailers, renovators and builders 
also need to rethink the cost versus value equation 
themselves when it comes to job education and 
training. In an effort to help make education more 
comprehensive, accessible and affordable, the 
APSP’s Career Institute kicked off a seven-event 
webinar series, “It’s Not Business as Usual,” this 
past February to support industry members coping 
with the current economic challenges. 

“I think there’s a natural tendency for manag-
ers and owners to eliminate training,” says Michael 
Reed, APSP’s director of professional development. 
“These webinars allow them to keep training on 
the schedule and do it in a different way.”

The series, which started in early spring and 
continues every other Thursday through early May, 
addressed a variety of topics relevant to the 
diverse pool and spa industry, including “Eight 
Steps to Litigation-Proof Your Business in a 
Changing Economy” and “Satisfied Customers 
Are Not Enough.” The presenters, including Ken 
Sawka, an expert on competitive intelligence 
(analyzing market data and spotting trends to gain 
competitive advantages), and Brett Abbot, a pool 
company marketing strategist, are “high-caliber” 
speakers, according to Reed. 

Each of the presentations were broadcast online 
as a lecture/slide show and are archived, so 
anyone who paid for a session and is unable to 
watch it live can view it at their leisure. And, if you 
didn’t find out about the lectures until after they 
broadcast, you can still sign up to view the archived 
presentation. Participants are charged either $499 

for the entire series or $149 ($99 for APSP 
members) per event, and get a site license, so 
up to five individuals can also participate and 
get continuing education credit. The courses are 
designed to be watched together as a group, and 
participants can tune in from their own offices or 
stores with their staff, which provides training 
opportunities and added value. 

“You watch these [webinars] in your own business 
and you’re thinking of your own business issues 
and your own day-to-day challenges,” says Reed.

This isn’t the first time the APSP Career Institute 
has utilized the webinar format. Kathleen Carlson, 
vice president of sales and marketing at Aqua Quip, 
a spa and pool retailer in the Puget Sound region 
of Washington, says her and others at her company 
are interested in a previously recorded online video, 
now available on the APSP website, that explains what 
different organizations need to do to comply with 
the Virginia Graeme Baker Pool & Spa Safety Act. 

“Because it’s federal law, we need to get 
everyone up to speed and train them in all that 
they need to know about the new law,” Carlson 
says. “It’s not just knowing it’s a bill, it’s knowing 
what to do to meet the new standards.”

It’s that follow-through, not merely passing 
along information but showing how to apply it 
and use it to your advantage, that makes these 
programs valuable. Carlson thinks the diversity 
and online nature of the new webinar series add 
up to a solid value.

“Anytime we can get info that’s relevant and 
not have to travel, it’s great,” says Carlson. “APSP 
is looking at topics that consider all segments of the 
industry, which is helpful to us.”

Watch for the upcoming webinar series for 
executives starting in May. n

For more information or 
to register, visit apsp.org 
or contact Jennifer Heinz at 
703-838-0083x274 or by 
e-mail at jheinz@apsp.org.

rookies
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coaching

like most things in life, you will get better returns from 
your social marketing activities with a bit of a plan. 
However, spend too much time planning and you don’t 
do enough “doing.” Here are eight easy ways to get 
started with social media marketing,

1. Create a blog  
You can always refine the blog as you go, but the first 
step is creating one. Select a software platform such as 
WordPress, TypePad, or Blogger, select a domain name 
and get rolling. Start with three or four categories and a 
few entries in each. Gradually add and refine. The longer 
you spend planning a blog, the less likely you are to start 
it. Just start. Write something every day. You’ll get better.

2. Visit other blogs and forums 
and leave comments  
A great way to get initial traffic to your blog or website 
is to comment on other blogs and in forums. While most 
URLs attached to names on blog comments have no 
follow tags immediately attached, people can still click 
on your name and visit the website you attach to it. 
The no-follow just means that you won’t get a lot of 
back-links ranking on search engines, but you will still 
get traffic from people who read your comment, find it 
interesting and want to learn more about you.

3. Answer questions – 
Yahoo! Answers, LinkedIn  
There is a right way and a wrong way to approach this 
technique for social media. On these sites, people post 
questions on numerous topics and users are asked to 
provide answers. When answering questions as a means of 
promoting your own website, you will want to intersperse 
citing your website as a source and citing others. Too 
much self-promotion will lower your credibility and your 
official ranking. Some sites will actually ban you or shut 
down your account if you do too much self-promotion. 
As long as you vary your sources, this is a great way to 
get the word out about your products and services.

4. Upload videos to YouTube  
YouTube is becoming more of a factor in search than 
ever before. “Tagging” allows people to upload video and 
tag it for search, just like tagging a blog post. Video for 
the Internet doesn’t have to be fancy and professional. 
In fact, some of the most successful YouTube videos 
have been shot on little digital cameras with no 
professional lighting. It is easy to sign up for an 
account and get going!

Eight Easy Ways to Start 
Your Own Social Media 
Marketing Campaign
get your hot tub store’s name out there by utilizing cheap 
(usually free!) social media websites. By David CarletonAbout the 

author
As President of Street 
Smart Sales and 
Marketing, David 
Carleton helps 
companies increase 
sales by spending 
less and getting more 
from their marketing 
and advertising and 
is the creator of the 
Increase Sales With 
Social Media event. 
To learn more go to 
increasesaleswithsocial 
media.com or connect 
with him at: 

LinkedIn:
linkedin.com/in/
davidcarleton

Twitter: 
twitter.com/
davidcarleton

Facebook: 
fblink.com/
davidcarleton
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social marketing

5. Share pictures  
Even professionals use photo sharing sites like 
Flickr to upload and organize their photos. You 
can tag all photos for search purposes. There are 
widgets you can install on your website that will 
allow you to import photos from your Flickr 
account to your website, blog, Twitter feed or 
other networking sites.

6. Join groups  
If you don’t have a website or you aren’t 
sure how to get started, joining groups and 
participating in forums (like the Poolsearch/
Spasearch poolspaforum.com) is one of the easiest 
ways to jump in. You can find popular forums in 
your industry group, join, create a profile and start 
listening and responding to comments from others. 
Gradually, you will learn the vibe of the particular 
group you have joined and will begin to feel 
comfortable responding and promoting your 
business or service.

7. Participate in social 
bookmarking  
Even less personal than joining groups and 
participating in forums is social bookmarking. Create 
an account with digg.com or delicious.com and 
start bookmarking and submitting sites that you 
enjoy visiting. The more you “digg” others, the 
more likely they are to “digg” you!

8. Create LinkedIn and 
Facebook accounts  
LinkedIn is primarily a business networking site, 
while Facebook is a social networking site, but they 
both serve similar functions: connecting people 
with similar interests. A very important consideration 
when creating accounts on social networking sites: 
never upload anything that you wouldn’t want 
to see on the front page of your local newspaper. 
Entire careers have been snuffed out before they 
really had a chance to start by bad decisions 
regarding social networking content. n

follow sparetailer 
on twitter!
We keep encouraging retailers to 
use social media marketing, now 
it’s time for us to step up to the 
plate. Find out what’s going on in 
the industry, who we’re talking to 
and previews of upcoming 
stories. Best of all, you can give 
us instant feedback on what you 
do and don’t like about SR and 
the things you think we should 
cover. So send us a tweet, we’d 
love to hear from you:
twitter.com/sparetailer
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opinions

Put Your Eggs 
in the Right Baskets
developing a good product mix can be difficult. how many 
brands should you have? what price points should you hit? 
can offering too many tubs be confusing to consumers? 
these retailers have tried it all and share what works best 
for them. Interviewed By Clay Dillow

“I think you need to embrace and love one brand. 
When you sell more than one, it’s hard to do that. 
I know in the past, when we sold multiple brands, 
our salespeople would gravitate toward one, and 
then you’re selling one brand against the others. 
It makes it easier to learn one brand, to love that 
brand, to service that brand and to sell that brand. 
It simplifies everything.”
– Annette Stockley
Co-owner, Pool & Patio Center
Coventry, Rhode Island

“The manufacturers we’ve carried try to cover 
everything. They have high-end and low-end products, 
and that makes it easy for me as a vendor to deal 
with a single manufacturer, with one set of parts, etc. 
But it also seems to me that if we have more than one 
manufacturer, it makes them all work a little harder to 
make sales when they know they have competitors 
on the floor. If you have three different brands on the 
floor, you see the reps more often. What we said 
sometimes before, when I used to carry a few different 
lines is, ‘If you want more floor space, what are you 
going to do for me?’ Come in and earn it.”
– Craig Tweten
Owner, Paradise Spas, Saunas, Pools, 
Gazebos and Billiards
Minot, North Dakota

“On the negative side, [carrying multiple brands] 
does create training issues and confusion from the 
customer’s standpoint, because at some point brands 

in different budget ranges are going to overlap. You 
take a lower-priced brand on the high end, and 
it’s going to meet the lower end of a higher-priced 
brand. That creates scenarios where you have to be 
able to educate your customers to be able to point 
them in the right direction.”
– Bob Dooley
Owner, Lake Norman Pool & Spa
Statesville, North Carolina

“We’ve tried different things over the years. Presently, 
we carry three brands because we’re trying to hit all 
the price points we need. But we’re thinking about 
going back to a single brand that we think can meet 
all of our necessary price points. We’re typically 
shipping spas in from the west coast, so having just 
one line can save a good deal on shipping costs.”
– Keith Hoskins
President, Olympia Pools & Spas
Fort Wayne, Indiana

“It makes a lot more sense to carry one manufacturer 
that has multiple spa brands to offer. That way the 
selling staff can stay focused and the consumer is less 
confused. The design philosophy of one manufacturer 
– spa model features, benefits and value – is easier 
to communicate credibly than multiple manufacturers 
on the same sales floor.”
– Rich Werber
Owner, Great Atlantic Spa, Pool, Patio & Fireplace 
Virginia Beach, Virginia

“It’s important for 
retailers to have 

a product mix 
that allows them 

to compete at 
all price points. 
If retailers can 

find one [brand] 
that does [cover 
all price points], 

then a single 
source is 

always most 
cost effective.”

– Jerry Greer
CEO, hottubworks.com

Costa Mesa, California
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products

Offer Customers a 
Change of Scenery
colorful spascenes can be a great add-on product for consumers 
turned off by a dull cover. By Alison Stanton
about three years ago, Kevin Chase put the finishing 
touches on his indoor hot tub and sauna room, and 
decided to celebrate by enjoying a relaxing soak in the tub.

After getting everything ready and lowering himself 
into the soothing warm water, Chase looked around his 
newly-finished room and gazed upon the gray underside 
of the hot tub cover.

It’s a moment that Chase, president of Eagle Lake 
Graphics, Inc., in St. Paul, Minn., still remembers 
vividly, and one that inspired him to invent a product 
called SpaScenes in January, 2007.

SpaScenes are a durable, vinyl, scenic mural that easily 
attaches to the underside of the hot tub cover. Available 
in 12 designs, from tropical palm trees and blue skies to 
sunsets and cascading waterfalls. SpaScenes take the 
unattractive gray hot tub cover enthusiasts normally 
see and modify it with something beautiful.

“As time went on, the cover just got uglier and 
with the amount of money I had invested in the 
hot tub, the electricity and the rest of the room, 
it was a shame that the cover was spoiling the 
environment,” says Chase.

“The more I looked at it, the more I thought ‘I have 
to come up with something to do about that.’”

SpaScenes come in two sizes: a “full-view” piece that 
works with the lift-arm system that shows a 29-48 inch 
high section of cover above the spa deck when open, and 
the “panoramic” version that is formatted to work with 
any lift system where the cover hangs behind the spa and 
less than 29 inches of the cover is showing above the spa 
deck. Chase says either style is durable, stands up well to 
being next to chemically-treated water, is waterproof, and 
easy to install and clean.  

Prices range from $179-$189 for the panoramic cover 
and $189-$199 for the full-view.

 “The concept was simply to customize an image that 
is always ready when the customer wants to enjoy the hot 
tub, but that is also easy to maintain. You mount it with 
Velcro, so it is easily removed, and if you decide to get 
a second cover, you just need to get a new mounting kit 
from the dealer, so you could change it out for a party.”

The highly-visual product is selling well, he says, and 
is often used as an effective closing tool or great package 
value addition.

Alan Duford, owner of Mission Valley Spas in Lake 
Forest, Calif., has been selling SpaScenes for about two 
years. He says he typically “gets a very positive reaction” 
from his customers when they first see the product.

“If a customer feels like they can’t afford it, but 
they want it, we can often use it to help close the sale,” 
Duford says. “We get an idea of what is important to 
them, and if the SpaScene is important, we can include 
it in the purchase.”

Dean Shulman, owner of Twin City Jacuzzi 
in Minneapolis, Minn., says he loves taking the 
SpaScenes display with him when he attends home 
and garden shows due to its ability to attract attention 
and customers.

“It’s an eye catcher, no ‘ifs, ands or buts’ about it. 
It gets a reaction, and it’s a good way to break the ice.”

While Chase is delighted with the commercial 
success of the SpaScenes, he is especially pleased that 
he’s found a way to make the hot tub experience even 
more enjoyable.

“People spend tens of thousands of dollars to create 
a landscape for their hot tub, but the cover was always 
between you and what you did. If you had a gray wall 
that was four by eight feet, someone would put a picture 
there. You don’t have to leave it empty.” n

To learn more about selling 
SpaScenes visit spascenes.com 
or call 651-470-2141.

24 | SpaRetailer May/June 2009



spascenes

Photo by Josh Gilmore
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insiders

Aviation and Hot Tubs: 
Risks That Can Be Managed
With 30 years in the industry, BioLab’s Charlie Schobel reflects on 
his career, the industry’s future and what aviation has taught him 
about risk management. By Abraham Mahshie

when charlie schobel isn’t advancing relationships with the 
children and grandchildren of BioLab customers he first met 
more than 30 years ago, the vice president and general manager  
of the chemical manufacturer is best known for taking to the 
air as an aviator of planes, helicopters and air balloons.

Schobel, who was a computer programmer before starting 
in sales at BioLab in 1975, has worked in just about every facet 
of the company from the marketing department he started, to 
government affairs, lobbying and president of global operations. 

“It’s been a fun career here,” the 57-year-old executive says 
with no plans to retire soon. “The pool and spa industry gets 
under your skin. Most people don’t leave it once they get into it.”

Schobel says it has been the customers who have made his 
time at BioLab so enjoyable, part of the reason he is leading a 
“back to basics” initiative to return company focus to customers.

Transformation of the Business
Schobel says a renewed focus on customers is especially salient 
in what he says is the worst downturn the industry has seen. 
He believes the hot tub industry has to prepare for the future. 
“I don’t think the spa industry is dead by any chance, but there 
are some real concerns with some of the companies being able 
to stay in existence,” he said. 

Schobel believes the rough patch facing the industry will 
cause restructuring and lead to reinvestment for companies. It 
has for Chemtura, BioLab’s parent company, which filed for 
Chapter 11 this March taking BioLab and 25 other Chemtura 
companies along with it. Unfortunately for a company that has 
always been profitable, like BioLab, they now have to overcome 
the bankruptcy stigma as well.

“If we were just looking at our own finances we would 
not have gone into Chapter 11,” Schobel says. He still expects 
BioLab to be profitable in 2009 as they were in 2008.

This growth and success Schobel has had at BioLab, he says, 
is the result of BioLab’s “family of products” and strong business 
relationships.

Schobel says BioLab can help dealers forge stronger ties 
with hot tub owners through its online and one-on-one training 

programs. That way, a customer never leaves a store with their 
questions unanswered.

“I don’t think we’ve nearly tapped into that resource,” 
he says. “I think people are buying their spa chemicals in 
a lot of different places, and they haven’t really realized what 
a professional dealer can do for them to make the experience 
more enjoyable and easier.”

Relationship Know-How
Part of having customer relationships that span three 
generations is understanding how thinking changes from 
generation to generation, Schobel says.

He explains that in general the first generation is more 
entrepreneurial, and the subsequent generations are looking 
for ways to grow their business to be “bigger or different” than 
their parents’ business.

“One of the ways we are changing is we have started a 
franchise business … a view of business that’s beyond just 
‘Joe’s Pool & Spa Store,’” he says. 

Schobel believes franchisees have stronger bonds than 
dealers that carry the same brand of products, and they will 
serve as a growth engine for the industry moving forward.

As Chairman-elect of the Association of Pool and Spa 
Professionals, Schobel is also expanding his relationships to 
include hot tub manufacturers, pool builders and others as he 
prepares to take on new challenges including regulatory issues, 
a burgeoning interest in “green” products and advocacy.

All the while, Schobel says flying since the age of 17 has 
taught him a lot about managing risk in business.

“Some people think flying is too risky,” Schobel says. “But, 
most pilots don’t look at it that way. They look at it as managed 
risk. And business is the same way … you can mitigate many 
of the risks by doing all the things you can in decision-making. 
(Then,) you either take risk, move forward or you are going to 
be pushed backward, even if you stay the same, because your 
competition is going to gain on you.”

What’s the next risk for Schobel? “I’m not sure I can get a 
space shuttle flight yet, but I would love to do that one day.” n
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stores

Northwest 
hot springs

location
Ferndale, Washington
 
number of locations
2

size
4,000 square feet

Brand carried
Hot Spring Spas
Sunbelt swim spas

in business
They will celebrate their 25th 
anniversary this year.

Owners
Dan & Corrine Hyatt, Pam Lloyd

A Spa-Perfect 
Color Palette
a new location offered a blank canvas to transform 
into the ideal store. photography by Andrew fredrickson

the story of dan hyatt’s decision to start a hot tub retail store is one that we’ve heard before. 
He had a horrible experience purchasing a hot tub and decided that someone should do it better 
– him. That unsatisfactory incident created a retailer who is passionate about what he sells and 
the customer service that he provides.

Hyatt attributes the success of his store to carrying a quality product from a company that 
offers excellent dealer support and marketing. He also has a veteran sales team – some have been  
with his company for 20 years. 

“These guys and gals are the backbone of our business,” Hyatt says. “They’re like family to 
us. We’re working hard to try to keep people busy and keep them employed.” Even though sales 
are down from last year, Hyatt says they’re holding their own. “We’re going to continue to work 
really hard to get the sales that are available even in this down market.”
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stores

STARTING FROM SCRATCH
When Hyatt purchased this 
location it was an empty shell 
-- the floor was gravel and there 
was no plumbing or heating. 
Fortunately, as a licensed contractor, 
electrician and plumber, Hyatt 
was pretty comfortable tackling 
the job himself. Now it features a 
beautiful stamped concrete floor 
and a vibrant paint scheme that 
has been incorporated into their 
other location in Burlington, Wa., 
and on the company’s website.
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stores

picking products
Northwest Hot Springs carries 
saunas, tanning beds, grills and 
smokers. They also carry Sunbelt 
swim spas. “A dealer can only be 
as good as the product he sells,” 
Hyatt says.
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Check out the Facts
goal
Sponsor 5 teams

time frame
1/2 day (5 phone conversations; 
minimal e-mailing or faxing)
1 hr nnnnnnnnnn 40+ hrs

difficulty
Novice nnnnnnnnnn Expert

cost
$1,500 (an average of 
$300 per team) 
$0 nnnnnnnnnn $10,000+

results
1,000’s of consumers seeing 
your company name involved in 
community activities and numerous 
mentions in newspapers, radio 
spots, newsletters, websites, etc., 
whenever a team is mentioned.

PROFIT
Not immediately measurable, 
but more and more teams ask for 
sponsorships every year.

Sponsorships & 
Community Outreach 
While profit and loss statements are a solid indicator 
of a company’s vitality, they aren’t the only barometer 
of success. By Mary M. Murphey
deep pockets come in handy when keeping any 
business afloat, but when it comes to the spa 
retail industry in the current economy, shallow 
pockets that need to be replenished are more 
commonplace.

So what should retailers do today to protect 
their tomorrows? Think creatively and get involved 
by becoming a champion for local schools, 
teams, charities, organizations and clubs through 
sponsorship opportunities.

“More likely than not, the people you support 
will support you,” says Ted Hebert, president and 
owner of Chicopee, Mass.-based Teddy Bear Pools 
& Spas. Hebert, who founded his company in 
1975, is a seasoned veteran when it comes to 
community involvement – just ask any person 
involved in the 250 teams or 300 golf tournaments 
that his company sponsors each year.

As Hebert explains it, radio, television and 
newspaper advertisements are “a one-shot deal. 
They offer an immediate return…or nothing at 
all.” Bad weather or other elements beyond your 
control can easily negate the effectiveness of these 
ads, but the creative, non-traditional approach of 
sponsorship allows retailers the opportunity to 
continually brand themselves to a selected audience 
at less cost. 

Success from a sponsorship isn’t as measurable 
as a newspaper promotion, Hebert says, but the 
goodwill and name-value one sponsorship creates 
is invaluable.

“I look at non-traditional marketing as a 
long-term investment,” he says. “You do it from 
your heart. You do it because you want to.”

Sponsorship offers an instant benefit to the 
community – providing charities, schools and 

organizations with the means to carry out their 
goals, making it easier and more affordable for 
children and adults to participate in activities they 
enjoy. From chess to semi-pro football to Little 
League to Boys & Girls Club of America to senior 
citizens games to Kiwanis International – Hebert sees 
the value in reaching out to his local community. 

“Golf tournaments are always a hole-in-one,” 
Hebert adds, suggesting retailers contact their 
local courses and reach out to organizations and 
charities that are planning golf tournaments. 
Between branded signage, T-shirts, gift cards and 
creative promotions, like an opportunity to win a spa 
for a particular shot on a particular hole, a retailer 
will find his company’s name on everyone’s lips.

And don’t assume that you lost money if 
someone does win a free spa – when they arrive 
to pick it out, simply offer them a credit for the 
cost of the basic model toward a higher-end hot 
tub. “It’s advantageous to us because [the winner] 
spends more money,” Hebert says. He also cited 
the latest data on gift cards – an estimated 68 percent 
of consumers fail to redeem their gifts cards.

Hebert says to make use of the downtime the 
slow months of year offer – make contacts, forge 
professional relationships, join organizations and 
figure out expenses. “It takes a little time,” he says, 
“but you do it from your heart.”

Take another page out of Hebert’s book to 
foster goodwill – call every person who buys 
something from your store. And when you do 
make that call, know what they purchased, know 
the salesperson who helped them and know when 
they came into your store.

Business, like life, is full of little things that 
mean a lot. n

promotional home run
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internet

i had a person in my office the other day looking to 
improve their website and their search engine visibility.

He said, “I had this idea, see, where we would put 
all the keywords we wanted to use over and over again 
in white text on a white background. Then, the search 
engines would rank us near the top, but it wouldn’t 
clutter up our page.”

I explained that this was a great idea, presuming he 
had a time machine and could return to early 1997 – 
the last time this technique actually worked.

Search engines are getting smarter all the time. If 
you’re looking for a long-term success strategy that will 
allow you to concentrate on building your business 
rather than chasing the next search engine bait-and-
switch, you need to know where to place your 
keywords for maximum results.

Before You Begin
Placing the wrong keywords in the right places won’t 
help your search engine visibility. Start with a keyword 
analysis to determine which keyword phrases will be most 
effective on your site.

Tools like Keyword Discovery and WordTracker will 
help you determine how much competition you have for 
specific keywords and how often people are searching for 
phrases. It will also prepare alternatives and variations of 
your keywords so that you can cast a wider net. Once 
you have your list of effective keywords it’s time to put 
them in their place.

Titles
Titles are one of the few things search engine experts 
agree on. They’re probably the most important variable 
for search engine optimization. And yet, you may have 
never noticed them before.

That’s because titles appear not on the web page 
itself, but rather in the aptly named title bar. If you’re on 
a Windows machine, this is where you see the minimize, 
maximize and close buttons. If you’re on a Mac, it’s 
where the red, yellow and green buttons reside.

You should front load your titles with your best 
keywords. In other words, “Recycled Paper Goods from 
XYZ Corp” beats “XYZ Corp: Recycled Paper Goods” 
for a search on “recycled paper goods,” all other things 
being equal.

Additionally, you should make sure that each 
page of your website has a unique title. Not only is a 
duplicate title a missed opportunity, it can be a red 
flag to the search engines that want to avoid indexing 
duplicate content.

Finally, make sure your titles read well. Titles appear 
as the big, blue link on most search engine results pages, 
and if they’re an unintelligible cluster of keywords, people 
are less likely to click on them.

Headers
Headers and sub-headers are the “titles” that appear in 
the web page. They are usually bigger and bolder than 
the rest of the text and summarize the themes of the 

Improve Your 
Search Engine Rank
what good is a website if no one can find it? these tips will 
increase your website visibility on search engines. by rich brooks

Rich Brooks is founder and 
president of flyte new media 
(flyte.biz), a web design and 

Internet marketing firm in 
Portland, Me. He writes 

a monthly e-mail newsletter, 
flyte log, and blogs regularly 
at flyte blog: web marketing 
strategies for small business 

(flyteblog.com), Fast Company 
and at mainetoday.com on web 

marketing topics such as search 
engine optimization, e-mail 

marketing, business blogs and 
social media strategies. 
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search engine optimization

paragraphs that follow. Most experts agree that they carry 
more weight than the rest of the body copy.

Headers should reflect the title of the page, but 
shouldn’t be identical. This is because a variation of 
the title can help you cast a wider net, and also because 
duplication of title and header can appear “spammy” 
or “over-optimized” to the search engines.

Body Copy
Your page-specific, keyword-rich body copy also is 
important. You should be using your keyword-rich 
phrases and variations, too. Your copy also needs to 
read well. Bold and italic fonts can help the reader 
scan the material for the most important ideas, and 
some experts believe this also can affect the search 
engine ranking of the page.

Intra-Site Links
Search engines give extra weight to the words used in 
an intra-site link (from one page to another within your 
site) and, to a lesser degree, the words around the 
link. So, instead of “learn more” or “click here,” use 

keyword-rich links such as, “Southern Maine 
Landscaping,” or “Pesticide-Free Gardening.”

Meta-Descriptions
Meta-descriptions don’t appear on the page, but rather 
in the source code. The only time people will see them 
is on the search engine results page under the big, blue 
title tag link.

There’s some debate on whether meta-descriptions 
help with your rankings (I think they have little to no 
value,) but a well-crafted meta-description on a search 
results page may get a person to click on your link rather 
than a competitor’s link. Think of this as a short ad – 
what will compel a Google-user to click on your link?

Like title tags, meta-descriptions should be unique 
and reflect the content on the page.

In Conclusion
Of course, there’s a lot more nitty-gritty work that needs 
to be done in a competitive niche, but placing your best 
keywords in the right places can greatly increase your 
search engine visibility. n
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leads

selling high-ticket items like spas require that your 
customer be educated about the spa before they buy and 
when you focus your efforts on educating the customer, 
it is called “education-based marketing.” Education-based 
marketing is critical to selling spas. In the spa business, 
the education process IS the selling process. Your 
customers want information and credible advice. 
What they don’t want is a sales pitch.

A highly educated customer is your best customer 
because they have the ability to differentiate the benefits 
of your hot tub in their own minds, which gives them a 
sense of comfort and security. In turn, it gives them the 
green light to buy.

A special report is one of your vehicles for delivering 
your educational material. Special reports are generally 
a little longer than a brochure and a bit more detailed. 
Your free report will usually focus on just one topic. Its 
purpose is to provide valuable information that your cus-
tomer couldn’t get anywhere else, thus building value in 
the mind of your customer.

How do I package my 
special report?
Your special report can be in the form of a binder, book, 
report cover, CD, DVD, website, e-mail, etc. Pretty 
much any type of portable media can be a special report.

Your report should be at least 16 pages in length, 
but you can really make it any length you want. In my 
opinion, the longer the report the better, as long as it is 
packed with solid, useful information that your customer 
will find helpful. Be sure to include real life stories that 
drive home important points. This will incite interest and 
keep your customer reading.

Be sure to include all your contact information 

including your personal name, business address, phone 
number and website address. Always put a price on the 
cover of your free reports. Even though you give them 
away for free, people will value them more and be more 
apt to hold onto those items which you assign value. 
What would you do with a special report that had the 
word “FREE” on it rather than “$67.00” or “$97.00”? 
I wouldn’t throw it away if it were valued at $67.00.

Where do you get the content for 
your special report?
It is important to have great content for your special 
reports. Great content is what creates trust, respect and 
believability. Get your content from anywhere you can, 
the Internet, your competitors, your manufacturers, 
your employees, etc.

Here’s one idea that I have seen successfully used. 
Hold a contest to see which employee can come up with 
the most useful tips on whatever you are writing about. 
Use your own imagination. Have each person write a 
special report and award the winner with a weekend 
hotel vacation. Why stop there. Interview your vendors, 
industry leaders, trade association leaders and members, 
business peer groups, anyone who knows something 
about your subject. Ask open-ended questions and just 
listen. Don’t try to show them how much you know by 
talking too much.

Tactics for Making the Most of 
Your Free Special Report
It is important to know when and how to use your special 
report to educate your customer. Here are a few ideas 
that will get you thinking about how you can give away 
your special report with prudence and dignity.

Education-Based 
Marketing
creating an effective special report can help you sell to a target 
niche with specific needs. By david frey
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1) If you have finished your sales presentation and your 
customer has decided not to buy for whatever reason, 
make sure you give them your special report before they 
walk out your door. This extends your sales presentation 
after your customer leaves.

2) Offer free special reports to your website visitors in 
exchange for their name, address, phone number and 
e-mail address. This will allow you to follow-up with your 
customer by mail or electronically, offering them more 
information and special incentives to come into the store.

3) In your newspaper or magazine ads, offer your free 
report at no obligation. The most effective way to get a 
high response rate from this method is to have them call 
a toll-free telephone recorded message in which they can 
leave their name and address so that you can send them 
the report. People are much more likely to call a recorded 
message phone number where they know they aren’t 
going to get a sales pitch.

4) Set up an information center in your store with 
headphones and report covers and titles on the wall where 
your customer can listen to brief recorded messages as they 
wait for you to get freed up from another customer. You 
might even put a TV on the wall to continually show 
educational videos.

5) Use a toll-free line with all your recorded special reports. 
You can even put an ad in the yellow pages with your 
toll-free number and the titles of your special reports.

6) Swap brochure give-away space with local chiropractors. 
They display and give away your special reports and you 
give away their brochures or special reports if they 
have any developed.

7) Always carry a couple of special reports with you 
wherever you go and give them away with your 
business card.

8) Include a special report the next time you do a 
direct mailer or at the very least, include a list of all 
your special reports in your direct mailer with 
instructions on how the prospects can get a hold of 
them to get more information.

9) If you really know who buys from you, produce niche 
special reports. For instance, “The Secrets of Spa Therapy 
for Medical Doctors: How to Unwind in the Paradise of 
Your Own Backyard.” Interview a few doctors who are 
your customers and find out the unique benefits they have 
enjoyed from owning a hot tub. Find out what their life 
is like. What are their particular problems and then find 
out how their spa has helped them solve some of those 
problems. Then do a direct response marketing campaign 
specifically to medical doctors.

Education-based marketing should be the basis of 
your entire marketing program. It will sell more spas 
and bring in more leads for you than any other type 
of marketing you can do. Use some of these simple 
techniques and watch your profit soar. n
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merchandising

you are all familiar with vanilla box stores; you 
may even have one yourself. A vanilla box store is 
a store with sheetrock walls painted white – or maybe 
vanilla white – a suspended ceiling, fluorescent lights 
and fuzz on the floor. Exciting? No. Attractive? 
Not so much. Yet, store owners get anxious 
when confronted with color, texture and natural 
materials, few know how color can create sales.

Colors move us, inspire us, warm and cool us 
and get us to eat more, drink more and buy more. 
White does none of those things. It just looks fresh, 
until it looks dirty and dingy.

Blue is the most common color used in pool, 
spa and aquatic stores. It’s a natural choice and 
considering blue is the most popular personal 
favorite color in the world, it’s usually an excellent 
choice. But with so many people selling the same 
things, choosing blue alone may make you a part 
of the crowd rather than standing out. Bright blues 
are the colors of trust, expertise and communica-
tion while light blues expand and cool spaces. Navy 
blue makes stores smaller and is the color of intuition 
and authority (think police uniforms). Blue as the 
only color in a store is too cool. People purchase 
big-ticket items from an emotional place. “I need 
this because…” and then they rationalize their 
purchase with their minds. 

Colors that play on our emotions are the warm 
colors: reds, pinks, oranges and yellows. Red is 
the color of our life-force energy. It encourages 
sales better than any other color in the spectrum. 
Alternatively, too much red makes us feel irritable 
and impatient. Five minutes in a red room can feel 
like 25 minutes. The last thing you need are antsy, 
impatient customers. To inspire sales, use red 
sparingly – perhaps as a small part of your logo or 
as an accent color on your sign holders. As with 
any color, the minute you tone it down to a darker, 
lighter or more muted hue, its properties soften as 
well. Burgundy has a similar impact as red, but it’s 
not as irritating in large doses. It’s easier to spend 

more time in a burgundy or cranberry room than 
one that’s bright red.

Yellow is the first color that is perceived by 
the retina of the eye. It says “stop and think” 
and is friendly, happy, optimistic and affordable. 
It is an excellent accent color for a pool, spa 
or aquatic store. 

Orange is considered to be the least chosen personal 
favorite color in the world, yet it’s the favorite of 
trendsetters and creative people. Orange is a 
common denominator color representing affordability. 
It is also warm, friendly and cheerful. Tone down 
orange to a softer shade and it becomes a great 
accent color with shades of green and blue.

Green is the color of nature. It’s fresh, alive, 
cool and represents growth. Apple green is a trend 
color right now. Lime green is associated with 
teens, forest green with wealthier people and 
emerald green with everyone. Soft greens mixed 
with pale yellow or a touch of brown or blue are 
more sophisticated. Green is the opposite of red. 
Twenty-five minutes in a green room feels like 
five minutes. Greens don’t stimulate sales, but 
most greens (other than bright lime) do encourage 
people to linger and shop longer.

Brown is most often seen in wood. People 
rarely paint their stores brown unless it’s softened 
to beige, sand, taupe or tan. Brown is the color of 
trust. When it’s lightened it is still trustworthy, but 
it becomes a true neutral that works equally well 
with all of the colors mentioned above.

Gray is dull, dull, dull and if you must use it – 
keep it on the floor. Black is an excellent accent for 
wood or metal, but try to limit its use. It’s best as a 
dramatic accent.

One of the best things about using color in 
your stores is that it can be changed so easily. 
It’s worth experimenting with color to excite and 
engage your customers. Give them an experience 
outside of the vanilla box. It will be far more 
memorable! n

Escape from the  
  Vanilla Box
you may not be able to remodel your store, but a can of 
paint and the right colors can make a big impact. by Linda Cahan

BLUE: Trust, expertise, 
communication and authority.

YELLOW: Friendly, happy, 
optimistic and affordable.

ORANGE: Affordability, warm 
and cheerful.

GREEN: Growth, encourages 
lingering.

BROWN: Trust.

RED: Life-force energy, 
encourages sales.
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Personality Profiles Help 
Hiring and Productivity
Want a productive employee? hire the right one. but don’t stop 
there, track results to ensure proper management. By Sarah Protzman

with the economy in hot water, it’s more important 
than ever for hot tub retailers to manage their money 
and their people effectively, says Mike O’Brien, vice 
president of The Omnia Group, whose personality profile 
has helped scads of sales companies hire the right person 
since its 1985 inception.

“[Companies] can’t afford to waste money on 
someone who’s not a good fit,” O’Brien says. “The 
market is so flooded right now.”

More than one million people have taken Omnia’s 
15-minute test, which aims to play a role in solving 
the age-old problem: hiring good people (and the 
sometimes-harder task of keeping them). Omnia’s profile 
analyzes job candidates, as well as existing employees, 
against criteria set by the company, such as salary, 
commission and work environment.

A manager’s biggest mistakes from the get-go, 
according to O’Brien, are not knowing who they’re 
looking for, choosing based on the interview instead of 
how the applicant’s personality will influence productiv-
ity and their ability to mesh with co-workers.

“Often, good interviewers have a lot of experience 
interviewing,” he says.

And a manager may be looking for something 
different – perhaps a more aggressive personality – if 
it’s a sales-based position. And if the hot tubs are for 
commercial use rather than recreational use, that again 
makes a difference. 

“You’ll look for a different person,” O’Brien says.
A good rule of thumb for hiring managers, he says, is 

this: If the employee leaves the job in three to six months, 
they weren’t a good fit. If they leave after six months, 
they weren’t being properly managed. 

But when a hiring manager succeeds in getting 
the right person on his or her team, there are several 
ways to track productivity on the clock. Organizations 
give Omnia these parameters to measure against the 
personality profile as well.

Some companies, O’Brien says, focus on making the 
most on each sale. For others, long-term relationships 
leading to repeat and referral business is key.

Even more detailed methods include contact-to-
contract ratios, average sales in dollars per person, 
the number of referrals or success in selling add-ons 
such as warranty packages. 

The most productivity is lost when there’s a lot of 
turnover, O’Brien cautions. A manager should examine 
whether they’re losing people they had seen as good 
candidates for moving up within the company.

“Set goals and expectations that benefit the 
organization, but properly inspire the employee,” he says. 
“Not everyone wants to race up the corporate ladder. Find 
out what motivates each person individually.”

Given the economy, Omnia has recently seen a spike 
in businesses opting for restructuring in lieu of more 
hiring, which can mean being around for the least fun 
part of the job.  

“Sadly,” he says, “sometimes that involves layoffs.”
O’Brien couldn’t provide names of clients for this 

article, citing privacy concerns. But he was eager to 
articulate what his clients say they’ve gained most from 
using Omnia’s personality profile,

“A deep understanding of what motivates that individual,” 
he says. “It eliminates that getting-to-know-you period 
of three to six months. You’ll know what to do, and what 
not to do, when dealing with that person.” n

For more on The 
Omnia Group, visit 
omniagroup.com. 

personnel
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troubleshooter

we’ve talked about the tools of our trade, now let’s examine the contents of our service vehicle. 
As a professional spa tech your van is your office, workshop and parts room in addition to 
your transportation. What’s in your service vehicle can save you time and a call back. 

During the 20 years that I’ve been a hot tub service tech there has been nothing more 
frustrating than spending an endless amount of time looking for one little part or fitting 
in my van. Invariably it’s something silly like a 1.5 inch slip x slip coupler that I should 
have 20 extra of, and I usually find it right after I’ve already run back to my store or 

Dissecting Your 
Service Vehicle
a user-friendly service van will save you time, money 
and prevent unsatisfied customers. by robert stuart

Illustration by Michael Berrelleza

robert stuart has been in the 
spa industry for over 20 years 
as a technician, store manager, 
factory rep, salesman and business 
owner. He currently owns Spring 
Spas and Home Recreation, Inc. 
in Colorado Springs, Colo. with 
his wife Tammy.
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tech truck

plumbing supply shop.
Let’s talk about how we can organize 

your van to make this easier because the 
more effective we are the more profitable and 
valuable we become. 

Obviously your van should carry your 
tools, but more than that it should be laid 
out so that you have your major tools in large 
storage boxes or compartments and your 
smaller, onsite tool kit readily within reach. 

Right by my side I keep a small 
electricians bag that carries my meter, 
screwdrivers, pliers, wrenches and a small 
12-volt lithium ion drill that fits easily in 
tight spaces. It comes with me in whatever 
vehicle I’m in and wherever I go (even in 
my motorcycle saddlebags).

I also have a three-piece, stackable, roll-a-
round toolbox for larger jobs. 

Your van should have a bin system just 
for plumbing, with different types of fittings 
such as ell’s, street ell’s, T’s and slip couplers. 
Some techs sort these out by size not by 
type. This is common, but it makes it hard 
at times to quickly see when you are running 
low on a particular type of fitting.

Every van should have a dremel kit, saws, 
sand paper, a drain pump, a heat gun, work 
lights and glue.

Glue is the hardest thing to carry in your 
vehicle and you need more than one kind. 
You should carry PVC primer and glue, clear 
silicon, wood glue and vinyl repair glue in 
addition to a two-part epoxy. You can use 
old drill boxes or tool boxes to carry your 
glue; I use a bucket. But make sure it’s placed 
where it won’t get spilled or smashed – we 
all know the mess that can make.

You’ll also want a small shop vac and 
trash bags. Keeping up with the trash is vital, 
it’s important to pick up every little piece 
of foam and plumbing before leaving the 
customer’s house. 

Other items essential to my daily service 

route are a good supply of cloth rags and 
paper towels, extension cords, face masks, 
gloves (disposable and work), flashlight and 
safety glasses. 

In the colder regions you want to carry 
extra clothing for layering and even dry 
socks. I bring a ball cap and a knit cap (but 
I’m a bit more follically challenged than 
most). Remember, kneepads are lifesavers.

In the front of the van you should 
have a calculator, extra pens, maps or a 
GPS, part tags, an invoice book and 
possibly a laptop.

The other parts that you’ll need depend 
somewhat on which hot tub brands you 
service, but every van should have generic 
heating elements, pressure switches, flow 
switches and other common electrical 
components, plus a fuse/connector kit. 

Last, but not least, you need a storage 
place for replaced and warranty return parts. 
If you don’t have some place set aside you 
could mix up the old parts with the new 
parts and could miss out on the warranty 
reimbursement. Tag every part you take 
off with the customer name, serial number 
and problem. This step will save you so 
much time!

All of this sounds like a lot to carry in 
one van, but the more of it you have the 
better off you are. Nowadays making one trip 
is more important than ever and being better 
prepared will set you apart from the pack. 

We’ve already talked about up-selling 
in other articles so remember that you 
should also stock filters, jets, ozonators and 
maintenance products in your vehicle as well. 
At least take a look at your list of spas to 
visit each morning before you start making 
service calls and bring a supply of products 
you can sell for those models.  

Every afternoon get into the habit of 
taking out trash and old parts and restock 
so you are ready for the next day. n

p Large Storage Boxes
p Meter
p Screwdrivers
p Pliers
p Wrenches
p 12-volt Lithium Ion Drill
p Ell’s
p Street Ell’s
p T’s
p Slip Couplers
p Dremel Kit
p Saws
p Sand Paper
p Drain Pump
p Heat Gun
p Work Lights
p PVC Primer
p PVC Glue
p Clear Silicon
p Wood Glue
p Vinyl Repair GLue
p Two-Part Epoxy
p Bucket
p Shop Vac
p Trash Bags
p Cloth Rags
p Paper Towels
p Extension Cords
p Face Masks
p Gloves
p Flashlight
p Safety Glasses
p Extra Clothing
p Kneepads
p Calculator
p Extra Pens
p Maps/GPS
p Part Tags
p Invoice Book
p Laptop
p Pressure Switches
p Flow Switches
p Fuse/Connector Kit
p Filters
p Jets
p Ozonators
p Items to Upsell

Service Van Checklist
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Legal

more businesses are investigating bartering as a way 
to preserve cash while still moving product. Barter can 
connect your company with vital goods and services: 
printing, professional services, construction, equipment, 
and just about anything else you can think of. If someone 
sells it, it’s a good bet that someone somewhere is 
bartering it too.

“It’s not a problem taking our products and turning 
them into barter dollars.” says Brian Quint, president of 
Aqua Quip, which has ten stores in the Seattle area. As 
spring approaches, hot tubs, chemicals and service needs 
will soon be in high demand. And many of these needful 
folks are willing to trade.

Barter Basics
Barter offers from individual customers are somewhat 
common, but today’s barter economy can be much 
more sophisticated. 

Barter exchanges are easy to access both locally 
and on the Internet. These networks facilitate 
trading: you barter a hot tub to one network member, 
then use the “trade dollars” – the network’s virtual 
currency – from that transaction to buy new 
computers for your office from another member. 
The exchange tracks transactions, facilitates trading 
between its members and, most importantly, prepares 
and files necessary tax forms. Another benefit of 
barter exchanges is that simply by being in the network, 
your business is exposed to customers that could not 
be reached any other way.

Tax Time
Yes, barter income is taxable. The monetary value of 
bartered goods is treated like any other source of income. 
And all taxes, of course, must be paid in cash. There are 
no tax benefits to barter. But, contrary to popular belief, 
bartering does not flag a company for audit.

Business expenses paid with barter are still deductible. 
But any barter goods or services that are given to individuals
(you or your employees) as a form of compensation are 
subject to personal taxes. These must be reported on a 
contractor’s 1099, or, for employees, declared on the 
W-2 with appropriate taxes withheld.

The taxes on the income those trade dollars represent 
are due for the year you earned them, whether or not the 
trade dollars have been spent. “I try to never let our office 
get too far ahead of ourselves on barter,” says Dennis 
Marunde of Arvidson Pools and Spas in Crystal Lake, Ill. 
“When we accumulate around $7,500 worth of barter, the 
account goes on hold until we spend that amount down.”

Exchange Navigation
The best way to avoid barter accounting issues is to join 
an exchange. Exchanges do charge periodic membership 
fees and/or transaction fees, but their assistance is a real 
benefit that enables companies to make the best use of 
their barter potential. 

To get the best value for your trade dollars, be 
realistic about what you have to barter and what you 
need. “Make sure you’re selling what benefits your 
company,” says Dale Torres of American Barter 
Exchange, based out of Patterson, Calif. 

Putting older merchandise up for barter makes more 
sense than trading popular items. Marunde agrees, “For 
a high-demand product, we would only barter a portion 
of that purchase. If it’s a slow-moving item then we may 
barter 100 percent.” 

Research is essential to find the right exchange for 
your business. Important considerations are: amount of 
transaction fees, customer service quality, ease of access 
to the network, whether or not partial barters are allowed 
and the network’s ability to supply what your company 
needs. Work smart, with liberal applications of common 
sense, and barter can be a great asset. n

Trading Graces: 
A Retailer’s Guide to Barter
when cash flow is slow you can still get the services you need 
in your spa store, possibly by bartering. By Cristina Rizen

Ready to trade? Take the 
International Reciprocal Trade 

Association self-test to help 
assess your barter-readiness. 

irta.com/isbarterforyou.aspx 

Where to Barter:
American Barter Exchange 

abebarter.com

International Monetary Systems 
imsbarter.com

Merchants Barter Exchange 
merchantsbarter.com

The Barter Directory
barter.net
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expenses

Interest Rates 101
The Federal Funds Rate is at an historic low, but what does that 
mean for consumers taking out loans for hot tubs? By Amy Wilkinson

it’s a headline you’ve probably seen splashed across the 
pages of The Wall Street Journal several times over the 
past year: “The Federal Reserve Reduces Interest Rates.” 
Indeed, the Federal Funds Rate is now at an historic low 
of 0.00-0.25 percent. While many consumers understand 
that the Fed reduces rates to help spur the economy, 
many erroneously assume these “rates” are the same ones 
they pay for their mortgage, credit cards, or even, for a 
loan on a hot tub, but that’s simply not the case. In actuality, 
the Fed does not control consumer interest rates at all, 
though its policies often have a trickle down effect on 
the rates consumers are charged. How does it work? Let’s 
start at the beginning.

The Federal Reserve uses two vehicles to control the 
economy’s money supply: the Federal Discount Rate and 
the Federal Funds Rate. The Discount Rate is the rate at
which banks can borrow from the Fed, whereas the Federal 
Funds Rate (also known as the Overnight Rate) is the rate 
at which banks borrow from each other. In a recession, the 
Fed will typically drop interest rates to encourage spending, 
whereas during periods of inflation, it will increase rates to 
stem spending and hopefully reduce prices. According 
to Gerry Banmiller, CEO and president of 1st Colonial 
National Bank of New Jersey, it’s the Federal Funds Rate 
that has the most impact on consumer interest rates. 

“When Uncle Sam lowers the Federal Funds Rate, 
one of the first things that happens is the Prime Rate 

goes down,” Banmiller says. 
Prime Rate is the interest rate banks charge their 

best customers (often businesses). Each bank sets their 
own rate, however most banks charge fairly similar rates. 
Though the Fed does not control this rate, its policies 
often influence it. When the Fed makes it cheaper for 
banks to borrow money – by reducing the Federal Funds 
Rate – banks often pass this savings on to customers by 
reducing the Prime Rate. Banmiller describes the two 
rates’ relationship as fairly parallel. “When the Federal 
Funds Rate is low, Prime Rate is low. When the Federal 
Funds Rate is high, Prime Rate is high,” he says. Prime 
Rate is always greater than the Fed Funds Rate, typically 
by two to five percent. 

If Prime Rate is reserved for a bank’s best customers, 
what rate can great, good, fair, or even poor customers 
expect? The simple answer is: it depends. Most interest 
rates are based off of prime with adjustments made to 
reflect the risk factor the loan recipient poses and the 
duration of the loan. If the consumer has a poor credit 
history, the interest rate will be higher. And, generally, 
the longer the life of the loan, the higher the interest rate 
(though not always). 

So the next time a nightly news anchor announces a 
rise or fall in Federal Reserve interest rates know that it will 
likely influence (but not determine) the interest rate your 
customers are charged for their next hot tub purchase. n
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build a relationship with your 

manufacturer that’s strong 

enough you could wear it in ink.

written by elizabeth ryan

illustrations by michael berrelleza

Pledge 
your 
Allegiance

• • • • 
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Decide who you are and what 
you’re looking for
The best way to avoid getting involved with a 
manufacturer who doesn’t meet your needs is to first 
decide what those needs are. A solid understanding of 
what kind of business you are, and where you want to 
take your business in the future, can help you avoid 
constant switching and the confusion that results among 
your target consumers, according to Ken Leonard, 
president of Indianapolis, Ind.-based, Carefree Spas Inc.

 “How much confidence would you have in a 
car dealer if he sold Ford one year, next year he sold 

Chrysler, next year he sold Nissan and the following 
year he sold Acura?” he says. “Would you have much 
confidence that he knows what he’s doing? That he can 
really pick a car?”  

Leonard, who has sold one brand for 21 years 
and a second line for 13 years, says customer service 
and quality were on top of his list when selecting a 
manufacturer. That choice says a lot about a dealer, 
according to Leonard, who says his clearly defined values 
have helped him maintain his integrity despite the 
pressure to cut costs during these tough economic times. 

“‘Who do I want to be?’” he says. “The guy who is 

It’s not easy out there for the uncommitted dealer. 

Manufacturer reps seem to beat a path to your 

door, flashing all the bells and whistles, while 

making claims that they are the best brand out 

there • You get involved with one for a while, 

only to learn that you want different things. 

You try another brand, but the relationship starts 

to unravel due to poor communication, broken 

promises or a wave of service calls. • But for 

every dealer out there still looking, there seems to 

be many more retailers who are in a happy dealer/

manufacturer partnership, and are more successful 

because of it. so before you sign a contract or 

tattoo a brand on your arm, so to speak, here 

are a few things every dealer should consider.

pledge your allegiance • • • • 
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known for selling low-quality stuff, who’s making a ton 
of bucks, putting himself first? …When I sell a good 
product at a fair price and take care of my customer, the 
money follows.”

For other retailers, the decision to add a brand comes 
down to the needs of the local consumer. 

Margaret Bell, owner of Adventure Hot Tub & Pools 
in Sarasota, Fla., says she decided to add another brand 
to her lineup to meet the therapeutic needs of the 
retirees in her local market. Because many of the empty 
nesters in her area have downsized into homes with small 
patios, whatever tub she selected needed to fit their space 
constraints. 

Climate also may play a role in driving your brand 
choice, as it did for Bob Wasson, owner of Laurel 
Mountain Spas, Inc. in Friedens, Penn.

Wasson, whose primary brand targets a higher-
income consumer, says he wanted to reach customers 
at the $3,000 price point without sacrificing the quality 
he was known for. 

He therefore wound up going with a company that 
offered consumers a little more for the same $3,000 
price tag, with features that are important for customers 
living in cold weather climes like Pennsylvania. One of 
the biggest selling points, however, was the tub’s hard 
cover, Wasson says, which has an automatic lifter and 
is guaranteed for the life of the product.

Choosing a more durable tub up front, Wasson says, 
has translated into lower maintenance costs for his value-
conscious consumers, and has helped him sell 144 more 
tubs in three years than he otherwise would have.

Do your homework
No matter how great the pitch sounds, though, before 
you let a manufacturer put a single tub on your floor, 
Leonard says, make sure you’ve done your research.

“It’s not the leap of faith (it was) twenty years ago, 
when the business was just starting,” he says. “Today, 
you have literally hundreds of thousands of people 
who have bought one of these brands, who you can 
(call) and say, ‘What’s it like?’ With just a little effort 

you can get a lot of information.”
Dean Salvani, president of Backyard Masters, LLC 

in Farmingdale, N.Y., agrees that research is critical 
because some manufacturers “do an excellent job of 
hiding their shortcomings. And you know they always 
tell you, ‘Oh, we’ve changed, we’ve changed our service 
people, we’ve changed our management,’” he says.

Although he says he would like nothing more than to 
stick with the same one or two brands, he has too often 
fallen victim to the same traps other dealers fall into, the 
most common of which is the warranty.

“With the times being tough, some manufacturers 
are trying to backpedal out of their warranty by 
frustrating the dealer [and] frustrating the consumer,” 
he says. “I can tell you that we’ve taken many lumps 
in terms of dollars…covering what a manufacturer 
should have covered.” 

For Salvani, getting burned too many times in the 
past means the people he now relies on for information 
are other dealers.

“I belong to a buying group and we talk about 
who’s doing what to whom, how’s their service? 
How’s their pricing? How’s their value? Where are 
they in the marketplace?”

After going through two dealers in two years, Bell 
says she spent a long time working with her current 
product at a trade show before making a commitment. 
She says the company’s longevity and its ISO 
certifications also boosted her confidence in the brand 
because “it’s a standard that the company agrees to 
adhere to and there’s a third-party that comes in to 
audit their manufacturing process to make sure that 
they are maintaining the standards that they accepted 
on a consistent basis.”

She says the company’s dealer support team also went 
a long way toward solidifying the partnership by offering 
the level of service they initially promised.

“Really, it all comes down to people,” Bell says. “There’s 
a lot of trust between a dealer and a manufacturer and you 
have to have faith in what they’re telling you…and they 
have to follow through on what they tell you. And when 
that happens, it’s a good business relationship.”

pledge your allegiance • • • • 
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Make sure you want the same things
Any manufacturer worth trusting, according to Bob 
Zacharski, of Viscount Pools, Spas and Billiards in 
Madison Heights, Mich., will be willing to put the deal 
in writing. With 30 years experience in the business, 
Zacharski says the industry is suffering because of a lack 
of long-range planning.

 Since it is in the best interest of both the manufacturer 
and the dealer to establish a lasting partnership, he says 
dealers should write three-year business plans in partnership 
with their supplier, establishing specific business goals 
and expectations for the manufacturer in terms of 
marketing, flooring, freight costs and service. 

believe in a happy ending
The pay off for the extra phone calls, factory tours, 
product examination and negotiations just might be the 
kind of business model that will help you succeed in 
good times and in bad, Zacharski says. 

For him, it’s times like these that the 15 years of 
work he has put into his manufacturer relationship 
becomes more important than ever. In the face of price 
increases and falling demand this year he says he and 
his manufacturer, “worked arm-in-arm, fax-by-fax, 
e-mail-by-e-mail, voicemail-by-voicemail for almost 30 
days to figure out how we could maintain quality, pull 
out waste and we managed to even stay [at] about 
the same number we were last year, while giving the 
customer a better hot tub, I believe,” he says. “And it 
was all because we worked together as a team. We’re 
both taking a little bit on the chin, but we’re delivering 
in 2009 a more feature-laden spa for the same money as 
what we laid it out for in 2008 and it was all because of 
this immense teamwork.”

“Business is nothing more than a good marriage,” he 
says. “The whole thing is ultimate customer satisfaction, 
at the time of sale as well as two years and three years 
down the road. And it all starts with a good marriage 
with your vendor.” n  

    “There’s a lot of trust between 
               a dealer and a manufacturer and 
        you have to have faith in what 
    they’re telling you…and they have to 
                  follow through on what they tell you.    
           And when that happens, 
                        it’s a good business relationship.”

– Margaret Bell, owner of Adventure Hot Tub & Pools, Sarasota, Fla.



pledge your allegiance • • • • 
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1. How long has the manufacturer been in business?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

2. Is the manufacturer corporately owned? 
Who’s the head of the company? How long has the 
management been there? How is the manufacturer 
doing financially? Will they be there tomorrow?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

3. When you call the company, how long does it 
take for them to call you back? 

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

4. What does the manufacturing process look like? 
Are they clean and green? Do they adhere to any 
standards or certifications? How many engineers 
are overseeing the production?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

5. Why did the brand become available? Who was 
previously selling the brand in your marketplace? 
Why is that vendor no longer selling that brand?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

6. How is the product put together? How is it 
insulated? What kind of pumps? What kind of 
filtration? What kind of shell are they using? 
How are they heating the water?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

7. What will the manufacturer do to help you with 
floor planning?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

––––––––––––––––––––––––––––––––––––––––––––––––––––––– 

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

8. What kind of warranty and dealer support does 
the manufacturer offer? Is the warranty pro-rated?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

9. Where are you on the freight trail? How far are 
you from the factory? How many dealers are on 
the line between the factory and you?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

––––––––––––––––––––––––––––––––––––––––––––––––––––––– 

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

10. What will the manufacturer do to help you 
grow your business? What kind of marketing 
support is available?

–––––––––––––––––––––––––––––––––––––––––––––––––––––––

––––––––––––––––––––––––––––––––––––––––––––––––––––––– 

––––––––––––––––––––––––––––––––––––––––––––––––––––––– 

10 questions every dealer should 
ask before putting it in ink
Source: Bob Zacharski, partner, Viscount Pools, Spas and Billiards and Stan Helt, northeast sales manager, PDC Spas
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No time or money 
to train your team? 

Make the most of 
‘teachable moments’ 

with six quick 
tips on using everyday 

situations to train 
your employees.

Help Your 
Employees 

See the Light

By JoAnna Brandi
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as a customer care trainer who works with companies 
of all shapes and sizes, I’m well aware of the extreme caution 
most organizations are taking regarding purchases – especially 
when it comes to training their employees to be and do their best. 
As I see it, there are three main challenges:

1) They have a small training budget – 
or perhaps no budget for training at all.

2) They’ve downsized, making it difficult for 
anyone to be away from their desks or show-
room to attend training sessions for 
any length of time.

3) Even if they’ve bounced back from tough 
times, they don’t completely trust that the 
market will bounce back. As one of my 
prospective clients put it, “I have to check 
with my boss when I want to purchase 
a pencil.”

Meanwhile, employees suffer from the stress and worry of the 
extra workloads they carry. That stress affects their relationships 
with each other and, of course, the experience they provide to 
their customers. And we all know how negative experiences can 
erode the bottom line. The great news is there are simple, no-cost 
techniques that managers can implement to maintain ongoing 
training even as employees are fulfilling their daily duties. They’re 
known as “teachable moments.” 

Successfully used by educators for years, teachable moments 
are spontaneous opportunities to use an experience at hand to 
demonstrate a skill or principle – to train your staff in a small 
yet powerful way. These instances are some of the best, most 
effective ways I can think of to support your staff in developing 
top-notch ‘soft skills’ so they can create customer experiences 
that yield profits.

JoAnna Brandi is publisher of 
the Customer Care Coach, 
a weekly training program 

on mastering “The Art 
and Science of Exquisite 

Customer Care” and “Monday 
Morning Motivation – Positive 

Self-talk for People Who 
Care About Their Customers.” 

She is the author of two 
books on customer loyalty 

and one on positive thinking. 
She writes a free e-mail tip on 
customer caring. You can sign 

up at: customercarecoach.com  
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1) When you hear team members talk about 
their experiences as customers…
…ask them how they felt during and after they purchased the 
product or service. Was the experience positive or negative? 
Was the service provider attentive, friendly and responsive 
or cold and removed? If the service was poor, what choices 
might the provider have made to make it better? Did the 
company live up to the expectations it created? What word 
best describes the overall customer experience? Will they 
return as a customer? Will they refer friends to the business? 

When they understand the emotional impact that their 
service providers have upon them, they’ll better understand 
the impact that they have upon your customers – how 
everything they say and do can make or break a valuable 
customer relationship. 

2) When you see team members ‘talking the 
company talk’… 
…acknowledge and appreciate them for delivering the value 
your company promises to deliver, being as specific as possible. 
For example, when you overhear an employee patiently talk 
a customer through your company’s delivery process, that’s 
the perfect time to say, “I’m really happy about the way you 
just showed your customer how knowledgeable, thorough and 
dependable our company is. Keep up the great work!” 

If you notice that a team member is returning customer 
calls quickly, praise him for demonstrating how responsive 
your organization is. You might add, “Responsiveness is 
something that we promise the customer, and that’s what 
you’re delivering. Super job!” 

3) When your radar picks up grumbling about 
customer complaints… 
…gently assist your team in reframing their perspective of 
customer complaints as ‘gifts’ to your company. Complaints 
are like free consulting tips that let your company know where 
there are gaps in your service and problems with your products. 
Questions will help you to positively shift your team’s focus 
(and decrease their defensiveness). Ask your team:
• How is that information a ‘gift’ to us? 
• What opportunity does that information open up to us to 
improve our customer care? 
• What gap in our service did our ‘free consultant’ just identify? 
• How can we use this information to add value to our 
customer experiences? 
• Wasn’t it thoughtful of that customer to take the time to share 
that important information? 
• Wasn’t it brave of that customer to approach us with that 
difficult situation? 

4) When you become aware that employees 
are making tough choices that will benefit 
your company in the long run…
…praise them for thinking ahead, for thinking about the effects 
and outcomes of their words and actions and how they’re 
impacting others. Say, “I like the way you think.” 
It’s a simple statement, but it’s packed with appreciation, 
motivation and affirmation that will fuel your team to keep up 
their great work. “I like the way you’re thinking about that.”

5) When you notice team members are 
visibly stressed…
…remind them, kindly, to breathe. Taking a few deep breaths 
is one of the most simple and effective ways to handle oneself 
in a stressful situation. Better yet, give them a few minutes to 
walk away from their work, stretch or get a glass of water. 
They’re likely to return with a fresh perspective, which makes 
them better able to provide excellent customer care.

It’s also important that managers handle their stress well 
too. Remember, when you’re a leader in any situation, what 
you do is always louder than what you say. 

6) When your staff needs a shot of 
empowerment or an attitude adjustment…
…‘deputize’ everyone to be on the lookout for co-workers who 
are doing things right – who are delivering value, who are 
creating the feel-good customer experiences that keep customers 
coming back. Have them submit their findings to you in writing 
at the end of each day, and then post the ‘great news’ in a 
weekly ‘Brag Board’ e-mail message or on a poster board 
conspicuously displayed in a high-traffic area of the office. 

While teachable moments alone can’t replace 
the benefits of more formal in-person and online 
training efforts, they are a convenient and powerful 
way to create and maintain a positive environment 
of continuous learning and improvement. The more 
often you make the most of them, the more focused 
everyone will be on adding value and taking care 
of customers. And don’t be surprised if improved 
‘soft skills’ yield hard, bankable results as customers 
become happy and loyal, and talented staff sticks 
around because they love where they work. n

here are six quick tips that illustrate how you can use teachable moments effectively: 
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Elements 
of a Winning 
Spa Business 

Print
advertisement

don’t waste your time or 

precious marketing budget on 

ads that aren’t effective. you 

don’t need to have a fancy 

degree to develop a good 

advertisement, just follow 

these guidelines to success. 
by david frey
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Nnobody can guarantee a winning print ad. 
the only way to know if it will be successful is to test it. 
but there are several elements that you can incorporate into 
your ad to give it a better chance of being a winner – these 
elements are your own personal “winning ad checklist.”

Element #1
Smart Ad Placement
The first step in positioning your ad for success is increasing 
its chance of being seen by your target market. For example, 
running the world’s best radio ad for your retirement 
planning services on a local hip-hop station wouldn’t be 
a good idea.

Find out what your target market is interested in (i.e. 
sports, cooking, business), where they come in contact 
with it (i.e. car, home, airport) and how they follow it 
(i.e. newspaper, magazine, radio). Until you know this 
information, you cannot make smart choices about ad 
placement and you’ll likely end up wasting a lot of your 
hard-earned dollars on an ad that didn’t even get seen by 
your target market.

Element #2
Focus on Your Objective
You’ll never get what you want if you don’t know what 
you want. This is true in your personal goals and also your 
advertising efforts. You must have a specific objective for 
your ad if you want people to act. Is it to call your office, 
come to your store or go to your website?

Whatever your objective is, gear all the elements of 
your ad to persuade consumers to fulfill your objective. 
Suppose you want readers to call your toll-free telephone 
number, then your call-to-action should be, “Call our 
toll-free number now!”

If you include a testimonial, have your endorser 
say something like, “When I made a call to your toll-
free number…” or you might include copy that says, 
“One toll-free phone call can change your life forever.” 
Multiple objectives will confuse your prospect and when 
people get confused, they usually do nothing.

     1) place ads 
        where your target audience 

                                                  will see them.

  2) decide on a specific 
                                 purpose 
                                   for your ad.
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Element #3
irresistible Offer
If you have ever seen the ginsu knife infomercial you have 
witnessed the anatomy of an irresistible offer. Not only 
do you get the set of ginsu knives, but also you get the 
“magic shredder,” the “never-dull chopper,” and the “easy 
egg slicer.”

BUT that’s not all – you also get the “2-in-1 blade 
sharpener” and if you order in the next 10 minutes you’ll 
also receive a second set of ginsu knives! Now that’s an 
irresistible offer. Who could resist all these bonuses for 
the price of one set of ginsu knives?

The secret to constructing an irresistible offer is to 
add valuable bonuses and extend risk-free, easy-to-pay 
terms. Continue heaping valuable bonuses on your 
customer until they throw up their hands and say, 
“Okay, I give!”

One last thought about your irresistible offer. 
Sometimes you can make your offer so irresistible that it 
appears too good to be true. Always tell the reason why 
you can make such a great offer. This will add credibility 
to an incredulous ad.

For example, you might be having a sale that advertises 
70 percent off retail price. When people see “70 percent 
off” many will think that all you have done is boost your 
price 50 percent just so that you can advertise a 70 percent 
off price.

But if you tell them you can offer 70 percent off 
because the recent hailstorm caused some very slight 
damage to your product and you need to liquidate, they 
can now reconcile your great offer in their minds so that 
it makes sense and is believable.

Element #4
unique competitive advantage
Why should your prospective customer do business with 
you over any of your competitors, even those that have 
lower prices? Do you have a “wider selection than any-
body in the tri-county area” or do you “deliver within 
eight hours after the purchase?”

Often your unique competitive advantage is the 
biggest benefit you can offer your prospects, so consider 
including it in your headline, bulleted copy, or your guar-
antee. If by chance, you don’t have a unique competitive 
advantage(s) then you better get one – fast. Not having a 
unique competitive advantage with which to show value, 
results in competing solely on price and that’s a losing 
proposition (unless you have a significant cost advantage).

Element #5
advertorial style
Studies have shown that consumers read news articles 
seven times more than they do advertisements. It is said 
that the average consumer is presented with over 3,500 
ad impressions per day. We have become jaded to 
promotions and commercials.

Cloaking your ad in a news style editorial format will 
not only pull more attention, but also instill credibility, 
which is one of the major roadblocks to consumer response. 
“Advertorial” (advertisement – editorial) type ads include 
compelling headlines, lots of informative, interesting text, 
quotes, and a judicious use of graphics.

The reason advertorial ads are so compelling is that 
people are tired of in-your-face sales ads and would prefer 
the silent, soft sell of an authoritative news article.

     3) add valuable bonuses      
               until they can’t say no.
4) tell people why you are uniquely the best.

       5) make your ad look like it fits in 
                                        with the surrounding articles.
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Element #6
compelling headline
Your headline is the most important part of all the 
technical aspects of your ad. Eighty percent of the success 
of an advertisement can be attributed to its headline. A 
powerful headline is either, (1) benefit driven, (2) news 
oriented, (3) curiosity driven or (4) how-to oriented.

The following is an example of each:
Benefit Driven Example:
“You Too Can Have a Slimmer Figure Without Dieting”

News Oriented Example:
“Amazing New Formula Cures Arthritis Pain”

Curiosity Driven:
“Are You Making These Deadly Hair Care Mistakes?”

How-to Oriented:
“How to Flood Your Business with New Customers for 
Under $50”

It’s a good practice to develop a minimum of 30 
variations of your headline before you select the one 
you’ll use. Readers satisfy their interests by scanning 
headlines. If your headline doesn’t grab attention your 
ad will never be read, let alone noticed.

Element #7
sell the benefits
Your prospects don’t care about you. They don’t care 
about your awards, the name of your business, how much 
you sell or how good you think you are. They only care 
about how you and your offer can benefit them. So leave 
out all of the “me” copy and sell the benefits.

Ultimately people only want two things: (1) gain 
pleasure or (2) avoid pain. Tell people how your 
offering will help them either gain pleasure or avoid pain 
by expressing them in the form of benefits. Don’t confuse 
this with listing the features of your product or service. 
People aren’t concerned as much with features as they are 
with what the features will do for them personally.

To do this, list each feature of your product and then 
determine the benefits – the potential of gain or the avoidance 
of pain – your prospects will receive as a result of each 
feature. Hint: Studies have shown people respond better to 
the fear of loss (pain) then they do to the promise of gain.

6) write a headline 
                      that is either benefit driven, news oriented,     
             curiosity driven or how-to oriented.

   7) take yourself out of the copy and 
                  sell the benefits.

8) find ways to make your ad 
             credible and risk-free.
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Element #8
make it risk-free
Consumers are naturally skeptical. With all the scams, 
rip-offs and untruthful ads consumers have experienced, 
who knows what to believe anymore? You must make 
your ad credible and risk-free. The good news is that it’s 
easy to do. Using a combination of these three strategies 
will provide a powerful risk-free offer.

Strategy #1
Use Testimonials
Testimonials from real people are powerful. People don’t 
like to be guinea pigs. If they’ve seen that someone else 
has received the promised benefits, it provides instant 
credibility. Hint: Including pictures of the endorser will 
double the effectiveness of your testimonial.

Strategy #2
Offer a Strong Guarantee
Provide as strong of a guarantee as absolutely possible. If 
you can’t provide a strong guarantee for your product, 
perhaps you shouldn’t be selling it. Unfortunately, too 
many small business people fear that customers will take 
them up on it. Let me ask you, when was the last time 
your took somebody up on their guarantee? Seldom do 
guarantees get exercised. Use a powerful guarantee.

Strategy #3
Include Facts and Statistics
Use facts and statistics from reliable sources to bolster 
your claims. People find comfort in positive, scientific 
proof.

Each of these strategies will build credibility and 
reduce the risk prospects naturally feel when contemplating 
an offer. Above all, be truthful and honest!

Element #9
call to action
When someone tells you that they don’t like being told 
what to do, don’t believe it. People want to be told what 
to do. In fact, people need to be told what to do and 
when to do it.

Phrases such as, “call now,” “come in today” and 
“sign up right now” trigger emotional response mechanisms 
that get your prospect to take action on an offer that you 
secretly want to take advantage of anyway. Make your 
call-to-action explicit and clear, so your prospect knows 
exactly what to do.

Element #10
urgency

Admit it, the vast majority of people are naturally 
lazy and like to procrastinate. Without a real or perceived 
sense of urgency your prospects will drag their feet. To 
compel your prospect to act immediately you must inject 
a feeling of “scarcity.”

Scarcity is felt when the supply of either time or 
product quantity is limited. For instance, placing a 
deadline on your offer makes your prospect feel as though 
they have to take advantage of your offer before they 
lose the opportunity. An example of this tactic could be 
rescinding a discount offer or a special additional bonus 
within a specified period of time.

Another tactic is to limit the quantity available so 
that people will feel the need to take advantage of your 
offer before your product runs out. It’s not unusual to see 
offers stating, “while supplies last” or “only 50 available, 
first come, first serve.”

If you use scarcity tactics (and you should), make sure 
that you hold true and keep your word by revoking the 
offer when you say you will. If not, you will lose credibility 
and the tactic will backfire on you.

9) make sure the consumer knows 

                          exactly what to do next.
10) provide a sense of urgency 
           to get them in your store now.
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    11) be sure it is easy 
           for them to respond.
12) use graphics and layout to  

                    grab attention.
  13) Track the response rate of 
                              all your advertisements.

Element #11
simple to respond
Most people buy on impulse rather than logic. If your 
prospect finds it difficult to take advantage of your offer 
during their moment of impulse, you will lose the sale. 
Make it easy to do business with you. Many people 
communicate in different ways. Some like to call on the 
phone, others like to go to the Internet and others will 
only fax you their order. It’s important to offer multiple 
ways to be contacted such as telephone, fax, website/e-mail, 
cell phone or any other communication method.

Studies have shown that the vast majority of people 
take advantage of impulse buying using the telephone 
more than any other method. The same studies show 
that when you offer a toll-free number, response rates 
increase. Finally, if you offer a recorded message with a 
toll-free number in which people can hear a message and 
leave their contact information, response rates increase 
even more.

Element #12
graphics
Using a graphic is the first step in a three-step system for 
getting your audience to read your ad. The first step is to 
attract your reader’s attention with an exciting graphic, 
step two is to pull them into your ad with a gripping 
headline, and the third step is to persuade them to take 
action with your copy.

A good graphic can attract the attention of your 
prospect and draw them into your message. However, a 
common mistake advertisers make is to add graphics that 
overpower the copy, leaving little space to tell their story.

Although a picture is worth a thousand words, it also 
can be interpreted a thousand different ways, sometimes 
causing confusion.

Graphics should draw attention and add to your 
message. Exciting graphics showing action are always an 
eye-pleaser. Including someone in your graphic from the 
target market you’re trying to reach, actively using your 
product or service, also is a good choice since it will add 
to your message.
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Element #13
accountability
Small businesses don’t have a lot of money to spend on 
advertising and therefore, must hold their advertising 
dollars accountable. Without knowing what ads are 
pulling better than others, you could be wasting a lot 
of money.

To avoid this, you need to track the response rates of 
your ads. Instead of asking your customers where they 
heard about you, get definitive proof by implementing a 
process by which you can track your ads.

For instance, using a separate phone line or extension 
number for specific ads can help you determine the 
source of the inquiry. Another tactic may be to use a 
unique landing page on your website for different 
promotions. If you’re using lead generation by direct 

mail, tell the recipient that they need to bring the mailer 
in to take advantage of your offer.

If you are using radio or television as your primary 
medium, offer the audience a special report on paper, CD 
or DVD. This not only helps you track your response 
rate but gives your prospect a good reason to respond.

Conclusion
As you track your ads, keep the best pulling ads as your 
“control” piece. Vary the different elements of the ad to 
determine if your new ad pulls better than your control 
ad. If it does, make that ad your new control ad.

Although, none of these elements alone can guarantee 
a successful ad, the combination of these elements will 
increase the potential for your ad to be a solid winner. n
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Products for All Seasons
winter, spring, summer and fall, colley’s has products to get them 
through the seasonal ups and downs. photography by Matthew j. kianka

hot tubs, patio furniture, in-ground pools, above-ground 
pools, saunas, ATVs and snowmobiles – now that is an 
interesting mix. But the weather of the New York and 
Pennsylvania locations of Colley’s Pools & Spas has 
made this mix work, taking away the seasonality that can 
accompany pools and spas. 

“We make those decisions to make sure our employees 
are taken care of,” Owner Scott Colley says about their 
choice of products. Much of what they choose to carry 
comes directly from customer inquiries and demands. 

Colley says his hot tub sales have held pretty steady 
and he sees the year going well. “No matter what people’s 
interests are, they’re starting to invest money in their 
homes,” he says. Colley sees hot tubs and the other 
products he sells starting to become a big part of the 

renovation process. The renovations are also keeping his 
service department busy. These two departments are 
“bright lights” on the spreadsheets according to Colley. 

“Everyone is going to continue to fix up the products 
that they currently have,” he says. “You have to have good 
service to pick up new sales.” Colley’s service department 
uses a software scheduling program that was written for 
their business that he says has improved their efficiency. 

But for retailers who want to venture out into new 
products, whether it be a hot tub store picking up a 
snowmobile line or a snowmobile store picking up a hot 
tub line, Colley says that the key to success is research.

“You have got to do your due diligence. Check the 
marketplace and the pricing.” n

Each issue of SR in 2009 will 
feature a non-traditional hot 
tub retailer, a store that began 
without hot tubs in mind, and 
explain how hot tubs have 
become an important part of 
their growth and success. 
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snowmobiles
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outside industry

ATVs and Colley’s
Colley’s had successfully sold snowmobiles for years when 
they decided to bring in ATVs. 

“Make sure that you’re going to spend the time to market 
it properly, that you’re going to give it enough time so the 
marketplace knows it’s available through you. And profitable. 
Although that sounds simple that’s sometimes not the focus 
going in,” Colley advises.
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snowmobiles

Customer Driven Growth
To help gauge how well their 
store is performing with customer 
service, Colley’s is implementing 
a customer advisory board. The 
first meeting is planned for July 
and they hope to have a “broad 
spectrum” of customers who 
have purchased a variety of their 
products. Colley says this kind of 
feedback will help them continue 
to grow in ways that benefit the 
customer first and foremost.   
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SpaRetailer

introduced for consumer use a few years ago, swim spas have become a 
growing segment of the spa industry. there are probably more manufacturers 
making swim spas than you think and we’ve got most of them right here.
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Alps Manufacturing

6100 Wheaton Drive
Atlanta, GA 30336
404-661-2283
alpsspas.com   
Georgia-based Alps Spas manufactures a portable 
and an in-ground swim spa. The Matterhorn 
(pictured) is the company’s portable swim spa, 
and is constructed with a steel frame and a solid 
ABS bottom. Synthetic insulated paneling is used 
along with 32 stainless steel jets in the seating 
area and two swim jets in the swimming space. 
The swim spa is roomy enough to seat six.

cal spas

1462 East 9th St.
Pomona, CA 91766
800-CAL-SPAS
calspas.com

Cal Spas’ swim spa line, the Ultimate 
Fitness Series, was built to help 
consumers live a healthier lifestyle. 
The company’s swim spas, which 
include models that can seat up to five 

people at a time, consist of the FP1455, the FP1755 
and their latest model the F1257 (pictured) among 
others. The F1257 includes a number of workout 
essentials including detachable rowing equipment 
and a swim tether port for stationary exercise. The 
jets in the F1257 are fully adjustable and can turn 
on and off independently.

coast spas

6315 - 202 St. 
Langley, BC
Canada V2Y 1N1
wellnesshottubs.com

To provide a cardiovascular workout, the Wellness 
II Swim Spa (pictured) from Coast Spas uses four 
pumps to supply the current and four bottom-mounted 
jets to help keep consumers afloat. Detachable oars 
and exercise bands allow owners to do strength 
training while enjoying the low-impact buoyancy of 
the hot water. The Wellness II also has the option of 
attaching the Wellness III Lounger, a lounging area 
that uses 32 jets for an ideal, after-exercise massage.

alps manufacturing

cal spas

coast spas
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dimension one spas

2611 Business Park Drive
Vista, CA 92081
760-727-7727
aquaticfitnesssystems.com   

The Aquatic Fitness System from 
Dimension One Spas has three swim 
spa options, the AFS 16, the AFS 19 
and the AFS 19 DT (pictured). The swim 
spas, which the company says are 

virtual underwater gyms, provide consumers with an 
abundance of exercise options. All three swim spas 
include approximately 20 jets and have four skirt 
color options. Included features are the E-Z Lock filter 
cartridges and an ozone purification system – both 
help keep water clean and allow for the use of 
fewer chemicals.

dynasty spas

101 Dynasty Way
Athens, TN 37303
866-DYN-SPAS
dynastyspas.com

The Aquex Swim Spa (pictured) from Dynasty Spas 
has a 2,000-gallon water capacity and room for 
five adults including four seated and one swimmer. 
The spa is constructed with two 5.5kW heaters, multi 
color LED lighting, 40 jets including eight fountain jets 
and an exercise and rowing system. The Aquex also 
is outfitted with an AM/FM/CD/MP3 stereo system 
with two pop-up speakers, 30 station presets and a 
subwoofer. Skirting for the swim spa comes in one of 
three colors – silver, gray and walnut. 

Endless Pools, Inc.

1601 Dutton Mill Road
Aston, PA 19014
800-732-8660
endlesspools.com

Featuring an adjustable swim current that can be 
turned on and off by remote control, the Endless Pool 
Swim (pictured) manufactured by Endless Pools, Inc. 
provides workout levels for new and seasoned 
swimmers. The swim spa, which holds 1,950 
gallons of water, has two spa seats with 10 jets and 
underwater lighting. Constructed with foam insulation 
and an acrylic shell backed by fiberglass, the Endless 
Pool Swim also has cedar skirting and an ozonator.

dimension one spas

endless pools, inc.

dynasty spas
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Hydropool Hot Tubs

335 Superior Blvd.
Mississauga, ON
Canada L5T 2L6
800-465-2933
hydropoolhottubs.com   
Hydropool Hot Tubs offers three swim spas, two of 
which are sold in the United States: the Aquatrainer 
(pictured in 14’ size) and the Aquaplay. The 
Aquatrainer is ideal for those looking to work out, 
while the Aquaplay is designed for family fun since 
it creates a mini-pool environment. The Aquatrainer 
uses two swim nozzles to create the current and a 
dial to adjust the current’s flow. Using one pump to 
operate the seating area, the Aquaplay also comes 
with a swim-in-place harness and an optional locking 
safety hardcover.

Maax Spas Industries Corp.

25605 South Arizona Ave.
Chandler, AZ 85248
800-367-9444
powerpoolspas.com

The PowerPool line of swim spas is manufactured by 
Maax Spas – an Arizona-based hot tub company. 
The PowerPool collection, which combines elements 
of pools, hot tubs and home gyms into one, uses 
streams of water from the company’s PowerForce 
swim jet system to create the swim spa environment. 
Featured spas from the PowerPool line include the 
PowerPool Sport and the PowerPool SuperSport 
(pictured). The first of which features a rectangular 
design and the second a split design with separate 
areas for exercise and relaxation.

master spas

6927 Lincoln Parkway
Fort Wayne, IN 46804
800-860-7727
h2xswimspa.com

H2X Swim Spas from Master Spas 
include the H2X, the H2X CrossTrainer, 
the H2X CrossTrainer 2 and the H2X 
CrossTrainer SJ (pictured). The four spas 
offer a workout/swim space and a 

sitting area for relaxation. The H2X and the H2X 
CrossTrainer use Master Spas’ patented Exerswim 
propulsion system to create a smooth, wide current, 
while four jets create the current for the company’s 
other swim spa models.

hydropool hot tubs

maax spas industries corp.

master spas
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Premium Leisure LLC

6101 45th St. North
St. Petersburg, FL 33714
866-BEST-SPA
premiumleisure.com   
Designed with quality and price in mind, Premium 
Leisure offers three different swim spas – the Dual 
Zone, Swimmer 18 (pictured) and Swimmer 14. 
These swim spas, which have deep spaces and wide 
swim lanes, have jets configured to relax targeted 
areas and allow a person to exercise or just relax in 
the hot water environment.

rio swim spas

P.O. Box 3707
Brownsville, TX 78523
956-831-2715
rioplastics.com

Rio Swim Spas, a Texas-based company, 
manufactures five models of swim spas including 
the Aqua Physio Therapy Spa, the Aqua Swim N’ 
Spa and the Aqua SwimSpa. Rio’s Aqua SwimSpa, 
the AS/B14’6”, boasts 93 square feet of swimming 
space and has a water capacity of 1,830 gallons. 
The swim spa also comes with a number of options 
including tile borders, lighting and covers.

sunbelt spas

4008 Westhallow Parkway
Houston, TX 77082 
800-258-7727 
sunbeltspas.com

The QX4 (pictured), the Luxury and the Olympia are 
the three swim spa options from Sunbelt Spas. The 
QX4, which is the latest of the swim spas can hold 
up to six people and includes a swim and spa area 
separated by Plexiglas. The Luxury, which can hold 
up to eight, has an extended seating area that does 
not interfere with the workout space. With a swim 
lane and large swim space, the Olympia is designed 
for the true athlete.

vita spa

800-848-2772
rioplastics.com

The xStream, the xStream Pro and the xStream Duo 
Pro are the three swim spas manufactured by Vita 
Spa. These swim spas were fashioned to give 
consumers a superior workout for all levels of experience. 
All three also provide horizontal and vertical 
stabilization within the swim jet stream, so users can 
stay within the center of the spa. Badu Swim jets are 
included as a part of each swim spa to help produce 
a strong current that is ideal for swimming and exercise. 
The cabinets of the swim spas are said to be virtually 
maintenance free and ecologically friendly.

premium leisure llc

sunbelt spas
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Search Engine Optimization/May-June 09/34 n

LEADS
Marketing on a Budget/Spring 08/52 n
Marketing Ideas for Holidays/Summer 08/56 n
Cost Per Sale/Fall 08/55 n
Pay-Per-Click Advertising/Winter 08/40 n
E-Mail Marketing/Jan-Feb 09/31 n
Lead Software/Mar-Apr 09/31 n
Special Reports/May-June 09/36 n

LEGAL
Tango Over Title 20/Spring 08/64 n
Easy Tips to Manage Your Company/Fall 08/78 n
Equipment Tax Savings/Winter 08/53 n
Title 20 and VGB Act Updates/Jan-Feb 09/39 n
Do-It-Yourself Legal/Mar-Apr 09/39 n
Barter Tax Laws/May-June 09/42 n

MERCHANDISING
Keys to Good Signage/Spring 08/50 n
Soak Rooms/Summer 08/58 n
Checkout Areas that Work/Winter 08/38 n
Company Uniforms/Jan-Feb 09/32 n
Merchandising Calendar/Mar-Apr 09/32 n
Choosing Paint Colors/May-June 09/38 n

OPINIONS
To Endorse or Not to Endorse/Spring 08/24 n
Warranties/Summer 08/26 n
Attitude/Fall 08/22 n
Annual or Biennial Show/Winter 08/24 n
2009 Economic Outlook/Jan-Feb 09/20 n
Commission vs. Salary Pay/Mar-Apr 09/18 n
How Many Brands to Carry/May-June 09/22 n

OUTSIDE THE INDUSTRY
Selling Outside the Box/Jan-Feb 09/53 n
Bullfrog Spas Ogden/Mar-Apr 09/67 n
Colley’s Pools & Spas/May-June 09/66 n

PERSONNEL
Entrepreneurial Employees/Spring 08/68 n
Hiring Good Employees/Summer 08/80 n
Keeping Good Employees/Fall 08/75 n
Motivating Employees/Winter 08/56 n
Customer Service Tips/Jan-Feb 09/44 n

Bad-Egg Employees/Mar-Apr 09/42 n
Tracking Productivity/May-June 09/39 n

PRODUCT PROFILES
EZtop Spa Cover/Spring 08/30 n
Spa Delivery/Summer 08/28 n
Aromatherapy/Fall 08/24 n
RB Control Systems/Winter 08/26 n
EZ Pad/Jan-Feb 09/22 n
Hot Tub Hauler/Mar-Apr 09/22 n
SpaScenes/May-June 09/24 n

PROMOTIONAL HOME RUN
Cable TV Inspires/Spring 08/48 n
Vehicle Wraps/Summer 08/60 n
Do Send-Out Cards Work/Fall 08/58 n
Gas Giveaways/Winter 08/37 n
Used Hot Tubs/Jan-Feb 09/34 n
Radio Advertisements/Mar-Apr 09/34 n
Sponorships/May-June 09/33 n

ROOKIES
Boot Camp for Spa Retailers/Spring 08/23 n
Point-Of-Purchase/Summer 08/21 n
Co-op Advertising Programs/Winter 08/28 n
Sales Pitch Planning/Jan-Feb 09/24 n
Customer Service Surveys/Mar-Apr 09/17 n
APSP Career Institute/May-June 09/19 n

SPAZONE/TOP PRODUCTS
Best Selling Spas/Spring 08/55 n
Rotomold/Summer 08/62 n
Accessories/Fall 08/60 n
Hot Tub Manufacturers/Jan-Feb 09/66 n
Chemicals and Aromatherapy/Mar-Apr 09/73 n
Swim Spas/May-June 09/72 n

STORES 

Barto Pool & Spa/Spring 08/34 n
Intermountain Aquatech/Spring 08/38 n
Paint Connection Plus/Summer 08/35 n
Apollo Spas/Winter 08/31 n
Sweetwater Hot Tubz/Jan-Feb 09/27 n
Beachcomber Durham/Mar-Apr 09/25 n
Northwest Hot Springs/May-June 09/28 n

TROUBLESHOOTER
Tools of the Trade/Spring 08/63 n
Plumbing Pt. 1: Glue/Summer 08/86 n
Plumbing Pt. 2: Leaks/Fall 08/80 n
Plumbing Pt. 3: Preventing Leaks/Winter 08/54 n
Shell Repair/Jan-Feb 09/40 n
Service Revenue Streams/Mar-Apr 09/40 n
Organizing Your Service Van/May-June 09/40 n



Spa Manufacturers,
It’s Not To Late

Homeowners are the best salespeople you can hire. The Spasearch Certified award is the only completely  
independent endorsement in the industry based on audited customer satisfaction surveys. Join our growing 
list of distinguished spa manufacturers who have earned this coveted recognition. Your hot tub dealer 
network will thank you.

Contact David Wood at Bigfish Publications 480-367-9444 or e-mail dwood@bigfishpublications.com 
for complete program details.

*Audit takes approximately 14 business days to complete.

CERTIFI
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Advantis Technologies. . . . . . . . . . . . .              43
poolspacare.com

Arch Chemicals. . . . . . . . . . . . . . . . . .                   18
baquaspa.com 

Arctic Spas . . . . . . . . . . . . . . . . . . . . . .                       5

arcticspas.com

BioGuard . . . . . . . . . . .          Inside Front Cover

spaguard.com

Caldera Spas. . . . . . . . . . . . . . . . . . . . 11
calderapromises.com

Coast Spas . . . . . . . . . . . . . . . . . . . . . .                       9
coastspas.com

Confer Plastics, Inc.. . . . . . . . . . . . . . .                16
conferplastics.com

Clearwater Spas. . . . . . . . . . . . . . . . .                  58
clearwaterspas.com

Cover Pools. . . . . . . . . . . . . . . . . . . . .                      21
coverpools.com

Cover Valet. . . . . . . . . . . . . . . . . . . . . .                       3
covervalet.com

Dimension One Spas. . . . . . . . . . . . . .               15
d1spas.com  

Gas Traffic Solutions. . . . . . . . . . . . . .               72
gastraffic.com

Horizon Spa & Pool Parts . . . . . . . . . .           14
horizonparts.com

Hot Spring Spas . . . . . . . . . . . . . . . . . .                   1

hotspring.com

L.A. Spas. . . . . . . . . . . . . . . . . . . . . . .                        23
laspas.com 

Leisure Concepts. . . . . . . . . . . . . . . . . .                   7

leisureconcepts.com

Lucite Acrylics. . . . . . . . . . . . .            Back Cover
lucite.com

Master Spas . . . . . . . . .         Inside Back Cover
masterspas.com

PharmaSpa International . . . . . . . . . .           37
pharmaspa.ca

Rayner Covering Systems. . . . . . . . . . . 13
raynercovering.com

RB Control Systems. . . . . . . . . . . . . . .                16
rbcontrolsystems.com

Spa Parts Plus. . . . . . . . . . . . . . . . . . .                    35

spaparts.com

SpaRetailer.. . . . . . . . . . . . . . . 45, 65, 79
sparetailer.com

Sunbelt Spas. . . . . . . . . . . . . . . . . . . .                     17
sunbeltspas.com

Circle the designated 
companies and/or product 
categories on the BRC card 
(shown right)

Got Brochures! Highlighted below is our May/June 2009 advertiser index of major players devoted to 
the hot tub industry. To request brochures, simply circle the designated companies and/or product categories 
on the BRC card (shown right) and we will promptly forward your request for information. Don’t forget to 
visit sparetailer.com for additional online advertisers.

Need a Business Partner?
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