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Orbitz gets spa day

Travel giant nearin
deal with NYC’s Spa
Finder to give users
access to network

BY MATTHEW FLAMM

ORBITZ COULD $00N BE adding spa
treatments to its travel packages,
thanks to publisher and marketer
Spa Finder Inc.

The two companies are close to
an agreement to give Orbitz’s mil-
lions of users access to Spa Finder's
vast network of day spas, according
to company insiders with knowl-
edge of the talks.

For Spa Finder, the deal would
provide a chance for more than the
hefty 25% revenue increase that the
Manhattan-based company fore-
casts for 2007. It grossed $30 mil-
lion last year.

Attractive for both sides
PETER ELLIS, Spa Finder’s chair-
man and chief executive, would not
confirm that a deal was in the works
but described the possibilities as at-
tractive for both sides.

“This is a product no one else
can offer, because no one else has
the contacts and the distribution
networks,” he says.

The move would cap a period of
expansion that began when Mr. El-
lis took control of Spa Finder in
2001.

An Internet pioneer who
launched automotive sales site
Autobytel.com, Mr. Ellis has built
what had been a small travel agency
into the world’s largest marketer of
5})35.

The company promotes more
than 3,600 day spas and resorts
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through SpaFinder.com,
and it targets consumers
and advertisers with Lux-
ury Spa Finder magazine.

Gift certificates sold
online and gift cards sold
in thousands of retail lo-
cations in the U.S. are an-
other revenue stream.
And joint ventures in
Japan and Europe that
started up last year give
spas access to a global
market.

M. Ellis says that to-
tal revenues are 10 times

what they were when he

took over. The in- bitz could add day

crease isnt sur- spa listings to its
prising, con- travel  packages
sidering that and Destinations
the spa busi- and Interests sec-
ness  grew tion within the
70% from next six weeks.
2001 to 2006, Users
to §18.1 billion, clicking on
according to the the “spa” tab
company. WDllld 5€C 4
The deal with range of of-
Orbitz could bring ferings, from
Spa Finder to awhole hot-stone mas-

new level. The online
travel service attract-
ed 13 million unique
visitors in January,
according to com-
Score Media Metrix.
SpaFinder.com  had
290,000 visitors.

“The amount of ex-
posure and brand endorse-
ment Spa Finder would get
from Orbitz would be ex-
tremely valuable,” says Diane
Clarkson, travel industry ana-
lyst for JupiterResearch.

A spokesman for Orbitz
would not comment.

If the deal goes through, Or-

sages to hydra-
tion body rubs,
and could buy a
voucher for a
treatment. Orbitz
and Spa Finder
would each geta per-
centage of the sale.
Though travelers
would initially have to
contact the location to
schedule an appoint-
ment, Orbitz is expect-
ed to roll out another
Spa Finder feature
late this year that
would let them
book  treatments

online as well.

That service, to be called Spa
Bookers, could also find its way to
other Web travel agencies. “We
could hang that platform on a vari-
ety of sites,” an insider says.

Spa Finder would still have to
prove that significant numbers of
Orbitz users are interested in book-
ing treatments, as most day spa
clients are local residents, the
source SaYS.

The programs would launch
with a limited number of facilities
as the models are tested.

Increasing competition

THE NEW SERVICES make sense for
online travel agencies, which face
increasing competition from airline
and hotel sites.

“Online agencies want to differ-
entiate themselves with higher-
spending audiences,” says Stephen
Foster, director of competitive re-
search at Keynote Systems, which
tracks online businesses.

“You're going to drop a lot more
bucks at a spa than you would at a
Motel 6,” Mr. Foster says.
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