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EXECUTIVE SUMMARY 
Introduction
Sharon Springs, Inc. (SSI), the ambitious leading firm in the fast-growing well-being spa 
and hospitality industry, has purchased the rights to the world’s top quality sulfur water 
and the major portion of Historic Village of Sharon Springs which had prospered until 
World War II.  SSI will develop this invaluable water and historical site into an ultimate 
sulfur spring spa and resort destination.   SSI has divided our resort project into three 
phases. In our first phase SSI is planning to renovate Imperial Bath House. The renovation 
of Adler and Columbia hotel will be second phase of the project and phase three will be 
additional resorts spot near the area.

For the first phase of the project, which is to renovate Imperial Baths, it is estimated to cost 
8 million dollars. For the Imperial Bath renovation, there is SBA Loan $3,500,000 secured 
and owner’s fund prepared. With Imperial bath’s renovation is planning to house indoor 
public baths, eastern-style outdoor pools, sauna facilities, and private baths and massage 
area. It is estimated take 2 years of construction time to finish one the best East coast’s 
Sulfur spa & sauna.   

Business Strength 
1) Dongbu Tour & Travel, a travel agency whose owner is the CEO of SSI, is already 

accommodating 40,000 clients visiting Niagara Falls every year. Since Sharon 
Springs Spa & Resort is located on route for Dongbu’s Niagra Falls packages 
originating from New York, the resort can easily be added to the existing tour 
packages so that the current 40,000 clients visiting Niagara Falls can stop by and 
enjoy the resort’s facilities and services. 

2) Sharon Springs has the best water - Sharon Springs water contains highest 
concentration of H2S, So4, So3, Calcium and Magnesium in the world. The water has 
various health benefits and cosmetic benefits. No other springs in the States come 
close to our water.

3) Location - Sharon Springs Spa & Resort is conveniently located in the center of 
major cities and highways. The resort is easily accessible by major highways such as 
I87, I88, I90 and US-20.  Also, it is located on route for Canadian travelers who visit 
New York City and Woodbury Commons by bus.  

4) Neighborhood – Sharon Springs is surrounded by a number of interesting tourist 
attractions. For example, Baseball Hall of Fame and Howe Cavern are only 15 
minutes away from Sharon Springs. Also, there are various museums, opera houses, 
and a casino near the area, which provides great package deal opportunities.  

5) Spa Industry - The spa industry has been growing continuously. In the past, spa was 
perceived as an alternative medical experience. Today, the perception has changed 
and it is now considered family friendly leisure experience. For this reason, the spa 
industry is among the most steadily growing markets in the hospitality field. 
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Sharon Springs Yesterday vs. Today 



4



5



6

1. MISSION STATEMENT 

Sharon Springs, Inc.’s mission is to provide a premium spa and bath experience for our 
guests with world’s best quality sulfur water, gorgeous Eastern-themed sauna and bath 
facilities, and exceptional customer service. 

Sharon Springs Spa & Resort Project shall differentiate itself from the other competing spa 
and resort destinations by positioning it as an Eastern-style boutique spa resort. With the 
construction of an outdoor/indoor pools and sauna complex with Eastern atmosphere, 
Sharon Springs Spa & Resort will form the basis of a highly profitable venture set and create 
Sharon Spring as one of the best tourist destination in NY.  

2. OBJECTIVE

This business plan serves to describe in detail the direction, vision, and planning of the 
Sharon Springs Spa & Resort development project. Our objectives regarding this plan 
include:

1) Explain marketing strategies to attract 80,000 customers a year.  
2) Provide detailed explanation on how we are going to offer world's best quality sulfur 

water to create premium sulfur baths experience for our customers. 

3. OWNERSHIP

As of this writing, Mr. Kyusung Cho is the sole owner of the Sharon Springs, Inc. 

4. SERVICE SUMMARY

Sharon Springs Spa & Resort provides unforgettable getaway experience through various 
aspects of a successful spa resort. The 4 major services it provides are. 

1) Gorgeous Indoor Public Baths
2) Eastern-Atmosphere Outdoor Pools  
3) Uniquely Themed Sauna Rooms 
4) Top Quality Spa Services  
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5. ASSETS / RESOURCES 
5-1. Real Estates Description

 Imperial Baths (Phase I) 

SSI owns the Imperial Baths, which 
was built by White Sulfur Springs 
Company in July 1, 1927. The 
entrance was designed in Beaux Arts 
style with an arcade supported by 
double Corinthian columns. 
Inhalation Baths, lower baths, White 
Sulfur Temple, Magnesia Temple, 
and Eye Water Temple are right next 
to this building.

The temple on the left is White Sulfur 
Temple which replaced the original 
wooden sulfur spring temple in 1930. It 
has 8 Corinthian columns. The speaker 
attached next to a chandelier in the 
center provides beautiful music. The 
temple still stands today. 

In the peak time, Imperial Bathhouse 
was bustling with people, 
accommodating up to 5,000 treatments 

daily.

 Columbia and Former Washington Hotel Lot ( Additional Project ) 

Columbia will be renovated as a budget Hotel for Imperial Bath Guest.  Washington 
hotel  demolished and will be used as a parking lot.    

 Hotel Adler (Additional Project) 

Built in 1927 at a cost of $250,000, Louis Adler’s hotel was the last large hotel property 
to be built in Sharon Springs. The Adler offered 150 rooms each of which had its own 
bath with douche and massage facility, a theater and a ballroom. The shaped gable, 
arcaded porches, and stucco walls are characteristic of the Spanish Colonial Revival 
style. SSI is now actively seeking to raise capital to renovate the hotel.  All interested 
parties are welcome to inquire within.   

<Imperial Baths>

<View of the Lower Bathhouse in 1930>
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 Empty Lot: 82 acres (Additional Project) 

The 82 acres of 
land, being located 
close proximity 

within the 
Imperial Bath 

and Adler, 
promises an 

array of future 
development
opportunities.
Currently SSI 

is planning to 
take advantage of this vast land to make our resort more exciting and complete getaway 
place. Possibilities SSI is contemplating are includes but not limited to: open water park, 
Sharon Springs water bottling facility and other various exciting projects.  

 Summary of Estates Owned
The combined acreage of hotels, baths, and vacant lots including a 83-acre by SSI is 
112.26 acres. 

ESTATES ADDRESS SIZE
Imperial Bath and its vacant 
lot

233 Main Street 
Sharon Springs, NY 13459 14.20 acres 

Hotel Adler and its vacant lot 107 Adler Ave 
Sharon Springs, NY 13459 12.48 acres 

Columbia and Former 
Washington Hotel 

109&118 South Street 
Sharon Springs, NY 13459 2.00 acres 

Empty Lot Goodrich Street 
Sharon Springs, NY 13459 82.60 acres 

Total 112.26 acres 
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5-2. Comparison of Water Contents 

Source: H2O Solution 

 Best Quality Sulfur Springs Available in the US:

Our water contains various beneficial substances including  SO4, H2S, Magnesium, and 
Calcium- highest in the US and overwhelmingly higher than any other major springs in 
the world. 
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Sharon
Springs Benchmarks Effects

Sulphate
(S04)

Our water 
contains
1,490ppm of 
sulphate. 

Berkeley Springs at West 
Virginia, arguably the most 
famous sulfur water in the 
US, contains Sulphate 
concentration of 22 ppm. 
Sharon Springs sulfur 
water is almost 70 times 
higher than Berkeley’s. 

Compared to 301 ppm of 
Hot Springs Spa at White 
Sulfur Springs, Montana, a 
popular spa destination in 
USA, Sharon Spring’s has 
about 5 times more of the 
Sulphate concentration.   

In comparison with the 
most famous three sulfur 
springs in Japan, such as 
Tsukioka hot springs, 
Kusatsu hot springs and 
Betboo hot springs, which 
contain 343 to 606 ppm of 
Sulphate, Sharon Springs 
water has much higher 
sulphate concentration.  

This abundance of 
sulfuric element of 
Sharon Springs’ water 
could provide very 
effective medical healing 
power.

Sulfur soaking is known 
as effective medical 
remedy for rheumatism, 
nerve system and 
digestive system. 

Hydrogen
Sulphide
(H2S)

Sharon Springs 
water contains 
18 ppm of 
Hydrogen
Sulphide (H2S)

Only extremely small 
amount of H2S is found in 
most springs in the US. 

3 major sulfur springs in 
Japan have various 
amounts of H2S from .87 
to 11.4 ppm. 

H2S is known as the 
most effective medical 
source for rheumatism 
and respiratory disease 
such as sore throat, 
bronchitis when inhaled 
through nose. 

H2S saturated in spring 
water is also known for 
removing impurities and 
toxins in blood and 
effectively curing high 
blood pressure, 
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arteriosclerosis, 
diabetes, chronic illness 
for women, and chronic 
skin disease. 

Magnesium As the graph 
below indicates, 
Sharon Springs 
also contains 
overwhelmingly 
higher
concentration of 
Magnesium than 
the rest -363 
ppm 

Saratoga has 171ppm, 
Rest benchmark has 
virtually zero Magnesium.

Magnesium is reported 
as effective for 
controlling enzyme 
catalyst reaction, 
independent nerve 
control, and for 
alkalization of blood. 

Calcium Sharon Springs’ 
water has 
considerably 
higher
concentration of 
Calcium ion than 
other springs. 
1894 ppm 

Among the benchmarks, 
only Saratoga Springs 
showed 348 ppm of 
Calcium. Rests were 
neglectable.

Calcium is good for 
promoting metabolism, 
and relieving 
constipation and 
stomach disorders when 
it is taken before a meal. 

Maintaining balanced 
quantities of calcium in 
water with modern 
filtration system is the 
solution for providing 
the safest and calcium-
richest drinking water. 

Calcium’s effect in 
treating Osteoporosis 
and other health 
problems.
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6. MARKET ANALYSIS
6-1. Location of Sharon Springs & Population Distribution 

Sharon Springs is located in north of New York State, roughly 3 hours from New York City 
and 2 to 5 hours from other major cities and tourist destinations. Easy Access by major 
freeways via US-20, I-88, I-90, and I-87 is proven by Wal-Mart decision to establish major 
distribution center in the Sharon Springs.   

6-2. Target Markets 

Asian Tourists and Asian American  in Tri-state area

Asian Tourists and Asian American in Tri-state area are already used to Asian spa and 
sauna culture. The 240 million Asian American demographic in the Tri-state area who 
are already used to the spa and sauna culture will be the biggest target market. 

This is good target for Asian Tourists that are Dongbu Tour & Travel customers. With 
the minor adjustments in their schedule, they are able to visit and enjoy the Imperial 
Bath at Sharon Spring.  

Below graphic shows various routes of the current Dongbu Tour’s shuttle services. A 
number of different travel itineraries are available based on these routes, from 2 days 1 
night to 9 days 8 nights. Dongbu’s shuttle services are provided about 40,000 people 
per year and most of the customers are from Korea and the US. Sharon Springs is 
conveniently located and easily accessible by the shuttle services. Sharon Springs can be 
added to the itineraries as one of the attractions and Dongbu shuttle services’ 40,000 
customers will have access to our rich sulfur water spa. 
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In addition, Dongbu Tour will create new spa tour packages which will tap into the and 
further expand already existing, strong customer base.

POSSIBLE ITNENERIES BY DONGBU TOUR 

Duration Stops

1 Day New York - Sharon Springs – New York 
Turning Stone Casino – Sharon Springs – New York 
Binghamton – Sharon Springs – New York 
Albany – Sharon Springs –Albany 

1 Night
2 Days 

New York - Sharon Springs – New York 
Niagara Falls – Sharon Springs – New York 
Montreal – Sharon Springs – New York 
Boston – Sharon Springs – New York 
Albany – Sharon Springs – New York 
Turning Stone Casino – Sharon Springs – New York 

2 Nights  
3 Days 

New York – Niagara Falls – Sharon Springs – New York 
New York – Thousand Island – Sharon Springs – New York 
New York – Boston – Sharon Springs – New York 
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3 Nights 
4 Days 

NY – D.C. – Niagara Falls – Sharon Springs – NY 
NY – Niagara Falls – Thousand Island – Turning Stone Casino – Sharon
Springs – NY 
NY – Boston – Saratoga – Sharon Springs – NY 

4 Nights  
5 days 

Atlanta – NY – Niagara Falls – Sharon Springs – NY 
NY – Niagara Falls – Thousand Island – Turning Stone – Sharon
Springs – NY 
NY – Niagara Falls – Thousand Island – Montreal – Sharon Springs – 
NY
NY – D.C. – Niagara Falls – Turning Stone – Sharon Springs – NY 
NY – Niagara Falls – Turning Stone – Sharon Springs – Boston – NY 

 Canadian Travelers 

There are about 6.9 million Canadians that visit the state of New York. Out of those 6.9 
million, 1.1 million visit New York City and Woodbury Common Outlet Mall. Many 
Canadians stay shy from taking flights which cost on average $600 + taxi fee from the 
Airport. Instead, they tend to choose shuttle bus service and Sharon Springs Spa & 
Resort is precisely on the way from those two Canadian cities to NYC and Woodbury 
Commons and therefore can be positioned as a stop-by destination for those Canadian 
travelers. There are hundreds of thousands of Canadians visiting New York yearly. The 
majority of them take shuttles that run on major highways and have easy access to 
Sharon Springs. Especially Woodbury Common is located right below Sharon Springs, 
less than 2 hours away enjoying beautiful view of Adirondack Mt.  lake Champlain and 
lake George. 
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 Visitors of Neighboring Areas 

One of largest target client group is those people who visit Sharon Springs’ neighboring 
areas. For example, Cooperstown and the town’s numerous tourist attractions including 
Baseball Hall of Fame, Farmers Museum, and Glimmerglass Opera House attract 
tourists throughout a year. Howe Caverns is also located near Sharon Springs and 
attracts thousands of tourists every year.  

There are other attractions as well within an hour driving range from Sharon Springs 
Spa & Resort. To the east are Albany and Saratoga Springs State Park. Albany, the 
capital city of New York State, attracts 3 million visitors yearly and Saratoga Springs 
State Park welcomes 1.5 million visitors yearly. To the west is Turning Stone Casino 
Resort, the only major scale casino in New York State. The Casino receives over 4 
million visitors every year. In addition, there are 5 golf courses where a PGA Tour took 
place in September of 2007; luxurious Timeshare condominiums; two large hotels; and 
over 100,000 sq. ft. convention center.

Among all the above mentioned attractions, Sharon Springs will be focusing on those 
tourists who visit Baseball Hall of Fame, Howe Cavern, Albany and Turning Stone 
Casino.

It is also significant to note that within a 4 hour driving range from Sharon Springs Spa 
& Resort, there is no sulfur water spring resort. 

Russian-American in Tri-State 

There are 1.6 million Russian American in the Tri- State area who are used to and enjoy 
the culture of taking mineral baths. Of those 1.6 million, there are 600,000 Russian 
American in state of New York. Significant part of these Russian Americans already 
knows about Sharon Spring’s bath & spa. Currently in the summer, there are many that 
visit Town of Sharon to enjoy bath and spa. These are one of the main target audiences 
for this project.  

People in Local, Regional & state of New York 

Wellbeing, beauty and health are becoming important aspect of spa businesses. With 
our advantages of sulfur water in our bath & spa and tourist attraction of historical 
aspect of Sharon Spring, we will continuously market local and regional and greater 
New York. 
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North of Sharon Springs is Lake Placid, which is known for the Winter Olympics (1932 
& 1980). It is part of Adirondack State Park and is 2 ½ hours away from Sharon 
Springs. Montreal (Paris of North America), Rideau Canal & Ottawa are all 4 hours 
away.

East of Sharon Springs is Albany, the capital city of New York State. The city attracts 
about 3 million visitors and convention participants yearly and is 50 minutes away from 
Sharon Springs. Saratoga Springs, which attracts 1.5 million visitors yearly, is about 1 
hour away. Boston, which is home of Ivy League universities, is about 3 hours away to 
the east from Sharon Springs. 

West of Sharon Springs is Turning Stone Resort, the largest casino resort in New York 
State and a golf & convention destination. Just one hour away from Sharon Springs, the 
resort attracts 4 million visitors yearly. Niagara Falls, which attracts 16 million visitors 
yearly, is also located 4 hours away to the west. 
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South of Sharon Springs is New York City, which attracts 44 million visitors yearly. The 
city is 2 ½ hours away from Sharon Springs. Philadelphia, the place of American 
History of Independence, is located 4 hours away to the south. 

7. MARKETING STRATEGY  

Sharon Spring Resorts & Spa has many favorable advertising points. First, it is 200 years of 
history of Sharon Spring with best sulfur water. Secondly, 10 years of successful business 
model of Asian sauna in United States as well as continuously rising interests of spa and 
massage. Lastly, as it is located in the middle of travel in many great tourist destinations, 
we can use the expertise of travel company to attract people.  

With Sharon Spring Resorts & Spa’s many advantages, it will be able to overcome the 
drawbacks with well-organized marketing and run a successful business.  

First stage of marketing will include cities and towns such as Albany, within 2 hour driving 
distance. Second stage will include greater state of New York that is within 4 hours of 
driving distance. Last stage will include tourist who are visiting New York City, Niagara 
Falls, Boston and other major east-coast cities.

7-1. Major Marketing Points 

 SNS Marketing : Will use major Social Media such as Facebook, Yelp, Twitter, 
Instagram and other online sites to actively market.

 Online Sales Marketing : Part of spa & massage will be promoted and sold 
through Groupon and other online websites . 

 PR on Media : Using newspaper and media articles in regional and greater NY to 
promote Sharon Spring Inc with history of Sharon Spring, sulfur spa & bath, Asian style 
sauna etc.

 Advertisement on Media : Put Ads in local and regional newspapers & media.  

 Advertisement to Asian Community : Advertise in Asian community 
newspapers in tri-state area. 

 Sales to Asian-American Travel Agency :  Inclusion of Sharon Spring Spa in 
package trip through Asian travel agency that targets locals and out of state visitors.  

 Advertisement to Russian Community Advertise in Russian community 
centered newspapers in tri-state area.  

 Partnership and Co-marketing with Local Tour Destination : Setting up 
partnership with local attractions such as Cooperstown, Howe Cavern, Turning Stone 
Casino, Rivers Casino, Ski Resort to promote and market.  

 Sales on Inbound International Tourist : Advertising through Asian & 
European Travel Agency  to promote and target international visitors.  
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 BBB Tour Marketing : Promotion through Dongbu Tour & Travel as part of their 
travel package.  

 Shuttle Bus Service : Promoting local area and cities through ease of travel 
through a provided shuttle bus service.  

7-2. BBB Tour Campaign 

 BBB (Baseball, Baths, Bats Promotion)

BBB is a marketing campaign to capture the tourists who visit Sharon Springs’ neighboring 
tourist attractions, which is the third group of target customers. The term BBB was first 
coined by Sports Network’s travel editor Ron Kapon. 

Bat (National Baseball Hall of Fame): The National Baseball Hall of Fame is located in 
Cooperstown, which is only 20 minutes away from Sharon Springs. This is a place where 
many baseball fans want to visit. It receives over 350,000 visitors every year. SSI will 
cooperate with Polly Renckens, Director of Chamber of Commerce of Cooperstown, to 
promote trips and increase visitor traffics between the Sharon Springs Spa & Resort and 
National Baseball Hall of Fame. Now is especially opportune moment for Asian market 
as there are many prominent Asian baseball players in the league.  
Bat (Howe Caverns): Howe Caverns is located in south of Sharon Springs and attracts 
approximately 200,000 visitors yearly.  
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Bath (Imperial Baths): To access the visitors of these two neighboring attractions, SSI 
will provide shuttle service between Howe Caverns and Sharon Springs and the National 
Baseball Hall of Fame and Sharon Springs throughout the year. Both destinations are 
located within a 20-minute driving range from Sharon Spring.   
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Source: Sports Network 
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7-3. Shuttle Bus Service

 Shuttle Bus Service Between Major Cities and Local Tour Destination

Sharon Springs Resort & Spa will provide shuttle buses that connect New York, Boston, 
Montreal and Buffalo. There also be a local shuttle service that connects to local 
attraction such as Cooperstown, Howe Cavern, Rivers Casino, Ski resort etc. to make 
visiting Sharon Springs Resorts much easier. 
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 Shuttle Bus Service From Amtrak 

Sharon Springs is conveniently located in the center of major cities of the US North East 
region and neighboring Canada. To the east is Boston, to the west is Toronto, to the 
north is Montreal, and to the south is New York. It is also located near Albany, the 
capital city of New York State. 

SSI sees a great potential in developing a strategic alliance with Amtrak targeting the 
neighboring Canadian market, such as Montreal and Toronto. Amtrak has been the 
most economical transportation option for those tourists who visit the US northeast 
region from Montreal and Toronto. Many Canadian tourists select Amtrak over a flight 
in order to save transportation costs and stop at the Albany station before continuing 
their trips to other cities such as NYC. SSI will provide Amtrak package deals and shuttle 
bus services from major Amtrak stations and implement an aggressive marketing 
campaign to attract those potential customers. 

Albany station is one of the busiest Amtrak stations in the US. The station operates 
northeastern routes outside of the Northeast Corridor, including the Lake Shore 
Limited, whose Boston and New York branches meet at the station. In order to access 
the large number of Amtrak customers who visit Albany from all those surrounding 
cities, SSI will provide shuttle services between the Albany Amtrak station and Sharon 
Springs Spa & Resort. Dongbu Tour’s shuttle service can arrange pick-up for the 
customers from the station based on their train schedule. SSI is also planning to create a 
package deal with Amtrak in order to provide additional discounts for those who use 
Amtrak to visit Sharon Springs Spa & Resort.   



26

We expect to bring 
additional 40,000 
through our package 
deals, shuttle service 
promotions, and 
marketing.  

Admission $40 Weekday 
$50 Weekend 

$40 Weekday 
$55 Weekend  

We are going to initiate 
various pricing and 
discount programs.

The admission fee 
grants customers access 
to all the pools, saunas, 
etc. Extra include any 
spa treatments, use of 
the fitness room and 
food and drink.

Payment 
System

Electric Wristband Electric Wristband All transitions are 
charged to customers 
account by using a 
waterproof electronic 
wristband customers 
are given when they 
arrive and which they 
pay upon their 
departure. 

Service/
Facilities

Public Bath
Sauna Rooms 
Outdoor Pools  
Food and Beverage
Gym
Locker 
Spa

Public Bath 
Sauna Rooms
Outdoor Pools 
Food and Beverage  
Gym
Locker 
Spa

For the spa/baths 
operation we are going 
to replicate what Spa 
Castle offers with more 
of Eastern taste. 

Size 60,500 SQ 30,000 SQ 
Excluding outdoor 
pools and garden 

The entire real estate of 
Imperial Bath service is 
around 70,000 SQ
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Hours 10am to 11pm  
365 days 

9am to 10pm
365 day 

# of Sauna 
Rooms

7 4

# of  Indoor 
public bath 
tubs

16 6

# of Dinning 
places

5 + Bar and Coffee 
shop 

Light snack Shops 
around the sauna 
place + Korean 
BBQ restaurant 

Water 
Plain Sulfur(H2S,SO4)

Magnesium,
Calcium

Quality of water 
distinguishes us from 
other spas. Our water 
simply doesn’t compare 
to others.  

Spa
Treatment 

Average Spa 
Treatment Price

100-150/hr
10-15/manicure

Luxury Spa 
Treatment 

“Avenue S”  
VIP private spa 

$500

Average Spa 
Treatment Price 

100-150/hr
10-5/manicure

Luxury Spa 
Treatment 

“The Imperial Bath 
Spa”

$500

We are going to revive 
the traditional Imperial 
Bath Spa as one of our 
signature massage 
treatments.

A customer or couple 
will be provided with a 
private bath tub filled 
with Sharon Springs 
sulfur water. After they 
enjoyed their bath 
experience, an 
experienced masseuse 
will massage his/her 
entire body for perfect 
relaxation, rejuvenating 
experience. 



28

9-2. Spa / Hotel Operation 

Being the only major spa resort in Sharon Springs, Sharon Spring Spa & Resort will serve 
as a partner for the four mom and pop hotels in the region rather than a competition. 
Instead, our primary competitions are hotels in Saratoga Springs, where those hotels 
provide similar type of spa and accommodation services. However, even the hotels in 
Saratoga Springs do not provide the public bath and uniquely-themed sauna services 
Sharon Springs Spa & Resort provides. Also, the quality of sulfur water we provide, rich 
in SO4, H2S, Calcium and Magnesium is incomparable to what Saratoga Springs offers.  

Hotels in Saratoga/Albany 

Number of Hotels 135

Number of Rooms 11,660

Average # of rooms 86

Average Room Rate $106.44 (Average Rate of 2012) 

Average Occupancy 59.5% (Average Occupancy of 2012) 

High Season 
Occupancy

71% (July of 2012) 

Spa Service Average Spa Treatment Price 

$55-75/ 30 mins 
$100-135/60 mins 
$155-195/90 mins 
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Throughout our research, SSI has learned that the hotels in Albany and Saratoga have 
about 90 rooms on average and sells at $106.44. During the first quarter of 2012, their 
occupancy rate was around 60% although it went up to 71% during the peak season.   

It also provides in-room spa treatment. It, however, does not provide sulfur water, 
indoor and outdoor baths, and sauna facilities.   

SSI also learned that most of the hotels in Saratoga provide some kinds of spa service. 
Although the price varies slightly, we believe the services and pricing information at 
Roosevelt Baths and Spa well represents the overall market standard in Saratoga. 

9-3. Roosevelt Baths and Spa 

Weekend  Week 

BATHS

Mineral Bath  (40 minutes)        $30 $40
Aromatherapy Mineral Bath  (40 minutes)      $35 $45

MASSAGE THERAPY  

Roosevelt Signature Massage  (30 minutes)      $75 $55
Roosevelt Signature Massage  (60 minutes)      $125 $90
Roosevelt Signature Massage  (90 minutes)      $185 $145
Deep Tissue Massage  (30 minutes)       $80 $60
Deep Tissue Massage  (60 minutes)       $135 $100
Deep Tissue Massage  (90 minutes)       $195 $155
Couples Massage  (60 minutes) $270 $200
Couples Massage  (90 minutes)       $385 $310
Adirondack Stone Massage (75 minutes)  $175   $140
Pregnancy Massage (60 minutes)       $135 $100
Reflexology (25 minutes)        $75 $60
Craniosacral Therapy (60 minutes) $130 $100
Reiki  (60 minutes)         $110 $90
Shiatsu  (60 minutes)         $130 $100

WELL-BEING

Ayurvedic Wellness Consultation  (60 minutes) $125 $125
Acupuncture  (60 minutes)        $125 $125
Bach Flower Essence Consultation (60 minutes) $100 $100
Private Yoga  (60 minutes)        $100 $100
Luminous Heating(60minutes) $125 $125
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SKIN CARE 

Roosevelt Signature Facial  (50 minutes)      $105 $90
The Petit Facial  (25 minutes)        $60 5 $55
Gentlemen’s Facial  (50 minutes)       $105 $90
Back Facial  (25 minutes)        $60 5 $55

CLINICAL FACIALS 

Renewal Clinical Peel  (50 minutes)       $115 $100
Instant Glow  (50 minutes)         $130 $115
Vitamin C Facial  (65 minutes)       $145 $130
Wrinkle Eraser   (50 minutes)        $155 $145
Collagen Facial  (75 minutes)        $150 $140
Oxygen Facial  (50 minutes)       $135 $120
Hydrolifting Facial  (50 minutes)       $135 $120

BODY TREATMENTS      

Saratoga Sugar Scrub  (50 minutes)       $100 $90
Spa Salt Glow  (50 minutes)       $100 $90

JANE IREDALE MINERAL MAKE-UP 

Special Occasion Make-up        $75/hr $65/hr
Make-up Application  (50 minutes)       $75 $65
Make-Up Lesson and Personal Chart  (50 
minutes)     

$75 $65

HAIR

Special Occasion Styling         $85/hr $75/hr
Precision Cut          From $35 
Precision Cut and Style        From $45 
Gentlemen’s Precision Cut        From $35 
Children’s Cut         From $20 
Shampoo and Conditioning Treatment With Air 
Form Styling  From

From $55 

Deep Conditioning Treatment        From $25 
Shades Shine Infusion –Semi permanent gloss 
 adds texture and shine to your natural color.     

From $90 

One Step Color and Style         From $90 
Full Foil          From $90 
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NAILS

Roosevelt Signature Manicure  (25 minutes)     $35 $30
French Manicure   (40 minutes)      $40 $35
Deluxe Spa Manicure  (50 minutes)       $45 $40
Roosevelt Signature Pedicure  (50 minutes)      $50 $45
French Pedicure  (65 minutes)      $65 $55
Deluxe Spa Pedicure  (65 minutes)       $65 $55
Paraffin Hand & Foot         $40 $35

SPA PACKAGES 

My Spa          Inquire Inquire
Queen of Spas        $320 $265
On Broadway          $150 $130
Especially for Him         $335 $280
Mother Goddess         $225 $175
All You Need Is Love         $350 $280

Source: Gideon Puntam Hotel - http://www.gideonputnam.com/SpaServices.aspx 
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10. MANAGEMENT / ORGANIZATION 

10-1. Management/Organization Summary  

SSI plans to hire a total of 52 employees.  

The management team will consist of 6 divisions – Management, Sales & Marketing, Tour 
& Transportation, Customer Satisfaction, Food and Beverage, Spa & Therapy.  The size of 
each division in terms of the number employees will vary depending on the size of the 
responsibilities.
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Operation Manager will be responsible for ensuring smooth operations of the property in 
general, buying suitable number of inventory items and etc. An IT technician will also help 
him/her to ensure the facility is technically sound.

Sales Manager will have 2 full-time sales team members who will help him/her reach a 
sales goal by setting goals, identifying target markets, making sales calls and launching 
marketing/promotional campaigns.  

Tour & Transportation manager will program and set schedules for the shuttle bus service 
as well as managing 6 shuttle drivers.  

Customer Satisfaction manager will take care of reception, customer service & care, private 
baths, gift shop as well satisfaction of overall experience at Sharon Spring Resorts & Spa.  

Food and Beverage Manager will overlook the inventory, delivery and overall food and 
beverage operations for spa facilities. He/she will manage 10 staff members.  

Spa & Therapy Manager will be responsible for all aspects of spa operations and will 
supervise the schedules of spa services through 13 full time masseuses in opening year.  

Accountant will take care of the accounting matters of the business.

SSI employee will be paid in industry average wage.  



37

   Source: International Spa Association 

Resent trends : Strong Demand

When asked about their more recent experience in the six months prior to the suuvey 
(September 2014 to March 2015), a large majority of spas reported an increase in 
revenue (70%), visits (69%) and client spending per visit (70%) compared to the same 
period in the previous year. Each of those demand indicators was at their highest levels 
since the recent trends question was first posed to survey respondents in the 2010 
Industry Study, suggesting that the strong performance of 2014 has carried to 2015.  

Judging from the recent trends, spas are also continuing to hire new staff in response to 
growing demand. Nearly half (46%) said they had increased staffing levels in the last six 
months, compared to the same period in the previous year. The proportion stating an 
increase in staffing levels was again at its highest since the tracking of recent trends 
commenced in the 2010 Industry Study.  

Looking ahead : Build on the Momentum

The overwhelming majority of spas are confident that revenues will continue to increase 
in 2015. More than nine in 10 spas (89%) said they were  ‘confident’ (36%) or ‘very 
confident’ (53%) of an increase in revenue in the next six months. Confidence levels are 
therefore at their highest since tracking began in the 2012 Industry Study.  

Spas are also taking steps to build momentum for additional growth. When asked about 
their plans for 2015, almost three in four spa businesses (74%) said they would be 
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adding or creating new treatment offerings, 60% said they would be introducing new 
product lines and 55% planned the creation of a new spa menu. The positive outlook for 
employment was reflected in 65% of spas saying they intended adding or creating new 
employee training opportunities along with 57% of spas saying they planned to create 
new opportunities. A new spa or expansion of an existing spa was mentioned by 46% of 
spas. Over one in three spas (35%) said they planned to add or create new community 
partnerships, pointing to the ongoing efforts made by spas to reach and engage with 
their local communities.

Survey respondents were also asked to give their views on what they believe will be the 
next big new trend that will shape the spa industry over the next year or so. By far the 
most frequently cited trends related to wellness, health and fitness, projecting spa visits 
as part of a healthy lifestyle. In that vein, respondents pointed to spas offering a wider 
range of services aimed at health and fitness e.g. stress management, integration of 
medical treatments, therapeutic treatments and healthy aging. Respondents also 
highlighted : clients’ desire for more customization to indivisual needs and the use of 
organic/natural products. Nurturing loyalty through customer engagement was also a 
recurring theme, including new technolody-aided booking options, partnerships with 
fitness centers, integrating into the wider community through events and express 
services to suit clients and facilitate regular visits.

11-2. New York Hotel & Tourism Industry Analysis

New York State’s tourism economy expanded in 2014 with 5.4% growth in traveler 
spending. Traveler spending reached a new high of $62.5 billion, which is 18% above the 
state’s pre-recession peak set in 2008. Key industry data illustrate the industry’s 
performance : Room demand expanded 4.3% in 2014. And room rates increased 2.6% 
equating to a total hotel revenue increase of 7.0% according to STR.  Passanger counts at 
all NYS airports increased 3.3% in 2014 with an associated ticket revenue increase of 
6.9%.

Direct tourism employment grew 3.2% to reach a new high in 2014 while associated 
personal income expanded 4.2%. On both of these measures, tourism outpaced the 
general economy.   
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Travel spending continued to expand in 2014, growing 5.4% after a 3.5% rebound in 2013. 
As a result, the tourism economy reached another high in 2014, with 62.5 billion in travel 
spending. Traveler spending growth has averaged 5.8% per year since 2008 ( compound 
annual growth ) 
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US domestic markets supplied 70% ($43.5 bn) of the New York State’s traveler                  
spending base in 2014.  International markets represented 30% ($18.9 bn) of the 
spending base. 

Travelers increased their spending across all sectors in 2014. Spending increased the  
most at lodging sector (7%) as both room demand and rates rose.  Growth was also strong 
in the air transport (6.9%) and recreation (6.9%) sectors.  

Travel spending is diverse and well-distributed across multiple sectors of the economy. 
The distribution of traveler spending remained stable in 2014.  


