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Beauty | Business secrets

Spa-rking success 
As Shared Beauty Secrets (SBS) celebrates 
its fi fth anniversary, owner Clare Anderson 
shares how she developed the brand and 

gives some tips for other therapists

Over the past � ve years, SBS has 
grown from strength to strength. 

What would you say are the key reasons 
behind this? 
Spotting the gap in the market for an 
exciting alternative to hot stones was the 
starting point, but securing exclusive 
distribution and training rights was 
instrumental in Lava Shells’ success. This 
afforded total control over marketing, 
training and standards and, in turn, gave me 
the con� dence that another company trying 
to copy us could not devalue the brand. 

As only spas and salons trained by us 
can offer the Lava Shell treatments, I can 
control the quality and integrity of the 
brand, which in turn, gives customers 
brand con� dence. 

We created a start-up package that 
offered all types of therapy businesses the 
opportunity to bring innovation to their 
menu simply and at an affordable price. As 

treatments sit alongside leading 
product houses 

and complement rather than compete, 
we could focus on how Lava Shells could 
enhance our customers’ business.  

Positive reviews from therapists and 
clients, and press coverage on the Lava Shell 
experience then created a snowball effect.

Take us back to your very � rst 
account with Bali Leha, the spa on 

Sir Richard Branson’s Necker Island….
I have always had a huge admiration for 
Sir Richard Branson and I already had a great 
working relationship with Helen Cain, the 
spa manager of Virgin Limited Edition, from 
previous roles. I just knew a shell treatment 
at the Bali Leha Spa was the perfect � t – the 
shells complemented their treatments and 
brands, so when I approached Helen 
and the therapists, they were as 
excited about the idea as 
I was. 

Launching my brand with a high-pro� le 
spa made a wonderful PR story and also 
allowed me to position the business as the 
highly-professional luxurious brand I wanted 
to portray.

What was the impact of getting 
high-pro� le spas behind the Lava 

Shell brand? 
During our launch period, I approached 
large, well-known companies such as The 
Sanctuary, Marriott and Bannatyne, as they 
share our ethos of delivering high-quality 
treatments and demand a certain level of 
service and support. Getting these well-
recognised names behind the brand was 
important as smaller salons and spas look to 
the larger spas to give them con� dence in 
the company and the treatment. 

We targeted the industry by attending 
professional exhibitions, giving talks 
and demonstrations, and taking every 
opportunity to feature in editorials across 
the beauty trade magazines. 

I don’t believe an aggressive sales pitch 
works for our type of product so we don’t 
have sales reps. Word of mouth and 
experiencing the treatments is what sells. 
This has paid off as it was consumer requests 
that led to Celtic Manor, Lifehouse, Center 
Parcs, Woburn, and The Marker Hotel in 
Dublin recently approaching us directly 
for accounts. 

You started with a massage 
treatment but have now diversi� ed 

into sport, beauty and the male client 
market – how did you adapt to appeal to 
different client groups? 
My advice is listen to your customers. It 
is important to evolve, and by listening 
to our customers we have launched a new 
treatment every year, keeping Lava Shells at 
the forefront of people’s minds. 

My training team has a diverse 
background with immense experience and 
knowledge, and they constantly research and 
experiment with new methods and we bring 
the most effective to market. For example, we 
explored sports and rescue treatments, which 
led to launching Lava Recovery, a bespoke 
men’s treatment perfectly positioned for our 
� tness and golf-based spas.

Another route was developing Lava Shell 
treatments exclusively with product 
houses. We worked with Spa Find to 
develop the Therma Facial and 
created a bespoke opening 
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package for SBS salons and spas. To celebrate 
our � fth anniversary, we collaborated with 
Aromatherapy Associates to develop an 
exclusive body treatment for Bali Leha 
spa combining aromatherapy with the 
Lava Shells. 

New treatments keep the brand 
newsworthy, and only recently we were 
featured on This Morning as one of � ve 
celebrity ‘must-have’ facials. This drove 
business to all our existing accounts and 
even allowed us to open new accounts due to 
consumer demand for the treatment.

How did you manage to establish 
such good relationships with 

the press?
One of my key strengths is marketing, and 
I ensure we are pro� led in both industry and 
consumer press. PR is a core element of our 
marketing activity and has enabled us to 
manage our reputation and grow awareness 
of our brand year on year.

Since our launch, we have worked with 
Tracey Stapleton and her team at The Spa PR 
Company. They have been integral to the roll 
out of our brand, and it’s their knowledge 
of the beauty industry, media contacts and 
ability to tell the Lava Shell story, which has 
proved such a success.  

Tracey and her team have been 
particularly effective with TV, getting us a 
primary position on The Apprentice that 
created substantial brand interest and, 
through our work with This Morning beauty 
expert and PR Hayley Sparkes, the Therma 
Facial was featured on This Morning.  

The majority of our PR has focused on 
national media such as The Times, Daily 
Mail, Daily Telegraph, Woman & Home, 
and Health & Fitness, as this has the biggest 
reach and bene� ts all of our accounts. I see 
opportunity everywhere but I also know 
that different approaches are needed to 
receive coverage from certain publications. 
OK! magazine wants celebrity endorsements 
so is a � rst port of call when we have a new 
celebrity talking about their Lava Shell 
experience. Vogue wants high-end, cutting-

edge stories, so our launch with � ve-star and 
new spas such as Mandarin Oriental suited 
them. Speci� cally targeting those who have 
an interest in new therapies and solutions to 
certain ailments or conditions has also been 
important, and providing expert comment 
from our own trainers has also served to 
extend brand coverage. 

We are now in a position where we are 
approached as a recognisable industry brand. 
Last year The Peter Jones Foundation asked 
us to support its charity events, which in 
turn led to us being invited to watch � lming 
of Dragons’ Den and the chance to quiz 
them over lunch – a great opportunity to get 
some sound business advice from the best. 

Supporting our ethical and charity 
principles has opened up great opportunities 
for local press and direct promotion of 
individual salons and therapists as well 
as the Lava Shell brand, raising the pro� le 
of our customers in their local market. 
Other stories that the press are keen to 
cover are local business successes. I would 
encourage therapists and salons to share 
their successes with their local paper – 
from awards you have won and 
partnerships you have formed, to signi� cant 
anniversaries. Case studies are also very 
in� uential. If one of your clients has 
experienced a real change in their life from 
having a treatment with you, see if they’d be 
willing to be featured in a case study, which 
you can include on your website, on your 
social media channels and even send out to 
your local press as a story.

You obviously have a lot of 
support from celebrities such as 

The Saturdays, Blue, The Wanted, Ellie 
Goulding and Pixie Lott, and Richard 
Branson personally supports your brand. 
How did you manage to get all of these 

celebrity endorsements? 
I will always grab an opportunity 

when it comes my way. T4 on the 
Beach is a good example; we 

had two days’ notice but 
pulled out all the 
stops to get there. 
It was a great 
experience but 

also phenomenal for celebrity introductions 
and as soon as I put the shell on someone’s 
back, or in their hand, they want to know 
more. My � rst celebrity Lava Shell fan was 
Duncan James, who loved the shells so much 
he introduced us to many of his high-pro� le 
friends, which has helped us grow our 
celebrity client list. We now get approached 
directly by celebrities looking to � nd where 
they can get a treatment.

With the advent of social media we have 
seen how quickly an impact can be made. 
As soon as a celebrity tweets that they have 
had a Lava Shell massage we will see an 
increase in traf� c to our website where all 
our accounts are listed so the consumer can 
easily � nd his or her nearest provider. 

You provide a lot of marketing and 
business support to your account 

holders. What strategies have proved 
successful for salons in targeting clients? 
With a wide customer base we supply 
individually targeted marketing material 
to suit these different businesses. Mobile 
therapists, salons, hotel spas, destination 
spas and so on all require different 
marketing. I always ensure the business 
takes on treatments to complement its menu 
and clients, for example, in some spas, cold 
treatments just aren’t popular so we ensure 
other treatments are available.

Artwork and design is an integral part 
of the Lava Shell brand image and ensures 
the delivery of high-standard marketing 
support for our accounts. This is readily 
accessible to all our customers 24/7 in 
the members’ section on our website 
and includes all our press activity and 
press releases to support our accounts in 
maximising their own PR.

We have seen a number of strategies 
used with great success. They range from 
working with local press and running 
competitions (which in turn can help to 

Q

Q

Q

The staff and trainers at Shared Beauty Secrets



Clare Anderson is a spa 
professional and experienced 
therapist who started her career 
in the beauty industry in 1993 as 
a therapist for Champneys Tring 
and managing the Beauty Studio 

for Clarins in Harrods. Later roles in the industry 
included National Accounts Manager for Decleor 
and Carita, Group Spa Development Manager for 
Champneys, and Sales and Marketing Director 
for Gerard UK, before she founded Shared Beauty 
Secrets in 2009.
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grow a client database) to hosting open 
evenings and giving taster treatments at 
local charity events. 

The three key factors to successfully 
targeting clients are:
Target – Know your market, who lives 
locally, who works locally, and what age/
sex are these people? It is important to 
understand who your potential clients are 
before you can plan how you will attract 
them to your business.
Attract – Once you know who you are 
targeting, consider if you are offering 
the type of treatment they will want to 
experience. Is your price point right and 
can you improve on how you talk to your 
potential clients and attract them to your 
salon? Never make assumptions when 
promoting your business – always explain 
the treatment, its bene� ts and what a client 
can expect.
Retention – Customer care is key 
and attention to detail in the pre- and 
post-treatment experience must not be 
overlooked. Offering a good-quality 
treatment isn’t enough as there is a lot of 
competition out there. High expectations 
mean you must invest in training to keep up 
to date with the industry, use special touches 
in the way treatments are delivered (consider 
ambience, décor, lighting and music), and 
how you communicate with your customers 
once they leave the salon. Don’t bombard 
clients but do communicate – whether 
by email, text or social networking – you 
should keep them up to date and build your 
relationship with them to develop loyalty.

How can a training provider target 
trainers and ensure training courses 

are fully utilised?
I have a nationwide team of trainers but 
my of� ce team manage the diary and have 
targets to � ll every course. As well as via 
our own website, we advertise the courses 
through professional trade magazines and 
websites as well as linking into e-marketing. 

Any courses that are under target can be 
� lled using a variety of options such 
as competition prizes, incentives to our 
high turnover clients, and free refresher 
training places.

What advice would you give to other 
therapists/entrepreneurs? 

If you believe in something go for it. You 
have to be prepared to work hard and 
know your weaknesses; no one is perfect at 
everything. Surround yourself with people 
you trust and who can support and help you 
in the areas where you are not as strong. 
Aside from my team here in the of� ce and 
my trainers out on location I rely on support 
from Tracey at The Spa PR Company, Hayley 
Sparkes for her celebrity contacts and Nicki 
Kurran, a spa consultant who advises on 
numerous business aspects and is someone 
I can bounce off my new ideas – plus she 
helps me structure them.

Don’t believe you need to have loads of 
money to make it work. I have never had an 
investor as I wanted to have full control over 
the decisions made. We have had to re-invest 

to progress but have proved it is possible for 
individuals to start from nothing and build a 
successful and respected brand.

Having the passion for what you do is 
paramount and being focused and determined 
is essential, but having an amazing product 
that therapists will embrace is the real key.

I believe 100 per cent in the product and 
it sells itself, but I won’t rest on my laurels. 
I continually drive the business forward, 
making the most of every opportunity to 
build relationships and put the brand in 
front of opinion formers, potential brand 
ambassadors and industry partners, seeing 
the PR potential in every situation. Even 
after � ve years it still excites me to be 
running such a wonderful business. Working 
with like-minded people helps me take the 
brand in the right direction and ensures a 
cohesive mind-set within the company. 

For more information about Lava Shells and 
how the original product was developed, visit 
www.fht.org.uk/rr/beauty/lavashells.
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