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Marketing Savvy

Home Advantage
Want to cash in on high-priced at-home spa services? Read on before 
you hit the road!  By Carrie Borzillo

Spa owners are constantly looking for new ways to 
get guests into their facilities, but now, a number of 
them are benefitting from a new clientele-increasing 
revenue stream: house calls. There’s a growing demand 
for in-home spa services these days, for reasons that 
vary from the desire for privacy to convenience to sheer 
logistics. One thing these clients all have in common, 
however: they’re prepared to pay a premium. 

But before you start packing up massage tables and 
supply trunks—and sending your spa’s therapists out on 
calls—make sure you’re well versed on the particulars of 
the door-to-door service. 

Know your home client. Just as there’s no such thing 
as a typical spa client, there’s no typical at-home spa 
client. People who request these services run the gamut 
from post-surgery patients and seniors with mobility  
issues, to brides-to-be or gal pals seeking in-home pam-
pering in groups, to high-profile figures preparing for 
public appearances. However, when asked why they 
book them, many at-home appointment clients cite the 
same reasons: time, convenience and privacy.

“At-home appointments are for clients who don’t 
want, or aren’t able, to travel to the spa and back 
home,” says Lisa Weeks, owner of Love Thyself Day 
Spa in Richardson, Texas. “They may be people with 
medical conditions or disabilities; or they may be  
elderly.” Melinda Macchiaroli, owner of Bodhi Spa, Yoga 
& Salon in Hudson, New York, offers another scenario. 
“Our typical at-home clients are wealthy people who 
are either short on time or work in entertainment and 
crave the anonymity of a home visit,” she explains.

The bridal and spa party crowd accounts for a large 
percentage of this clientele too. “People request house 
calls because they’re meeting up at someone’s home 
for a girls’ weekend or family gathering,” Macchiaroli 
points out. “We’ve provided massages at homes for 
wedding weekends and bridal parties.”

Regardless of who your home clients are, make sure 
you fully understand their needs and motivations before 
you get started.

Make it worth your while. In theory, just about any 
spa or salon offering can be performed in a client’s 
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home, but services that require the fewest number of  
supplies and pieces of equipment, such as massage, 
makeup and manicures—are the most expedient for you 
and your staff. However, just because you’re outside the 
spa setting, don’t lose sight of additional moneymaking  
opportunities. Throw a few extra lightweight items in your 
trunk—a paraffin warmer or some essential oils—and 
you’ll be prepped to suggest an easy add-on. 

When it comes to profit, the more customers, the  
merrier. “It’s much more worthwhile [to offer at-home  
services] when I visit multiple clients together or perform 
longer treatments such as two-hour massages, combination  
treatments (e.g., massage and facial) or add-ons like  

a hand or foot scrub,” says Weeks.
For repeat bookings, you might ask clients to stock some 

frequently used supplies. “It’s obviously more convenient 
to have supplies there and ready to use than to spend time 
loading and unloading everything with every visit,” says  
Tamara Friedman, owner of Tamara Spa + Wellness in Farm-
ington Hills, Michigan. “For instance, if our clients buy their 
own massage tables, we supply them with sheets and oils 
that we leave at their house in between appointments.”

Price it right. How much should you charge for at-
home services? There’s no hard-and-fast figure, but the  
spas we canvased typically charge 20% to 30% above  ©
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Bridal services are ideal for house calls, especially on the big day. Spa pros can even take advantage of a backyard’s natural light.
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their base prices, plus a required 20% 
minimum gratuity. Many spas also  
request pre-payment in full.

Love Thyself Day Spa increases its service 
fee by 20% to 25% for at-home clients, 
and adds gas, travel and setup fees that 
average a total of $50 minimum. “Orga-
nizing, packing up and moving equipment 
takes time and effort,” reasons Weeks. 
“Occasionally we add a special handling 

fee if we have to travel with equipment 
such as paraffin or hot stones, which we 
may need to melt or heat up prior to leav-
ing the spa, then carefully transport.” 

Depending on your spa’s neighbor-
hood, you might go higher—maybe 
much higher. Heather Nicole Funk, owner 
of Heather Nicole Advanced Skincare in 
well-heeled Beverly Hills, California, is 
able to charge her celebrity clientele a 
$750 minimum. “I charge for my time 
starting from when I leave my office and 
ending when I return, which works out 
to an approximate $100 to $150 markup 
per hour,” Funk says. 

Another option is to charge a small off-
site fee and price per mile for travel time. 
Milk + honey, with five locations in Texas 
and one in Boston, does this. “We could 
probably charge a lot more, but we believe 
in making spa services affordable,” says 
Summer Langhorne, general manager of 
the Austin, Texas, location. “We charge 
the price of the service, plus an offsite  
fee of $25 per client and a travel charge of 
$1 per mile outside of Austin city limits.” 

Spas can also tack on fees for appoint-
ments that take place after normal oper-
ating hours, for Sundays and/or holidays, 
and for visits outside of the established 
service radius. 

Of course, staff members who par-
ticipate must receive a piece of the 
pie. Langhorne pays house call thera-
pists their regular rate but sets service 
fees 10% higher. The practitioner also  
receives the entire offsite charge, travel 
fee and an 18% minimum gratuity. “It 
usually works out well for both me and 
the therapist because we tend to book 
house calls when things are a little  
slower at the spa,” adds Macchiaroli. ©
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Get creative when setting up an at-home spa atmosphere.
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Put safety first. Obviously, before you 
send a therapist to a client’s home, mea-
sures should be taken to ensure it will be 
a safe experience. “Safety first, money 
second” is Friedman’s motto when gaug-
ing whether a client is a good candidate 
for an at-home service. “They have to be 
a regular client or a friend of a regular 
client, before I’ll send a spa operator to 

someone’s home,” she says. “If I’m not 
110% sure where I’m sending my thera-
pists, I just don’t send them.” 

Similar policies are in place else-
where. Langhorne refuses to send a  
female therapist to a male client’s house  
unless he’s an existing client. Funk 
doesn’t provide house calls to anyone 
without a referral. Macchiaroli doesn’t 

send out a therapist if “we get any 
weird vibe at all,” she says. Weeks has 
therapists check in at regular intervals 
during the at-home appointment so she 
knows they’re safe. If there’s even the 
slightest doubt about a new in-home  
client, she sends a second employee 
along as an “assistant.”  

An important safety measure is to 
keep a low profile on the in-home ser-
vice option. “We don’t advertise our 
at-home services, so as not to draw the 
general public,” explains Macchiaroli. 

Another risk management consider-
ation: insurance. Funk says her hands- 
on trade insurance covers liability and  
her office insurance provides equipment 
protection. Friedman has coverage for 
employees driving their own vehicles, 
which covers them while they’re on  
the clock for “traveling” services. It’s best 
to confirm that practitioners who go on 
call have a current driver’s license, their 
own auto insurance and professional  
liability insurance that covers mobile  
services. Weeks has her staff sign a con-
tract to that effect. 

Create a spa atmosphere. An enjoy-
able in-spa service is as much about  
the ambiance as it is about the treat-
ment, and this shouldn’t change just  
because you’re going to the client’s 
home for the appointment. Create a  
client to-do list to help them prepare  
for the service and ensure that it runs 
smoothly and without interruption. This 
should include asking him or her to  
be ready a few minutes before the  
appointment time; to turn off unnec-
essary electronic devices; to close the 
blinds and curtains; and to secure any 
pets in another room.

Bringing mood-setting aids such as 
candles and music is important, agree 
the spa owners. After all, points out 
Friedman, “We’re not simply perform-
ing a service. We’re trying to bring as 
much of the spa ambiance to the client’s 
home as possible.”  

Carrie Borzillo is a freelance journalist and 

author in Los Angeles.
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