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SpaChina Magazine will hold the 15" SpaChina Wellness & Spa Awards and 17" SpaChina
Wellness Summit 2024 together in September. This event will reward industry leaders and
innovators, and help to elevate industry standards.

After preliminary preparations, the organizing committee has decided upon the
following seven general award categories:

* Spa Awards * Treatment Awards  * Concept Awards
* Product Awards * Equipment Awards * Grand Jury/ SpaChina Honored Awards
* Global Awards

Each category comprises more sub-categories. Applicants are free to enter any category or
sub-category, regardless of their scale of business or time of operation. The categories and
sub-categories may be further adjusted depending on the actual applications received.

Starting from the year 2024, the Grand Jury/ Honored Awards will no longer accept indi-
vidual registrations. The winners will be selected from the applicants of other awards by
ajudging committee composed of judges and reader representatives, and the final awards
will be determined.

We believe your participation in the SpaChina Wellness & Spa Awards 2024 will:

* Be an honor for your spa and spa team and further improve and enhance your
professional status in the spa industry.

* Act as an incentive to your staff team, encouraging them to work together and to glorify
your spa brand.

Assessment Methods

* Pre-Judgment: All nominees have to submit required information online by April 30,
SpaChina team will make a pre-judgment according to the online paperwork.

* Judges On-the-spot Evaluation: SpaChina will invite honored guests and spa profes-
sionals to be part of the judge team, who will visit each nominee spa for a thorough
evaluation.

* WeChat Voting: Please visit SpaChina WeChat to vote, start from June 1.

Agenda for Nomination and Assessment
* February 1, 2024 — April 30, 2024
Nominee registration and first round
« May 1,2024 — July 30,2024
Preliminary assessment by judges and public wechat voting
* July 1, 2024 — August 20, 2024 Final assessment
* SpaChina Wellness & Spa Awards 2024 Gala Dinner
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HBEFX: ERUREEAETIERA
Contact Person / BXR& A

Rita Xu / #R 44
Tel: +86 21 53858951, +86 158 2163 8367
Email: rita.xu@spachina.com

= T h . Wellness & Spa Awards
23 oPaCNINA | sk s kit tanns

REGISTRATION FORM #R&Z%

Registration is free of charge, multiple applications acceptable (maximum of three sub-catagories)
SEABRATFTERMRA, A—RSEERSTRIZI/NMARE
Register as an individual / ™ A& Register as a group / A{#R &

Name / ##%: [JMale /5 []Female / % | Spa Name / K7 &HFR:

Tel / #1A: Mobile / F41: Company / A F]:

Email / &8 FHRFE: Tel / EBiE: Mobile / FH:
Spa Name / 7Kf7 & #k: Email / & FHB4E:

Company Name / /A 5] & FR: Contact Person / BxF A Position / BR 5

Website / M k:
Please select the award catagories you wish to apply for: / iFiE{F BN SR IZTN

Position / BR %

Candidates from outside China, please consult the award categories indicated by
EPEENSHER RIS HRAS)
Spa Awards / JKFF2ZIA | please check'v"in [] / EEREH [ WiV

Best Hotel Spa of the Year / £ & R BB E K7 A& Best Wellness Spa Resort of the Year / & E Fr £ K7 ERAT KK
Best Hot Spring Resort of the Year / T & EIR R EBRATAK Best Day Spa of the Year / T & E & T /Ki7T AR
Best Club Spa of the Year / FFEHF ESFTKT KK Best Chain Spa of the Year / £ & F1 EE ik 7 A K
Best Urban Wellness Oasis of the Year / fE & &/ Ff 4 £ N R 3 Best Fitness Center & Spa of the Year / FEE# 5 5/KfT KK
Best Newly-opened Spa of the Year / £F & 1 B FF WL K F7 KK Best Online Star Spa of the Year / TEEM 4L KT KK

(|

® Treatment Awards / 325 3210

| please check"v"in [] / EEBEM [] R V"

Best Spa Treatment Package of the Year / FEE FI R E VKT EB AKX

Most Classic Spa Treatment of the Year / £ E & H#IKFTiTEAK

Most Attractive Spa Treatment of the Year / FEEE R 5| I7KITiT AR

Most Creative Body Treatment of the Year / T & & BI1& 1 BT AX

Most Novel Facial Treatment of the Year / T EFHiE 2Bfr 2 A X

Most Effective Treatment of the Year / FEE B ZINIr AR

Best Men’s Treatment of the Year / FEE R 7 AR

Best Spiritual Treatment of the Year / £ H/10R TR A

Eco & Green Treatment of the Year / FEEINMREEITIEAK

Ooooim

Best TCM Treatment of the Year / FEE P EFFFEAK

Best Wellness Journey of the Year / FEE F 4 Z ik A X

@ Concept Awards / & 3210

| please check"v"in [] / BEBEH [] KT V"

Best Wellness Concept of the Year / FEEFEFEEZAK

[] Best Wellness / Spa Design of the Year / FE & 74 [ K7 IR 1T AR

Best Wellness Service of the Year / T E 5+ 4 R 5 AR

Product Awards / F=GR32IH |

please check"v"in [[] / BEREMN [] AFT"V"

Best Spa Product of the Year / B /K7 = f A X

(] Best Anti-Aging Product of the Year / EEHM R~ MmAX

Most Popular Spa Product of the Year / TF E 48 M Z F K7 = AR

[ ] Best Organic Product of the Year / fEEHH = H A%

Most Effective Spa Product of the Year / £ & 2 # f7 RUKy7 7= s A

[ ] Best Natural Product of the Year / fEE R A= A A

Most Striking Spa Product of the Year / FE B BKI7 = A X

[] Best Aroma Product of the Year / FEEBE =R AKX

The Star Spa Product of the Year / FEEKFr =@ E X

Equipment Awards / 2§#4 320

| pleasecheck"v"in [] / BEZEEM [ WIT"v"

Best Spa Equipment of the Year / £ E/KJ7 2884 A%

(] Most Effective Spa Equipment of the Year / £ & SE# 7 3U R84 K K

Best Spa Facility of the Year / FEE/KITRE ALK

(] Best Wellness Equipment of the Year / fF EFFE U FF A K

@ Global Awards / £Fk3215 |

please check"v"in [] / IBEZFEMN [] WIT"Vv"

L]
U]
L]
L]
0]
L]
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L]
0]
L]
L]
]
L]
U]
L]
L]
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L]
L]
U]
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Best Global Spa / Spa Brand of the Year / £ EkHE B 7Kj7 /K7 fhig A3

| [ ] Best Global Wellness Resort of the Year / £ Bk &1 75 4 BB A K

Grand Jury / SpaChina Honored Awards / FF 8 & /%52 3210
Grand Jury Awards / FEHREKTIEESAK | SpaChina Honored Awards / FEEH SpaChina?ﬂi%j(%
M2024FE#E, TFHEES/ARFTAXBABRMEZRA, REEEMNEMENMEERETR, BTFENEERFTERNITFEFLAZS, 4 TRENEX.

Starting from the year 2024, the Grand Jury/ Honored Awards will no longer accept individual registrations. The winners will be selected from the applicants of other
awards by a judging committee composed of judges and reader representatives, and the final awards will be determined.

The Registration Form can be downloaded via www.spachina.com. Please fill in the form and fax to +86 21 5385 8953 to Rita Xu or Email to:
rita.xu@spachina.com. Please call +86 21 53858951, to confirm that the form has been received.

Il 3R F th 5] Fwww. spachina.comM it T . HEESEEERIEEE +86 21 5385 8953 %kt . SKBB{FE: rita.xu@spachina.com
ERE: BRI 486 21 538589518 +86 158 2163 8367, HHINEESHEMHIRE B LURE.
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The Banyan Tree Spa

Dongguan Songshan Lake

Situated between lush Lingnan greenery and Songshan Lake,
Banyan Tree Dongguan Songshan Lake has designs inspired by
local traditional style and offers a panoramic mountain view. The
Banyan Tree Spa Dongguan Songshan Lake features 5 treatment
rooms, as well as a multi-purpose room, a meditation room and

a floating pool, to complement the surrounding natural beauty.
The Dongguan intangible cultural heritage, GUAN XIANG, an
indigenous agarwood, will be combined with Banyan Tree Spa’s
exquisite massage techniques to implements the brand philosophy
“a sanctuary for the senses” into the services, leading the body and
mind to immerse in the peace and comfort of Lingnan fragrance,

and invigorating guests for the next journey.

Palazzo Versaced[ [7K¥7 h.0>
MFRNTEEREEEBRAA. RITEERETREEERE=ZH4M
Palazzo Versace/ [ JK7 /LI B EAWMNS MR E, B IMKE
AMRMAFHENBERDIE AR, SEHINEZNX LR
Rith, KITFOERNEEEINERTES, FRABPEXNFLEE
2, EEEREAXF SRS EFRAME Cosmetics B R RKIF ™= &, A
FAERENEFBREAMNAEIINGEI AR . FRBEENKIT
EFMUEMARATENLIERAE, RETVHIREPETRE.
MRBEGIBRRNI I, AHEPAEENZE RN IMNERBHR, 7T
FFHEBENABRNHEERAER, KEE5ENK.

The SPA at Palazzo Versace Macau

The SPA at Palazzo Versace Macau offers a holistic, integrated
approach to wellness in a setting exquisitely decorated with splendid
Versace-designed mosaics and marble. Drawing upon the philoso-
phies of the Mediterranean diet and the cosmeceutical spa prod-
ucts of Italian brand FRAME Cosmetics, the treatments emphasise
achieving a balance of inner wellbeing and external beauty at every
phase of life. Pamper yourself with a revitalising massage or a spe-
cial couple's treatment in one of the transcendent treatment suites
or the Italian rendition of the classic Turkish hammam. For more
active forms of relaxation, enjoy a swim in the hotel's indoor or out-
door pool, accompanied by elegant Italian glass and marble mosaic

tiles, or work out with the Fitness Studio's advanced cardiovascular

Technogym® equipment.

FERTS.

A WFHESE Rubis SPA

HBFKIITC - VIPIE

TR HE S Rubis SPATRECITC — VIPIE FF
BEBAINENZR. ABNEENRE,
AR RIMAKBLT, HHARE=E, #*
RABSRN, BRESHORE T
., ERHE EelE VIPIFIEREE,
PR R A B 2 0a)
B. BERMIEHEGHNEGEHE
i, g RIPIEERTE, BEATX
HEBER N HTIBFEE, N
T BHEPESERZEATRK, #
HEFEREEL. BEATTHECE
EMEREASPA, FTENMARER
EiE, Lhah, =IE. FR. HEE, =
FORSHER D)%, 1EABKGR &4 TR 0E

Rubis SPA Xujiahui ITC - VIP Branch
Rubis SPA Xujiahui ITC - VIP branch ushered in a
luxury Al spa journey. With white tones, large crystal
lamps, flowers, and light fragrance, the space com-
bines elegance and simplicity with purity. The spa is
equipped with 6 VIP treatment rooms, each with its
own washing space, dressing table and shower room.
AR A . E . . . .

Inside the rooms, in addition to the basic warm
amber light, there are several more lighting and
ambience modes which will vary according to guests’
needs, based on an Al voice control system. Guests
can also bring their favorite music into the spa to
create a personalized wellness space. Moreover, the
new air conditioning and underfloor heating systems
can be easily switched on any time so as to keep the

body and skin at the most comfortable state.

10 | SpaChina - 2024




VLML ALAND SPA

- = ZWALAND SPA, Az FASTARERITIE 7 —HhH RIBHN G
- ¢ Bl ALAND. FR#EZWSPARE, REEELXTELDEXXAFHILEHX
' BENE 1500 K, BESEE, BELERTE. 2
AR MAANTFEENVIPEFE. BNTRASEAMFIABRE
B ERLEER, TERRBAMNNSPAFER. KTPO5EEEH
FF. BAIIFIRERE. ZEAFDIBL. EFEIER. BAFHERELIKP
BRAEEE, AREERHE-FINEEHR. KERRENEI
SHEPIETE. N, BETRRY, MEWAST, EFIEMSE
SPA, BHXAZTIrSPAZ, HEABRGUMEER.

ALAND SPA, Huai’an, Jiangsu

ALAND SPA opened a new branch in the cultural and commercial

district of Huai’an, Jiangsu Province. The spa extends over an area of

Clinique La Prairie &5 L BEu =2 T

I £ TR I FR 127 H148Clinique La Prairie H BT £ & AL FFR 7 £k
ZE MR FH 0 (Longevity Hub Taipei) , @5 & AFRZFT. 12F7
BEZIREER, MKERE. MBHESE. EF. FEMERAIT
A, BNMMRESOAER, RBE—RIEHTE, SHEMK
FUB RRITIA. ImMALINEST . BRI, (RMEFENRETE
NRTERAERUREFNFHIPESEE. SRIREERSIMUCLP
KEREEEF B, B, KF. BEZ/RNEEZZE. EF
. EREFETENETRESETAH#T—T—5FHE, BEA
BPMAESEFIBRITR.

1,500 square meters across five floors, with 11 aromatherapy rooms,
including 3 VIP aromatherapy rooms that offer private dry steam
zones. The space is decorated with handmade wood colors and natural
textured bricks, creating a pure healing ambience. The spa has part-
nered with global skincare brands including AD VITAM (France),
Natura Bissé (Spain), DIBI (Italy), PHYT’S (France), and VAGHEGGI
(Italy) to offer a range of facial and body treatments that are highly
effective. In addition, there are mindfulness treatments to improve the
body and mental balance such as the Zen Wood Therapy, Eaglewood

Singing Bowl Treatment, and Moonstone Sound Therapy.

Taipei Longevity Hub by Clinique La Prairie
Clinique La Prairie, Switzerland’s leading anti-aging clinic, has
recently opened its fourth global Longevity Hub in Taipei. The
Taipei clinic offers a wide range of programmes grounded in lon-
gevity science, preventive medicine, nutrition, wellness and health,
meanwhile with a focus on optimizing the mind and body. The sig-
nature experience includes Neuro Wave Stimulation, cryotherapy,
far-infrared ray therapy, IV drips, immersive experiences to promote
balance and rejuvenation, and the latest body treatments, to name

a few. Each journey starts with a CLP Longevity Index assessment,
plus one-on-one consultations led by experts in the fields of longev-
ity, genetics/epigenetics, nutrition, and aesthetic medicine, aiming to

customize solutions for each individual.

FILLMED L’'ESPACE ANTI-AGE at

HKRI TAIKOO HUI

The new branch of FILLMED L’ESPACE ANTI-AGE is
unveiled at Shanghai HKRI TAIKOO HUI. Inside the peace-

ful and comfortable elegant space, the minimalist concept of

FILLMEDZERK 2 355242 ]
I

FILLMED FE K & 3 % 25 8] |k /g 3%
ReECHFE I EFMES=THE. =il
FEMNERNMEBERENR,
more” (RIZR %) HREIESTH

“Lessis

“Less is more” flows in every corner, giving people the feeling

EENAE. AR R EEPIRAY
RIS K. B0 2 HIRZ 3P
BRkz=8), FTERABEERRE.
ER, XHPEEEANEEIIREE SR
EFENER, ILBEARSESTTE
E. MBEAHLH—ZIE, 81HE
HEHEEBOEEBIRRAITIER,
gx—W—%EiLB. PEIEHR
VISTAZE £ A8 MR 47 LR A&,
RVPAKEBEF T BIFE, FEit
RIS R X R URERIE A .

of simplicity and abstract beauty. In order to create a private
and intimate skincare environment for customers, the center
is divided into separate skincare spaces. At the same time, the
temperature and humidity inside the treatment rooms have
met strict requirements, so that guests can obtain a higher
level of comfort. From the moment you enter the center,
each guest will be accompanied by an exclusive beauty con-
sultant. Before the treatment, the skin is examined by VISIA
of 7th edition, and the treatment is customized according to
the examination results, combining signature skin care mas-

sages with scientific aesthetic devices.

SpaChina - 2024 | 11
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RLFOWORH M LEE T ZSPARRBEBRAMBELSPAZ —, #
BOEE, LCETHZNTVEZMPRKRES, UK Pillar Wellbeing
HBARI MBS TR, BT ERITEENIPEERES, SPARIE
wEXRM., FEAM., BREAEMEREAE. BEEEMNETHEE.

WU R IR I IR 2 (8] L Atelier Guerlain. X R 2 ERRGFTZSPATEREMNE
K=, AR AXRSPARIT T ZREFH . —RIFT T EER.
B, DRITENTEBRIARRRERARSTELESE. EEITM
ITSPAE%Z}Y—, 3INES RO IRES I — M B IR AF Z A BN KT B, =

SESTEHIE, 25, BATETHNEEERN, ZHAER.

The Guerlain Spa and Pillar Wellbeing Debut at
Raffles London at The OWO

The Guerlain Spa at Raffles London at The OWO, one of the larg-

est luxury hotel spas in the capital, is now open. Set over four floors,
the space brings together the expertise and heritage of Guerlain and
personalised health programming of the team from Pillar Wellbeing.
The spa offers an impressive range of wellness and wellbeing services,
including a cutting-edge gym and movement studio, a stunning 20m
swimming pool, a vitality pool, steam and sauna, a ground-floor beauty
and treatment space - L'Atelier Guerlain, alongside nine exquisitely
designed treatment suites. Making its UK debut, Parisian beauty brand
Guerlain has exclusively designed three new signature treatments for
Raffles London at The OWO. Meticulously crafted for face, body and
mind, Guerlain's treatments and rituals combine modern technology
with the timelessly beautifying effects of natural ingredients, delivered

with an expert touch for transformative results.

BRI/ R IR TT IR KT 7 v
XERFEEEABEREIBIBEE _RUOBOEME, T8I
REX, BR—ERENEELSHOTKRT O, KTRE
BEFEENIEREKXD. RERE. FEHM. REHRE. &S

EMRERE. KTFOHREBBRITHRFTIRITTIEE  Curiosity
BN, MITE— “BRESZARAHL” AES, XAKRR.
AMEXRAME, MESHEAETEE, CaMCBE, 0ER
ABEIR. HEFREFEEENEFENSHBNESRTRES
HEFREBRSHH O, BEDFENEIERFEN L
PUFAREE; IARNAD+4E 4 RRET A%

The Spa at Mandarin Oriental, Mayfair
Mandarin Oriental Hotel unveils its second London hotel in the
Mayfair neighborhood, with a subterranean spa retreat. The spa
facilities include an indoor heated swimming pool, a sauna, vital-
ity pools, experience showers, steam rooms and a gym. The spa’s
interior design, led by Tokyo-based design studio Curiosity, has
been created with the vision of “a hub of nature and art”, featur-
ing natural materials such as wood and stone, a warm bronze
color palette, and candlelight lighting. Signature experiences
include treatments combined with binaural acoustic stimulation
designed to synchronize with brain waves to induce a meditative

state and relaxation; Tranquillity of Mayfair four hands massage;

and NAD+ vitamin-boosting IV infusions.

¥ Das CentraliP§)iE
B iKY

#, SeUREBEHETSHEY.
wEERSR, HHEFEFS

IKIT,

B B EE A KT S [ 41
HhRErEBERER.

HEESRME RS-

MNFRHAEAREHFLUSALRRE
(Solden) BY & 1B 7B J& Das Central 7£ K #1152
e T2 Fh 3 Bk ey bk 17 7 3130,
1’7 —NEHFHEN KT X Summit Spa,
PFECEIY LS. NE2 BT =RITR
BRBETABR, RAXRAMBEMARE
EINTTIB BRI
s, 5|8F&
AS5BRAA—F., MEX—FIBHNER
ZE 2000
FEIRE.

TEHAE. FENES. AE=MEER

Das Central Austria Adds a

New Rooftop Spa

Das Central, a resort hotel located in Solden, high in the
Austrian Alps, has refurbished its spa as part of an exten-

1  sive overhaul program, adding a new rooftop spa area, the
Summit Spa, overlooking the breathtaking mountain views.
The six new treatment rooms are inspired by nature and
feature natural materials and wooden décor to complement
the alpine setting. The highlight is the outdoor infinity pool,
which seems to be suspended in mid-air, guiding guests to
become one with nature. With the addition of this roof-
top spa, the hotel’s entire spa space has been expanded to
2,000 square meters. Other facilities include a sauna, steam
room, hammam, experience showers, lounge and gym with

Technogym equipment.
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The Oberoi

Truly Bali. Experience authentic and warm Balinese hospitality in a traditional setting. Private therapy
rooms housed in traditional pavilions, with views across tropical gardens and beautiful lily ponds
flecked with shimmering goldfish keep you on intimate terms with nature. Enjoy personalized genuine

experiences and let us take care of your every need. Heart. Fellt.

22 Hotels and Resorts in 6 Countries where the Guest is Everything

+62 361 730 361 | reservations.tobi@oberoihotels.com | oberoihotels.com
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Hotel Plaza Athénée Launches New Dior Spa
Dorchester Collection’s Hotel Plaza Athénée has unveiled its trans-
formed Dior Spa following a complete redesign. Complete with five
individual treatment rooms, a couple’s treatment room, sauna and
hammam, the new Dior Spa Plaza Athénée also features a new Dior
Light Suite, offering light therapy -- Dior has crafted three exclusive,
tailor-made rituals using different light intensities, designed to help
realign guests’ biological clocks, alleviate stress, and revitalise energy.
The menu also includes two new treatments, specially created for Hotel
Plaza Athénée: Le Soin Dior Privé On-Demand. Additionally, four
three-hour rituals have been created to address specific needs for body,
face, and mind. Within the Spa, Dior has designed a relaxation area for
guests to unwind pre- and post-treatments, offering bespoke fruit and
vegetable juices, a selection of herbal teas, dietary supplements, and

Dior Wellness accessories.
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Murrieta Hot Springs Resort, California

First opened in 1902 and experiencing decline in the 1980s,
California’s Murrieta Hot Springs Resort was revitalized when
Olympus Real Estate Group purchased the resort in October

2022 and completely renovated it. The resort is set to reopen in
February, presenting guests with more than 50 hot springs pools,

a fully equipped spa, a gym, and an array of wellness activity pro-
grams. The resort uses the region’s alkaline geothermal water,
which is rich in minerals such as sulfates, chlorides, boron, calcium,
lithium, potassium, sodium, silica and bicarbonates. The resort has
also created a specially designed scientific bathing guide for guests

on how to best utilize the hot spring water to enhance their health.

California’s signature mud baths are a highlight of the spa.
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J.K. Place Paris Announces a New Exclusive
Spa Collaboration with Noble Panacea
Located in the heart of the city’s 7th arrondissement in Rive
Gauche, J.K. Place Paris has unveiled a new exclusive well-
ness offering in collaboration with pioneering skincare brand,
Noble Panacea. Noble Panacea ’s approach to skincare is
rooted in science and backed by years of research carried out
by Nobel Laureate and founder, Sir Fraser Stoddart, who dis-
covered and developed the Organic Super Molecular Vessel
(OSMV™)Technology. The OSMV™ Technology encapsulates
and protects active ingredients to release them directly into
skin cells in a programmed sequence, improving formula
potency by up to tenfold for unparalleled skin results. The new
Spa at J.K. Place Paris will offer guests a wide range of Noble
Panacea’s signature treatments based on this core technology.
The Spa features 2 private treatment rooms, a beauty studio,

a spa boutique, sauna and steam rooms, an indoor swimming

pool and J.K. Gym by Technogym.
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SHA Mexico

Spanish wellness brand SHA Wellness recently unveiled

its Latin American flagship resort at Costa Mujeres, a
secluded beach destination north of Cancun, Mexico.
Nestled between the blue sea and lush mangrove forests, the
resort boasts 7 hectares of pristine nature and 500 meters
of white sandy beach, featuring 100 treatment rooms, 100
ocean-view suites and 35 wellness residences. The architec-
tural style is inspired by the DNA strand structure, with an
organic and contemporary design concept and the use of
renewable and locally sourced materials. Guests can choose
from four personalized wellness programs: Rebalance &
Reenergize, Detox & Optimal Weight, Well-Ageing &
Prevention and Leader’s Performance. Key wellness ameni-
ties include medical consultation rooms, mind and body

rooms, a spa, a gym, yoga and meditation studios, a hydro-

Bz, MURTBERK.

therapy circuit, and an infinity pool.
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Castelfalfi Spa, Castelfalfi Golf Resort

Castelfalfi Golf Resort and Spa in Tuscany, Italy, has relaunched the
new Castelfalfi Spa in partnership with RAKxa, an integrative medical
wellness resort in Thailand, following a complete renovation. Featuring
warm earth tones and natural materials, the spa features seven treat-
ment rooms (including a couple’s suite), two saunas, a steam room,
relaxation area and a heated indoor-outdoor infinity pool with views
of the rolling hills. RAKxa has designed three unique spa treatments for
the spa menu, as well as three retreats, all of which incorporate a blend
of Traditional Thai Medicine, Traditional Chinese Medicine, Ayurveda
and energy healing. The spa has also partnered with ESPA and Maria
Galland Paris to use their highly effective products in the treatments.
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Guerlain Spa, One&Only Aesthesis, Greece
Newly opened at the end of last year, the Greek beachfront resort
One&Only Aesthesis is situated on the forest-fringed Glyfada beach-
front, south of Athens. The resort has partnered with high-end
beauty brand Guerlain to launch the luxurious Guerlain Spa. As the
first Guerlain Spa in Greece, it draws inspiration from the natural
environment and local traditions to create a uniquely Greek well-
ness experience, including a range of signature Guerlain treatments,
wellness programs, spa rituals designed exclusively for the resort, and
children’s workshops. The wellness programs are designed to address
sleep improvement, immunity boosting and detoxification. In addi-
tion to eight single treatment rooms and two couple’s suites, the spa

features a sauna, a hammam, an outdoor pool, retail area and a fit-

ness center.
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La Colline Swiss Alps Cellular Mist

Known as a walking humidifier, this 150 ml bottle of on-the-go spray
is made with natural glacier water from Switzerland at an altitude

of 4,000 meters above sea level, together with the botanical formula
CMAge® Complex, as well as a hydrating factor made from a combi-
nation of sodium hyaluronate, natural glacier water, marine micro-
organisms, pansies, and alpine roses. A single spray instantly hydrates
the skin, while long-term use improves the skin’s tolerance and
resilience, and enhances the skin’s ability to lock in moisture. This
delicate mist with a fresh and pleasant fragrance is especially suitable
for use in air-conditioned rooms, and a rescue for tired and sleepy,
seasonally sensitive and dehydrated skin, particularly the dry, itchy
and red skin after sun exposure. In addition, this mist is also a make-
up assistant and helps keep your makeup looking perfect at all times.
It can evenly regulate the skin water and oil, so that the base makeup

will show a natural sense of hydration.
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Caudalie’s Relaunched and Reformulated
Resveratrol-Lift Range

Caudalie has introduced the next generation of its pro-ageing
Resveratrol-lift range which has been updated with plant-based col-
lagen, called Vegan Collagen 1. The new ingredient has been com-
bined with Caudalie’s exclusive patent, which according to the brand,
makes the range even more effective at boosting collagen fibres and
reinforcing skin firmness. The formula also includes Caudalie’s exclu-
sive Vine Resveratrol, claimed to stimulate protein activity within

the skin; natural hyaluronic acid, to plump and hydrate; and a vegan
collagen booster which further firms the skin. The collection features

an Instant Firming Serum, Firming Cashmere Cream, Firming Night

Cream and Firming Eye Gel Cream.
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Subtle Energies Unveils

New Bioactive Aesthetic Line

In celebration of its 30th anniversary, Australian skincare
brand Subtle Energies has unveiled a bioactive aesthetic
line which delivers an instant “cosmetic look and feel”,
using only the best and purest natural ingredients, which
in turn give you transformative results. Biotechnology
Skincare includes three products, along with comple-
mentary facials and advanced holistic massages. Vegan
Collagen Serum has been formulated with proteins that
mimic human collagen to act as a natural filler and restore
elasticity and plumpness. Designed to help improve skin
tone and moisture levels, Multi Molecular Hyaluronic Acid
serum offers a broad range of molecular weights combined
with pomegranate extract and kakadu plum. Pomegranate

Enzyme Mask includes active aromatics and botanicals and

is intended as a gentle exfoliator.
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My Skin Track pH by La Roche-Posay
My Skin Track pH by La Roche-Posay is the first weara-
ble sensor and companion app to easily measure personal
skin pH levels and create customized product regimens
to better care for skin. My Skin Track pH provides an
accurate pH, reading via a simple two-step process: The
wearer places the sensor on their inner arm, leaving it in
place for 5-15 minutes—until the center two dots take
on color. Next, the wearer opens the My Skin Track pH
app and photographs the sensor. Utilizing an advanced
algorithm, the app reads the pH measurement, as well

as the wearer’ s local sweat loss to assess skin health and

Y-Brushj& 1 F hill

Y-Brush®B s FF R M9SMNE SE ST RIRABRE, RILBLB—NERTE, F
ELHHFHLERZSNRERME, FAFEENRA, #AXAXZEFENDS
(ADA) FT¥EEMEKRRIZF A, TTREBEFERARTREEAR, BREKT
B, RIFNEIRFELFLETFE, RELEEEELEMTH, FTHAAX, B
EREMES, ARMEBZs), RFTZ10R S BT UL L 5 RIF 9
HPAYRR . Y-BrushHEFEOFR TR, TTZEEHASMAR, RIPEH[F
&M RV R .

Y-Brush Sonic Toothbrush

Brushing your teeth and taking care of your gums is important. Doing it all in one
go is even better. Designed in collaboration with dentists, Y-Brush sonic toothbrush
provides complete and effective brushing in a single gesture. It’s thanks to its Y
shape which enables brushing all the teeth of one jaw at the same time. It is super
flexible and it adapts easily to your jaw. There are thousands of nylon bristles inside
the brush head. They effectively remove dental plaque. It’s very easy to use. Insert
the brush into mouth. Gently nibble. Turn from left to right. That's it! It features 3

months of battery life and is portable wherever you go.

make customized La Roche-Posay product recommen-
dations to care for skin and balance pH. My Skin Track
pH was created by L’Oréal in partnership with Epicore
Biosystems, the industry leader in microfluidic platforms
and soft wearable sensors.
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Giiro Bot Personal Posture Coach

Giiro Bot is a personal posture coach
for your standing desk. Simply stand on
Giiro Mat, and Giiro Bot will monitor
your posture throughout the day.
When you slip into bad posture, Giiro
Bot will let you know what’s wrong

so you get back to proper posture
again. Giiro Bot even reminds you to

stretch from time to time. Giiro App
has stretching programs to help you
loosen up and refuel your focus. Giiro
Mat is extremely accurate. It has 600 sensors, each with over a thousand pressure
levels. Giiro Mat syncs its data with Giiro Bot in real time for more accurate and
immediate coaching. You can also check your progress on Giiro App. What’s more.
Giiro Bot has Amazon’s Alexa built in, so you can communicate with Giiro and
control your smart appliances by voice. Giiro comes in various versions, including

Giiro Kids. This encourages kids to develop a habit of keeping good posture.
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Balancing
Body and Mind

Enhancing
Cognitive Abilities

Key Trends in Functional Foods for 2024 - SpaChina
Annual Health Trends Research Series One,

Reported by Fifi Kao

ccording to the latest con-

sumer research from the

American publication “New

Nutrition Business,” approx-

imately 21% of Americans
claim to be taking food that can improve their
emotional and mental health. The research
report states that young people are more
inclined to seek functional foods that are ben-
eficial to their mood and mental well-being.
Among them, the age group with the high-
est number of consumers is 25-34 years old,
accounting for 30%, while the demand from
other age groups is not significant. In fact,
only 12% of people aged 65 and above, who
need to further improve their nutritional sta-
tus, choose such functional foods.

SpaChina’s research on nutritional sup-
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plements and functional foods at the end of
2023 also shows that Chinese people in the age
range of 25-40 are increasingly eager to obtain
health benefits from functional foods. Unlike
the health products that were prevalent in the
past 20 years designed for preventing disease,
today’s Chinese consumers have a high inter-
est in foods that aim to improve emotional
states and help cope with stress and anxiety,
and improve metabolism and sleep issues. The
top preferences include probiotics, whitening
products, and collagen.

Survey participants believe that these needs
are urgent and are prioritized high in their
daily to-do lists. However, SpaChina also
learned that 66% of them value the brand
endorsement of these functional foods and

nutritional supplements. 83% believe that

having new technological advancements and
expert patents to aid in the effective absorp-
tion and enhancement of product efficacy is
crucial. Nevertheless, efficacy remains the ulti-
mate goal, as 99% consider it the final objec-
tive. 42% are willing to obtain products from
acquaintances with experience, and 34% are
willing to purchase from offline channels such
as fitness centers and SPA businesses they fre-
quently visit.

Interestingly, the number of customers will-
ing to purchase functional foods and nutri-
tional supplements directly online is less than
expected, standing at only 48%. But among
all survey participants, 94% express a willing-
ness to continue purchasing online if they first
experience the product offline before making a

repeat purchase online.



Survey targeted
participants

SpaChina gathered 300 respondents from
readers in five cities: Shanghai, Beijing,
Chengdu, Hangzhou, and Shenzhen.

The participants were divided into three
age groups: 20-35 years, 36-45 years,

and 46-60 years, with 100 individuals in
each group. They all participated in the
research on functional foods. The average
annual household income per person was
a minimum of 250,000 RMB.

—
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Gut health plus
Unlocking the potential of
probiotics

The connection between probiotics and the

=

gut-brain axis has been widely discussed
in mainstream and social media, establish-
ing probiotics with a widely accepted health
halo. Consequently, many fermented dairy
brands are now focusing on probiotics, diges-
tive health, and immunity. We believe that,
beyond products with digestive benefits, the
addition of products offering mood-enhancing
and cognitive benefits will be a future trend for
many probiotic brands to enhance their appeal.

A notable example is Yakult 1000, intro-
duced in 2021 by Japan’s Yakult Honsha. This
beverage contains Lactobacillus casei strain
Shirota, the same strain used in the original
Yakult probiotic dairy drink. However, Yakult
1000 has the highest concentration among all
Yakult drinks and is claimed to alleviate tem-
porary stress, improve sleep quality, and, of
course, provide the essential gut-regulating
effects of probiotics.

Yakult, a globally successful probiotic dairy
drink producer and marketer, has been in
operation since 1935. With an annual sales
revenue exceeding 2.5 billion USD, it is a major
brand in Asia and South America, with sales
in the United States surpassing 130 million
USD and continuously rising. Yakult (China)
Group has been present in mainland China for

21 years, with 52 subsidiaries and 7 production

=

bases. One of their most successful products in
the past two years, Yakult 1000, has achieved
global sales exceeding 8.5 billion USD.

While some may attribute the success of
Yakult 1000 to the company’s strength and
robust marketing, it underestimates Yakult's
understanding of health trends and the health
knowledge of its local Japanese consumers.
Japan has traditionally been a leader in the
health industry, and consumers have been
familiar with probiotics and their benefits since
the 1950s.

The main controversy surrounding the
product is its claimed effects on “mood and
mind,” which is challenging to evaluate with-
out firsthand data from users. However, the
remarkable growth and strong repurchase rates
seen on Japanese social media suggest that con-
sumers highly value these additional benefits.
The only guarantee for repurchase lies in the
“actual effects” produced and a “reasonable
price” suitable for long-term consumption by
consumers. https://www.yakult.co.jp/english/
inbound/yakult/

Another company driving health industry
transformation based on scientific principles is
Probi, headquartered in Sweden. The company
recently launched a product called Probi® Sen-
sia, claiming to address mood, sleep, and stress
issues. According to the company, this market
has grown by 30% in the past five years.

Probi® was born out of a research pro-

ject at Lund University in Sweden, initially
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focused on developing and exploring whether special probiotics could
improve treatment outcomes and enhance the recovery chances of
critically ill patients. The project, which began in the mid-1980s, was
successful, leading to the filing of a patent application for the most
researched strain to date—Lactobacillus plantarum 299v (LP299V®). In
1991, Probi® was officially established.

In 1994, Probi® developed a fruit drink called ProViva, based on
the LP299V® strain, which entered the commercial market in Sweden.
In 2005, the company introduced Probi® Digestis, a concept product
for gut health. In 2010, they launched Probi® Defendum, an immune
health concept product. A year later, they signed the first dietary sup-
plement agreement with the United States, officially commencing rapid
expansion in the North American market. In 2016, after repeated clini-
cal studies on the impact of probiotics on iron absorption, the company
launched Probi® Iron Absorption.

After the acquisition of the American company Nutraceutix in 2016,
Probi® truly became a vertically integrated company involved in probi-
otic research, fermentation, production, quality control, regulation, mar-
keting, and sales. In 2018, Probi® entered a new health field, developing
and launching a clinically validated probiotic concept product, Probi®
Osteo, beneficial for bone health. The latest product, Probi® Sensia, once
again draws attention to the booming probiotics market post-pandemic.

China’s first probiotic company listed on the A-share GEM in 2020,
Kanger Biotech’s brand “Probiotics and Beauty,” has established the
largest lactic acid bacteria strain library in Asia. Based on Chinese dietary
habits, living environment, and metabolic levels, the company has devel-
oped a diverse range of probiotic products addressing gut health, sleep,

immunity, oral and skin care, and chronic diseases. Actively collaborat-
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ing with the spa and beauty industry, they provide personalized products

through individual testing, receiving widespread acclaim. https://www.

probi.com/solutions/probiotic-portfolio/probi-sensia/

Neuro-immune boost

The mushroom craze

An increasing variety of mushroom species seem poised to play a
significant role in the emerging market focused on mood and mental
well-being.

One of the recent stars is Lion’s Mane mushroom (Hericium erina-
ceus), a fungus with a distinctive appearance deeply rooted in traditional
Chinese medicine. Among its highlighted health benefits is its potential
to promote neural health. Lion’s Mane is believed to be beneficial for
the nervous system, aiding in memory improvement and cognitive func-
tion. It contains Nerve Growth Factor (NGF), a protein that supports the
growth and maintenance of nerve cells. Additionally, its polysaccharides
hold the potential to enhance the immune system, helping combat infec-
tions and diseases. The presence of polyphenols and phenolic compounds
also contributes to its antioxidative properties. Some studies suggest that
Lion’s Mane may have a regulatory effect on blood sugar levels, poten-
tially aiding in the prevention and management of diabetes.

SpaChina’s research indicates that consumers in the 25-40 age group,
who actively seek information from various sources on functional health
foods, are primarily motivated by mood and mental well-being. Social
media is a crucial platform for information exchange among these young
and informed consumers. A noteworthy finding is that 95% of these con-
sumers have already decided on the product ingredients and benefits they

are seeking before making a purchase.



In a market driven by mood and mental
well-being, it is not the market that propels it
forward but rather consumers autonomously
influencing each other. The founder of Forij,
a brand that produces oatmeal with Lion’s
Mane, shares a sentiment similar to traditional
Chinese medicine practitioners: “We want to
inform everyone about the benefits of Lion’s
Mane, but our efforts to educate have seen
little attention. However, end buyers usually
come in reverse, looking for nutritional sup-
plements that support brain and nerve health,
finding Lion’s Mane, and ultimately purchas-
ing oatmeal with added Lion’s Mane or seeking
other foods related to Lion’s Mane.”

Forij, based in Seattle, is a startup that has
created oatmeal with a more palatable texture
by incorporating Lion’s Mane. Launched in
2020, the product is available in stores like
Sprouts and Albertsons in the United States.
https://www.forij.co/pages/our-mushrooms

SpaChina’s research further reveals that the
most trusted mushrooms among Chinese con-
sumers are Lingzhi (Reishi) and Cordyceps.
These two highly regarded medicinal mush-
rooms are popular across all age groups. While
various health supplements flood the market,
with some commanding high prices, func-
tional foods incorporating mushrooms are
relatively scarce. Research suggests that this is
often linked to Chinese dietary habits, where
hot meals remain a primary focus compared to
the more snack-oriented preferences in West-

ern cultures. However, 33% of individuals in

the 20-40 age group express a willingness to
have such breakfast options, 27% are open to
snacks for energy replenishment during physi-
cal activities, and 40% hope for afternoon tea

snacks with similar health benefits.

Sleep and joy

Natural functional GABA
and anthocyanins

Ensuring a joyful mood ranks high in research
findings, with 97% expressing a desire to eat in
a pleasurable and stress-relieving manner. This
quest for pleasure has permeated various snack
categories, with chocolate and sweets being
popular choices for boosting mood. In the
realm of functional products, chocolate stands
out as a high-quality ingredient, with 46% of
surveyed consumers understanding the nutri-
tional and health benefits of dark chocolate.
Chocolate has evidently become a food that
makes people feel better.

In Japan, confectionery giant Ezaki Glico
revamped and introduced its GABA choco-
late brand in 2019, claiming to alleviate stress.
GABA (Gamma-Aminobutyric Acid), a neu-
rotransmitter, naturally occurs in low levels in
chocolate. The recommended consumption of
GABA in the chocolate is 28 mg, known for its
calming effect on the nervous system to allevi-
ate anxiety.

Ezaki Glico’s promotional strategy empha-
sizes the natural presence of GABA in choco-

late as a completely natural functional ingre-

dient. The company recently increased the

proportion of this ingredient in their latest

“Mental Balance” chocolate to further assist
consumers in realizing these benefits. While
the brand was first introduced in 2005, it saw
a significant surge in success after a rebranding
and product line expansion in 2019, coinciding
with the emotional lows and depression caused
by the pandemic. Today, this mood-enhancing
chocolate can be found in every convenience
store and supermarket in Japan. https://www.
glico.com/global/

SpaChina’s research also indicates a grow-
ing preference for chocolate among the young-
er population due to the sweet and joyful sen-
sations it brings. Pierre Marcolini, hailing from
Belgium, entered China in 2016 and rapidly
gained a fan base with his perfect textures and
artistic designs. Presently, with 10 stores suc-
cessfully established in Shanghai, Hangzhou,
Nanjing, Beijing, Chengdu, Shenzhen, and
Sanya, he was invited to be the dessert choco-
late partner for the 2023 SpaChina Summit,
promising unforgettable highlights. https://
eu.marcolini.com/en/

Another brand leveraging the advantages
of natural functional ingredients is Arepa,
headquartered in New Zealand. Grounded
in neuroscience, they collaborated with top
neuroscientists and food technology experts
to develop the Arepa formula, introducing
a beverage with active ingredients including
New Zealand blackcurrant, a specific variety
with very high anthocyanin content, Enzog-
enol® pine bark extract, and L-theanine from
green tea. The company invested in research-
ing the cognitive health benefits of its ingre-
dient combination, branding its functional
drink as “The Brain Drink,” aiming to “main-

tain clear thinking” and “help alleviate brain
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fog, enhance attention, reduce stress, and overcome mental barriers.”

Arepa stands as a testament to commercial success. Five years after
introducing its beverage, it now graces the shelves of supermarkets, gas
stations, and convenience stores in Australia and New Zealand. The
brand’s triumph is attributed to the noticeable differences’ consumers
experience when drinking this beverage, coupled with the alluring appeal
of its entirely natural formula.

The brand’s success is rooted in its commitment to “all-natural”
ingredients, exceptional taste, outstanding packaging, and a clever
marketing approach infused with scientific elements. This winning
combination propelled Arepa into the markets of Singapore and Japan
at a rapid pace.

Explore more about Arepa’s offerings and journey on their official

website: https://drinkarepa.com.au

Maintaining youth

Collagen, proteins, and amino acids

Women of all age groups, especially Generation Z and the younger Mil-
lennials, have shown a keen interest in the benefits of collagen, recogniz-
ing its positive effects on skin, hair, and nails. Many young individuals
adhering to a vegetarian lifestyle also describe it as a plant-based nutri-
tional supplement. Collagen has become a staple for many in their morn-
ing routine, and even Nestlé has joined the collagen business.

Collagen, a valuable protein, also holds promising growth prospects.
Consumers worldwide, driven by the desire for “something that works
for me,” are open to innovations related to collagen.

Some brands are beginning to realize this potential. For instance,

norwegian bone broth brand freja, in its product line of chicken and
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bone broths, not only highlights the benefits of collagen for skin, hair,
nails, and joints but also introduces consumers to broader advantages
such as reducing inflammation and improving gut health, along with the
potential emotional and cognitive benefits provided by amino acids. For
example, freja explains how glycine can promote better sleep, and the
importance of amino acids as building blocks for proteins in supporting
gut health. Glutamine is an essential amino acid the body needs to sup-
port intestinal mucosa. Evidence suggests that glycine and proline help
improve digestion, reduce inflammation, and promote the growth of
beneficial gut bacteria. Https://frejafoods.Com

The demand for collagen is unlikely to diminish. Spachina, through
tiktok keyword searches and data, has found that collagen remains at the
top in terms of search frequency. This indicates that people constantly
seek things that make them feel good about themselves and enhance their
well-being, leading to repeated purchases after witnessing the effective-
ness. As more benefits of collagen are discovered, it is predicted that

future market demand will continue to grow.

Ketogenic diet
A healthy metabolism revolution
Metabolic syndrome, a combination of overweight, high fat levels, high

blood sugar, and high blood pressure, is now becoming prevalent, espe-
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cially among the younger generation. It can be
considered more of an epidemic than a chronic
disease.

A new term, “metabolic health,” has
emerged in Europe and the United States.
While many people may not precisely under-
stand what it refers to, they are aware that
they don’t want to be overweight, diagnosed
with diabetes, or have high blood pressure at a
young age.

Over the past decade, research on the link
between metabolic health and various mental
disorders has increased. The field known as
metabolic psychiatry or nutritional psychiatry
suggests that mental health is closely related
to the body’s metabolic status, to some extent.
Metabolic syndrome can affect emotions and
mental well-being, leading to profound harm,
with each influencing the other, creating a
worsening situation.

Improving mental well-being is crucial,
but in such cases, nutritional intervention
for metabolic syndrome becomes even more
important. One significant and effective dietary
approach gaining popularity over the last dec-
ade is the ketogenic diet. Originally designed in
the 1920s as a medical diet for individuals with
epilepsy, the ketogenic diet reduced seizure
occurrence by 85%, and it is still prescribed
in medical settings. Today, it is widely used in

dietary plans for weight and sugar reduction.

Researchers are extensively studying the

potential beneficial effects of a low-carbohy-
drate, high-fat diet on various mental health
conditions. One advanced area is the treatment
of Alzheimer’s disease, an increasingly threat-
ening epidemic with the aging population.
There is ample literature supporting the role
of brain insulin resistance in Alzheimer’s dis-
ease, to the extent that some researchers refer
to Alzheimer’s disease as “Type 3 diabetes.”
Hence, dietary intervention becomes increas-
ingly important.

While the topic may seem specialized and
medical, SpaChina found that 98% of the sur-
veyed individuals expressed a preference for
understanding more nutritional knowledge
from a medical and professional perspective,
applying it more or less effectively to their daily
diets. Of these individuals, 37% mentioned
following health-related platforms on social
media, similar to “Dingxiang Doctor,” for

health knowledge relevant to their daily lives.

Blood sugar impact
Interconnected relationships
among blood sugar, mood,
and weight

The trend of “better mood plus healthy
weight” in dietary choices has seen rapid
growth due to consumer interest in better
blood sugar management. This is a hot topic
on social media, with influencers like the Glu-

cose Goddess leading the way. With over 2.8

million followers, Glucose Goddess is a serious
and trustworthy influencer with degrees in
biochemistry and molecular cell biology. Her
website’s slogan is “Magic starts here. And it’s
all science.”

She began researching the relationship
between what you eat and how you feel, driven
by her own struggles with poor mood. She
shares perspectives on different food combina-
tions to help manage blood sugar fluctuations,
ultimately leading to better mood by managing
these fluctuations. As a result, she has become
a credible source for many young consumers
seeking help and reliable information, making
her social media platforms highly popular.

Regarding the interconnected relation-
ships among blood sugar, mood, and weight,
SpaChina found that 78% of the surveyed indi-
viduals in China are significantly concerned
about these three aspects. It seems that the
surveyed individuals, compared to the previ-
ous generation, are more prone to appearance
and health anxiety. Additionally, the trend of
younger individuals experiencing high blood
sugar and high blood pressure is becoming
more evident.

Many food companies are planning to
launch products for better blood sugar man-
agement, with some even developing improved
meal replacements for diabetics. There is
indeed a vast market space to create functional
food formulations that contain fats or pro-
teins, but minimal or reduced sugar, allowing
for delicious consumption without causing
blood sugar spikes and deriving health ben-
efits, whether in weight maintenance or men-
tal health. Overall, proteins, especially dairy,
have a competitive advantage due to their low
impact on blood sugar.

General Mills’ Good Measure snack brand
offers a variety of nutrient-rich snacks market-
ed as “Blood Sugar Friendly Snacks,” which are
delicious and contribute to maintaining stable
blood sugar. https://allingoodmeasure.com

Additionally, there’s NotCo, a plant-based
company that uses artificial intelligence (AI) to
design its products. They have launched a pre-
cisely calculated energy bar marketed as “help-
ful in regulating blood sugar” while showcas-
ing its plant protein content. Although it might
be somewhat ahead of its time, considering the
growing trend of vegetarianism in Europe and
the United States, NotCo’s concept addresses the

needs of many vegetarians. https://notco.com
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Holistic beauty and mind-body benefits

SpaChina’s research results reveal that 94% of the surveyed individuals
were previously unaware of the interconnectedness between the body
and mind. Upon learning about the connection between the mental
and physical aspects, 67% of the surveyed individuals expressed a strong
interest in understanding functional foods and nutritional supplements
that could simultaneously benefit both the body and mind.

SpaChina’s research also discovered that, despite “slimming down and
losing weight” remaining key health keywords, the age group of 20-35
is increasingly unconcerned about fat intake. Among 100 individuals
in this age group, 64% believe their body shape is good and don’t mind
consuming more fat in their diet. They understand the importance of
balancing proteins, fats, and carbohydrates in their diet for overall health.

This age group is at the forefront of shedding the fear of fat, as evi-
denced by research findings from HealthFocus International, a consumer
insights company based in the United States. In the U.S., only 21% of
those aged 18-29 consider reducing fat as healthy, compared to 47%
among those over 65. Young consumers are driving the success of brands
like LoveGoodFats, which has grown from zero to $200 million in sales
within five years. LoveGoodFats chocolate bars typically contain 13g of
fat per 40g serving.

LoveGoodFats plans to integrate weight management and better
mood into the same product in the future. Their market commitment
involves reducing carbohydrates, increasing the combination of fats and
proteins, and providing “better blood sugar” to enhance both physical
and mental well-being. Through social media, LoveGoodFats aims to

establish strong connections with the health beliefs of many young con-
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sumers. Interestingly, these products will not come with weight manage-

ment guarantees but will focus on making products healthier and more
appealing through scientific formulations. https://lovegoodfats.com/
SpaChina observes that emerging scientific and nutritional theories
are spreading rapidly through online social media and word of mouth.
This phenomenon reflects consumers’ increasingly diverse beliefs about
food and health, showcasing how every unique health food and beverage
company is driving the process of “conducting its own health research.”
Looking ahead to the next decade, more health-related information
will likely be disseminated through social media. According to SpaChi-
na’s research report, the current percentage of obtaining desired products
online is 48%, with 60% being consumers aged 20-35. In the United
States, 52% of individuals aged 18-34 acquire food and health advice
through social media. For them, social media is the mainstream media.
This demographic is set to expand in the next 10 years, making online
brand marketing, health education, convenient purchasing, and after-

sales service indispensable.

Conclusion

Nutritional science is continually evolving, and what were once consid-
ered marginal ideas a decade ago are becoming mainstream today. The
best examples are the changing perspectives on sugar and saturated fats.
When offering consumers the most valuable health advice, new ideas
emerge, potentially creating new markets. Most of the successful brands
and cases mentioned in this article come from innovative thinking,
responding to market demands, and providing scientifically credible
health benefits that align with the convenience, diet, and lifestyle prefer-
ences of the younger generation. To a large extent, this is also a reinven-
tion and recreation of traditional foods and products.

In the future, many mainstream nutritional rules will likely undergo
further changes as science progresses. This change will also bring about a
shift in our inherent ways of thinking. Only those willing to maintain an
open mind can create businesses that are entirely new, interesting, and

adaptable to change.
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Embarking on a Journey of
Timeless Beauty

Formetta X Swissline Collagen Supplement, an interview with
Mr. Custodio D’Avo, the Swissline Brand Director

n the ever-evolving landscape of beauty
and wellness, Swissline proudly unveils
a collaboration with Formetta, a bou-
tique Swiss nutraceutical company founded
by biomedical researcher, Dr. Vanessa Craig.
Their joint venture introduces the Formet-
ta X Swissline Collagen Supplement, with an
approach to collagen refurbishment that tran-

scends traditional norms.

Can you provide insights into the collabora-
tion between Swissline and Formetta for

the creation of the Formetta X Swissline
Collagen Supplement? What inspired this
collaboration?

The collaboration between Swissline and
Formetta for the creation of the Formetta X
Swissline Collagen Supplement was the result
of a personal journey. The two companies met
in Zurich, where both are based, and discov-

ered that they shared many beliefs regarding
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aging, skincare, and overall health. Both brands
recognized that modern lifestyle can contribute
to silent inflammation, disrupt the circadian
rhythm, and lead to a premature loss of colla-
gen, causing individuals to appear older.
Driven by a common understanding of these
challenges, Swissline and Formetta decided to
join forces. Their collaboration aims to address
collagen concerns both from the inside-out and
the outside-in, presenting a 360° approach to
collagen. This approach emphasizes a compre-
hensive strategy to promote collagen health,
considering factors that impact it internally and
externally. The collaboration reflects a shared
commitment to holistic well-being and a belief
in the interconnected nature of skincare, health,

and the aging process.

What is the main benefit that Formetta
could provide?

The benefits of this collagen supplement are

manifold, promising to:

Reduce Fine Lines and Wrinkles: Unveiling
a solution that visibly diminishes the appear-
ance of fine lines and wrinkles.

Firm and Plump the Skin: Offering a
unique blend that revitalizes the skin, promot-
ing firmness and a youthful plumpness.

Improve Moisture, Elasticity, and Texture:
A comprehensive approach to skincare that
enhances moisture retention, elasticity, and

overall skin texture.

Could you elaborate on the innovative
aspects and the key ingredients and Tech-
nology that set this supplement apart?

The efficacy of the Formetta X Swissline Col-
lagen Supplement lies in its scientific rigor and
thoughtfully curated formula. Going beyond
the standard, the collagen peptides are clini-
cally tested and certified high-welfare, ensuring

a product free from heavy metals and tox-



ins. Moreover, the supplement is meticulously
crafted to be free from sugar, artificial sweeten-
ers, and preservatives.

Central to the formulation is the inclusion
of natural vitamin C, recognized as the ulti-
mate antioxidant and immune booster. This
essential component plays a pivotal role in
collagen production and protection, adding a
layer of holistic well-being to the product.

Crafted in Switzerland under the strictest
quality control measures, the collagen sup-
plement incorporates advanced formulations
with key ingredients, including Methylsulfo-
nylmethane (MSM), organic aloe vera, organic
Acerola cherry, organic grape seed, natural
astaxanthin, mineral powders, and Coenzyme
Q10. Each component has been meticulously
chosen for its proven quality and results, con-
tributing to an unparalleled collagen-enhanc-
ing experience.

At the heart of this innovative collaboration
is Dr. Vanessa Craig, the Founder and Scientist
behind Formetta. Her journey began not as a
pursuit to establish a nutraceutical company,
but as a quest to create a product that fulfilled
her own unmet needs. Leading a personalized
and evidence-based nutrition program at RIVR
medical campus in Zurich, Dr. Craig employs
blood biomarker profiling, DNA analysis,
and deep listening to achieve precise health
goals through gentle behavioral changes. Her
360° approach considers all pillars of health,
underscoring the uniqueness of the Formetta X
Swissline Collagen Supplement.

In essence, Swissline and Formetta converge

at the intersection of science and beauty with

) swissline
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their collaborative creation. Reviews echo this
sentiment, praising the collagen supplement
as the best in its class, backed by science and
crafted by a brilliant mind. Users attest to its
effectiveness as the only treatment that truly
works to delay the signs of aging, promot-
ing collagen production rooted in extensively

researched scientific theories.

How does Swissline perceive the evolving
needs of consumers, particularly in the
realm of skincare and wellness? What drove
the decision to address these needs through
a collagen supplement?

We believe consumers are finally taking skin-
care and wellness more into their own hands;
paying more attention to what products they
use, the way they eat, sleep... with this evolu-
tion also comes the need to better differenti-
ate extraordinary products, from those simply
ordinary or even offering a poor quality. In the
end of the day, finding the right product can

also become a stress factor as there are virtually

hundreds of collagen supplements which do
not take into consideration the need to make
collagen bio-available (meaning, possible to
metabolize, or “absorb”), we also see our col-
laboration with Formetta as a way to initiate
this dialogue, grow the awareness of what really

works and what doesn’t.

How has Swissline ensured that the
Formetta X Swissline Collagen Supplement
is culturally sensitive and adaptable to the
preferences of the market?

I do emphasize the brand's commitment to
a 360° approach to collagen expertise. The
supplement has been designed with a compre-
hensive understanding of the positive effects
on density, plumpness, and the reduction of
lines, reflecting Swissline's dedication to sci-
entific excellence.

As beauty enthusiasts seek solutions that
transcend conventional boundaries, the
Formetta X Swissline Collagen Supplement
emerges as a beacon of innovation, invit-
ing individuals on a transformative journey
towards timeless beauty and holistic well-being.

Swissline has been focusing on collagen
for almost 35 years. Like Formetta, we also
believe that “collagen” as an ingredient needs
to be approached from several angles — this is
what we call 360° - it is not enough to simply
include it in a formula and trust collagen will
go where it needs to go. In our collection
called Cell Shock we include two different
molecular weights of marine collagen, a syn-
ergy of peptides targeting both collagen pro-
duction but also collagen protection against
glycation, and finally also plant-based growth
factors - to directly stimulate the refurbishing
of our own collagen levels. These technologies
work do their job well only if skin’s levels of
inflammation are kept low — and here is as
well where the Frometta formula can be of
such help because it is very targeted in lower-
ing inflammation, counteracting oxidation,
benefiting water regulation with electrolytes
— the very same things we want to do with
our skincare. Therefore, we are offering con-
sumers a system, a regimen where skincare
and supplements are joining forces, working
in one same direction. Add to this the facial
treatments, the signature face sculpting mas-
sage techniques we include in our SPA offer,
and you will certainly see an improvement in

building better skin.
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Professionalism
and Quality

Interview with Ms. Sun Jiayin, Founder of Angela SPA,
Discusses Probiotics and Beauty

ith 25 years of experience in the

beauty industry, Ms. Sun Jiayin

has gained high recognition from
consumers for her five high-end Angela SPA
establishments in the Changchun area. She has
become a prominent representative of quality
beauty and spa brands in Changchun, offering
a comprehensive range of services including
beauty treatments, spa, hairdressing, manicure,
eyelash services, and dining. In 2018, invited by
the Ketao Biotechnology Group, she became a
strategic partner for the promotion of the pro-
biotics and beauty brand in China.

“An integrated enterprise combining selec-
tion of strains, storage, research, and produc-
tion, with 20 years of dedicated research, and
clinical validation studies in over 60 top-tier
hospitals to ensure product effectiveness, along
with 600 quality control processes to guarantee
product safety. I hope that such excellent prod-
ucts can help more people and be seen and
understood by more people,” Ms. Sun Jiayin

said in an interview with SpaChina.

What led you to focus on probiotic products?

In 2018, three of my close family members were
diagnosed with colorectal cancer one after anoth-
er, putting both my sons and me in the high-
risk category. To address the issue of gut health
and comprehensively preventing potential health

risks for myself and my family, I entered the

health management arena. Determined to excel
in everything, various opportunities led me to
become the only strategic partner of a publicly-
listed company in the probiotics field in China,
the brand “Probiotics and Beauty.”

Why did you choose to collaborate with
Probiotics and Beauty, and what made you
optimistic about this brand?

The market is saturated with probiotic brands,
and the key factor for me was how to safely and
effectively solve health problems. It was during
this time that I came across the Probiotics and
Beauty brand, the only proprietary brand of a
publicly-listed company (Ketao Biotechnology)
in the probiotics field in China.

As I delved deeper into understanding the
Ketao Biotechnology Group, I was deeply
moved by the professional spirit and dedica-
tion of Professor Zhang Heping, the pioneer
and founder in the field of probiotics in China.
I learned about his 20-year journey in searching
for strains, extensive exploration of processing
techniques, creation of China’s first original
strain, and the ultimate transformation of the
passive situation where China was constrained
by foreign influences in the probiotics field.

This gave me the confidence to promote
the Probiotics and Beauty brand in the market
because Ketao Biotechnology’s background

and professionalism laid a solid foundation for
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quality assurance and future development pos-

sibilities. Regardless of the current chaos in the
probiotics market, products with high stability,
safety, and efficacy will always be scarce, pro-

viding me with unwavering confidence.

High-quality probiotics are believed to

have positive effects on various aspects
such as the immune system, skin, digestive
system, antioxidant capabilities, and anti-
inflammatory properties. How should this
be incorporated into daily spa business?
Probiotics play a crucial role in the human
digestive, metabolic, immune, and nervous
systems, serving as the foundation for human
health. With over 90% of the human body com-
posed of microbial communities, which also
create the environment for cells, they determine
cell vitality. In cases where skin microbiota is
disrupted, issues like sensitivity, pigmentation,
and aging continue to occur. Taking probiotics
can improve and prevent these skin issues.

In the post-pandemic era, people’s immune
systems have been severely compromised, lead-
ing to various health impacts and risks. There-
fore, in addition to in-store spa treatments, we
also provide year-round home health manage-
ment services for high-end clients. This not only
meets the health needs of customers but also
boosts the percentage of retail sales in the store,

increasing store profitability and efficiency.

By incorporating the concept of probiotics,
can you attract more customers and target
groups? Does it have a positive impact on
performance?

People’s understanding of probiotic products
is currently very superficial, often limited to

packaging and pricing considerations. Howev-
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er, the real competition in the probiotics field
revolves around the effectiveness of strains, the
functionality of strain formulas, and the stabil-
ity and safety of processing techniques. Vari-
ous professional clinical trials can verify the
authenticity of their efficacy.

We found that high-end customers are
highly concerned about efficiency in the health
aspect, requiring quick and precise solutions.
Therefore, personalized microbiome customi-
zation, addressing individual differences, has
become the most popular project among high-
end spa clients. This not only brings substan-
tial performance results for the store, ranging
from tens of thousands to hundreds of thou-
sands from a single customer, but also avoids
direct competition with various miscellaneous
probiotic sales online. The endorsement of a
publicly-listed company and its robust research
results make rational high-end customers wor-
ry-free, leading to a customer repurchase rate
of over 70%. The integration of such health
management items is both legal and compliant,
significantly increasing retail performance and

becoming a popular item for high-end spas.

In terms of employee training, how do you
conduct effective training on probiotic prod-
ucts? How do you motivate employees to
actively engage in the sale of these products?
Training on probiotics is highly welcomed by
employees because it is not just about sales
performance and achievements; it is also about
knowledge concerning the health of each
employee and their families. Therefore, every
salesperson and employee in the store is also
a user and beneficiary of probiotics. Everyone
is motivated to learn related health knowl-

edge with the premise of benefiting themselves

before benefiting others.

The Probiotics and Beauty team’s training
instructors consist of professionals such as doc-
tors and nutritionists. During the training pro-
cess, through patient and continuous profes-
sional training, they deepen everyone’s under-
standing of probiotics and truly understand
their vital importance to health. When every
service staff in the store can confidently and
sincerely share knowledge about probiotics with
customers, this influence is more powerful than
any high-skilled sales technique, and the sales

performance and effectiveness can truly be seen.

As consumer demands for holistic care both
internally and externally intensify, do you
believe that introducing probiotic projects
can increase customer satisfaction and
loyalty? Are there further advantages in
attracting and retaining customers?
Consumers need more than just products; they
require health follow-up management services.
The key difference between our offline spa
service stores and online sales lies in the profes-
sionalism and thoughtfulness of the service.
Probiotics and Beauty provides customers
with periodic effect comparisons in scientific
data format through precise testing, making
the results of their current health manage-
ment clear and understandable. Subsequently,
by allowing customers to understand various
disease risks, nutritional absorption situations,
and guiding them towards dietary adjustments
at different stages, customer satisfaction is
achieved, naturally leading to repeat purchases.
Behind every customer is a family, implying the
possibility of fission involving at least 3-5 members
from old to young. This is the best guarantee for

the most significant improvement in performance.
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n recent years, the global probiotics market

I has steadily grown, with the market size in
2021 estimated at $61.1 billion, according to
data from Markets and Markets. The global
probiotics market is projected to continue
growing at a compound annual growth rate
(CAGR) of 8.3% from 2021 to 2026, reaching
$91.1 billion by 2026.

Competition in the probiotics sector is
primarily concentrated in the three major
regions of Asia, North America, and Europe.
Data from the Probiotics Branch of the China
Food Science and Technology Society shows
that the Asia-Pacific region has the highest
probiotics consumption globally, accounting
for approximately 44.4%, surpassing Europe
(23.5%) and North America (17.8%). This
highlights the thriving development of the
probiotics industry in the Asia-Pacific region.

According to data from the China Health
Care Association, the overall market size of
probiotic products in China was approximately
¥87.98 billion in 2020. International data
from Euromonitor indicates that the current
consumption market size of probiotics in China
has surpassed Italy, ranking second globally.
Moreover, it continues to grow rapidly at an
annual rate of 11-12%, revealing significant
market potential against the backdrop of policy

support and industry regulation.

Founded in 2003, Ketao Biotechnology
initially focused on the trade of food additives.

In 2010, they acquired the company, and Dr. Sun
Tiansong, a Ph.D. supervisor and professor at
Inner Mongolia Agricultural University's School
of Food Science and Engineering. Dr. Sun, known
as the "Pioneer of Chinese Probiotics," had a
strong belief in the market for compounded
food additives and possessed unique resources,
including his spouse, Zhang Heping.

In establishing the probiotic strain resource
library, Ketao Biotechnology rapidly built the
largest lactic acid bacteria strain resource
library in Asia. Currently, the company holds
56 invention patents related to probiotics,
including over 20,000 strains of lactic acid
bacteria (including probiotics), with 68 strains
already industrialized.

In a previous interview, Ketao Biotechnology
stated, "High-quality strains are very precious
and constitute our most significant asset,
embodying the efforts of scientists. Currently,
Ketao Biotechnology has five star strains, which
are our flagship 'Chinese strains'."

As China's probiotics industry enters a rapid
development phase, Ketao Biotechnology's
revenue from edible probiotic products has
maintained a high growth rate in recent years.
The company's research and development
investment reached ¥27.15 million in 2021,
accounting for 7.45% of its revenue. The
compound annual growth rate from 2017
to 2020 was 119.85%, with a year-on-year
growth of 123.01% in the first half of 2021. The
company achieved an operating income of
approximately ¥3.65 billion in 2021. Notably,
Ketao Biotechnology's major customer is Inner
Mongolia Yili Industrial Group Co., Ltd. In 2020,
business with Yili accounted for 73.43% of the
company's revenue.

Perhaps, Ketao Biotechnology's current
business composition and product layout have
not yet allowed it to truly break the dominance of
foreign capital in the upstream probiotics market.
Nevertheless, we hope that Ketao Biotechnology
can uphold the facade of "Chinese strains",
enabling more Chinese people to use probiotics

that are better suited for their needs.
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Nourishing the Stomach and Soul

In the past 15 years, wellness and Spa centers have evolved, offering not just treatments but also a
delightful culinary experience. The demand for healthy and functional foods has grown significantly,
blending the pleasure with the pursuit of well-being

he joy derived from good food has

always been a source of connection

and celebration, fostering friendships
and shared moments of life's highs and lows.
The dual benefits of a nutritious meal and its
social aspects provide nourishment not only to
the stomach but also to the soul. The tradition-
al indulgence in culinary delights has shifted
towards healthier choices.

SpaChina's research reveals a surge in Chi-
nese consumers (67%) actively seeking more
nutritious diets. They are exploring functional
foods and beverages to aid in weight man-
agement, heart health, anti-aging, and overall
well-being.

Engaging in conversations with spa guests
reveals their heightened focus on the benefits
of nutrition. Spa centers are keen to distinguish

themselves with a unique style, emphasizing
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the pivotal role of “nutrition.”

Whether it’s the treats in the spa lounge,
wholesome meals, or specialized dietary reci-
pes, the fusion of food and spa experiences
enhances the customer journey. The current
popularity of functional foods and beverages

further elevates the overall wellness experience.

Sustained energy uplift

Just as spa treatments empower the body,
the choice of the right food and drinks plays
a vital role in replenishing energy. Providing
quality water in a spa is paramount. Fresh
and invigorating combinations, such as citrus,
mint, or cucumber with plenty of ice, offer a
refreshing touch. From green grape-infused
iced water to traditional hot lemon ginger tea,
the key lies in the preparation — iced drinks

in advance and freshly made hot drinks for

immediate enjoyment.

A healthy blend of nuts and fresh fruits is a
common choice, while an extensive tea menu
complements various spa treatments. Clients
can indulge in Pu’er tea for weight loss, Dian-
hong black tea for warmth, and rose or jasmine
tea for relaxation. Some spas even experiment
with tea leaves, using them for foot soaks dur-
ing treatments, providing additional benefits.

While alcoholic beverages are often dis-
couraged due to hydration and detoxifica-
tion considerations, some spas offer delightful
non-alcoholic fruit cocktails and hot hazelnut
chocolate or goji berry coffee. The enticing
aroma of hot chocolate after a treatment pro-
vides relaxation, and the natural antioxidants
in cocoa and the stimulating effects of caffeine
contribute to post-treatment alertness.

Southeast Asian resort spas take a unique



approach, incorporating organic skincare
products made from fresh fruits and plants
into their menus. Some even use pumpkin
products in treatments, complemented by a
serving of pumpkin soup in the spa lounge.

For a simpler approach, the integration of
functional foods or supplements, such as vita-
min C, B complex, collagen, and probiotics,

aligns with nutritional goals.

Lifestyle integration

In wellness resorts, guests enjoy a plethora of
healthy dining options beyond the spa. Wheth-
er it's a nutritious poolside lunch or healthy
choices from the resort restaurant, the spa con-
cept seamlessly integrates into the entire guest

experience, voluntarily and stress-free.

Sunset, Flow, JOALI BEING

‘t:-‘ll- CE 1]

Sunrise, Chiva-Som

Internationally renowned wellness resorts,
like Chiva-Som in Thailand, SHA in Spain, and
the trending JOALI BEING, provide menus
with detailed nutritional information. From
lobster salads to chef's daily fruit smoothies,
these resorts strive to offer a variety of options
to meet diverse dietary needs.

Established spas, having gained their clients’
trust, can customize choices to help clients
achieve balance in all aspects of their lives, be
it through body care, facial treatments, fitness
routines, or nutrition.

A rising trend in the spa industry involves
offering value-added services that improve
daily habits. While some focus on fitness facili-
ties and personal training, others concentrate

on adjusting clients' daily eating habits, either

by setting a fixed diet plan or customizing
based on specific client needs.

Weight management becomes a significant
demand for involving nutrition and diet in
spas. Clients often follow specific calorie guide-
lines, requiring the collaboration of profes-
sional nutritionists or experienced chefs.

Effective engagement with clients involves
continuous monitoring and support. Some
personal trainers check clients’ daily eating
habits, share nutrition lectures, and conduct
food demonstrations to ensure sustained
adherence. Developing new dietary habits takes
time, and long-term effectiveness is achieved
through consistent efforts.

Clients are encouraged to enjoy healthy
and delightful foods, and skilled chefs play a
crucial role in this regard. Chefs can strike a
balance between adhering to healthy dietary
guidelines and delivering exceptional taste and
visual appeal. Wellness resorts and hotel spas,
with their abundant resources, often provide
cooking classes, allowing clients to experience
healthy cooking firsthand.

Integrating innovative nutrition projects
and concepts into smaller day spas poses
challenges, but starting small by incorporat-
ing customer service enhancements can posi-
tively impact the client experience. Offering
a variety of beneficial organic teas, herbal
teas, and seasonal, healthy green ingredients
with corresponding promotions resonates
well with clients.

Day spas can collaborate with local restau-
rants, facilitating pre-orders for clients who
need dietary adjustments after a spa session,
fostering a sense of care and ensuring healthy
eating habits. Partnering with local eateries to
create a customized healthy menu for the day
spa can be a mutually beneficial strategy, allow-
ing cross-platform promotion.

Day spas can also explore connections with
registered nutritionists, offering regular con-
sultation services. Caution is advised to avoid
overwhelming clients, with the primary focus
always on spa services, considering nutrition as
an additional service.

In conclusion, the harmonious blend of
creativity and in-depth research can unlock
delicious business opportunities for spas. Cli-
ents benefit from a healthy, convenient, and
delightful wellness experience, reinforcing the
idea that wellness is not just a treatment but a

holistic way of life.
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Less Processed,
Instead of Low Fat

Are fats all bad? What is truly healthy diet?
Director of Wellness, Island Shangri-La, Hong Kong,
Dr. Tal Friedman, ND shared his perspective with us

n recent years, dietary fat has been the

subject of much controversy and confu-

sion. With conflicting information and
opinions circulating, it's not surprising for me
to often hear someone go on about how satu-
rated fat (or steak, or eggs, or butter) are bad,
cause heart attacks, make you fat and so on.
This myth is one of the most pervasive in the
world of nutritional advice. I want to tackle it,
as simply and concisely as I can here, and set
the record straight.

I'm not the first to tackle this topic. I high-
ly recommend the book Good Calories, Bad
Calories by Gary Taubes for those who want a
deep dive into the topic.

How did we get so scared of fats?
Dietary fat is one of the most confusing and
controversial nutrition topics and has been for
a long time. A big part of the reason for this
is that in the media, there have been mixed
messages about whether it’s okay to eat fat for
more than 50 years.

In the 1950s and ’60s, saturated fat (like
mentioned earlier in red meat eggs, etc.) began
acquiring a bad reputation. During that period
researchers were finding that people with diets
lower in saturated fat appeared to be healthier.

Cardiovascular disease rates started climbing.

Many public health officials grew concerned
about saturated fat intake. By the time the
1980s rolled around, this concern grew into a
more generalized warning about eating fat, any
kind of fat.

In the 1980s many governments around
the world started to implement much more
specific dietary guidelines than they had done
in the past. In North America, guidelines had
started recommending people to cut their total
fat intake. This recommendation spurred the
massive growth of the “low fat” diet trend. The
trend lasted nearly two decades and still per-
vades many people’s minds. Unfortunately, it
seems that this diet trend did much more harm
than anyone would have foreseen.

Food companies began replacing the fat in
their products with sugar. They marketed these
products as healthy low-fat options to replace
the “evil” foods we had been eating. This, we
now know, is terrible since those sugars and
refined carbohydrates are just as bad if not
worse for our health. Furthermore, these com-
panies also replaced saturated fats with artifi-
cial trans fats, like margarine instead of butter.
This was an even bigger disaster as trans fats
are some of the worst food products you can
eat and have been proven to be extremely det-

rimental to one’s health. We now have world-
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wide obesity, cancer and cardiovascular disease
rates that can be linked to the increased intakes

of sugar and trans fats.

So where are we now?

In recent years it seems that the pendulum has
swung back and fats are no longer demonized.
In fact, the cover of Time Magazine in June
2014 stated, “Eat Butter”. The main article
in that issue titled “Ending the War on Fat”
touched on research describing saturated fat
wasn’t nearly as harmful as we thought and
arguing that we should ditch artificial foods in
favor of natural foods (like butter). Once again
in 2016 Time Magazine ran another article
titled “The Case for Eating Butter Just Got

>

Stronger,” once again highlighting research
showing the follies of the past decades.

It is important to understand how we got
here. However, that doesn’t make it okay to eat
deep-fried pork and bacon cheeseburgers daily.
What it really means is that not all fat is bad,
and in fact, fat is part of a very healthy diet.

From my perspective, there are three
important considerations that you need to take
into account when thinking about eating fat.

1. Trans fats are bad. Man-made trans
fats have been around for a long while but
rose sharply in popularity for a few reasons.
Firstly, they are very inexpensive, especially
when compared to animal fats. They can help
increase the shelf life of food, they taste good,
and most importantly they got billed as healthy
alternatives to “bad fats.”

Trans fats are more strongly linked to car-
diovascular disease than any other type of fat.
They have also been implicated in Alzheimer’s
disease, diabetes, obesity, cancer and more.

Avoid trans fats. You will most likely find
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them in packaged ready to eat foods. Examples
include shortening, packaged pastries, non-
dairy creamer, and spreads like margarine.

2. Eat actual food and don’t focus on nutri-
ents. Most food contains a combination of dif-
ferent types of fat (saturated, and unsaturated).
Focusing solely on the nutrients themselves
paints an incomplete or distorted picture.
There are foods that have saturated fat in them
that are healthy, while there are also foods with
no saturated fat that are unhealthy.

Think about the type of food you are eat-
ing. Less processed, and closer to the real
thing. Eating more plants and choosing lean
high-quality meats will have a bigger impact
on overall health. Looking at diets across the
world, where people live long healthy lives,
people eat real, unprocessed food. It has noth-
ing to do with how much fat or carbohydrates
they track and eat.

3. Fats aren’t all bad (expect for the man-
made trans fats as mentioned above), but
certain types of fat are better for health than
others. No need to go out of your way to
avoid fat that comes naturally in your diet,
even the saturated kind. The research just
does not back up the claims that it is as bad as
we once thought. You may want to add some
healthier options like olive oil and fish as they

have some unique benefits.

I am not here to tell you that any one diet
or nutrient is good or bad. What I will say is to
think about how much a food was adulterated
before you decide to eat it. If you care about
your health, you can’t just focus on saturated
fat or on any other nutrient. You need to look
at the foods that provide it, and beyond that, at
your overall diet and lifestyle. Doing otherwise

means missing the forest for the trees.

Dr. Tal Friedman, ND
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Dr. Tal Friedman, ND completed his
undergraduate degree in Kinesiology and
Health Science at York University, Toronto,
Canada. He received a specialized honours
with a special focus in sports nutrition

and was invited back to do a short lecture
series at the university after graduating.

After working for as a certified
Kinesiologist, he furthered his stud-
ies through a four-year post-graduate
Doctorate of Naturopathic Medicine
(ND) course at the Canadian College of
Naturopathic Medicine. Whilst there, he
completed a 12-month clinical internship
at the Robert Schad Naturopathic Clinic,
with a number of shifts at the various satel-
lite clinics around the city of Toronto.

He went on to work at several clinics
in Toronto. One clinic was focused on
sports medicine where he worked closely
with hockey players, combat athletes,
runners, and fithess competitors. The
other clinics were general practice where
he treated a variety of health concerns
including high blood pressure, diabetes,
arthritis and more.

Currently Tal is working as the
Director of Wellness, at Island Shangri-

La, Hong Kong
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THE MYSTICAL THE DATAI LANGKAWI

Nestled in the heart of a 10-million-year-
old tropical rainforest with breathtaking
views of tranquil Datai Bay, The Datai
Langkawi is an enchanting hideaway.
Visionary architecture is combined with
mesmerising natural beauty.

Embrace alluring and captivating
crafted experiences. Connect with
nature through bespoke Malaysian
hospitality. Indulge in the luxury to
be your natural self at one of the
world's most iconic destinations.
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ILE THI I; ADNING HOTELS
W



SPA AND WELLNESS KNOWLEDGC

k=gt geany:p

A\
L

XARRFEKT AL
EEEENNES
RAEI—T =M

RE <L AWFLRY

IKFE,
HEiREBRIER L
%1t &R ERYKTTHIL
Naomi Chadderton3Z

48 | SpaChina + 2024

! ;r' ; :
e ‘,I’
'.E-'kd

g H ]
¥

i

ik - SKEBR/R - InEEiZiTA9Aman New Yorkifl 7 AT RE 2 X FEI sz e RI7K IT R0 2 — (BB Fr:  Robert Rieger)

HEMLEERE, FEMNERE
i BEM DR, HRAL S
AEBRETRIMAAMNEE
fIE. BAEl, @REZEBNETRRITIHIE
TN E LRI ZEE TR RN
ZSi8), FeAEFTIE t 7 i W FEE I R
BERMKTHIL, FHREANFEZ AR
IR FATE 2 69 B i 388 ML
CEREMINLEER, BR—EZHM
MAEANNEREINEZIER, EEZEEHME
ARfT=8, WM AET. ERMAE
BMXEMEAKRESKTTEERFEMIZK
T, 7 Goddard Littlefairf9 Bx & € %8 AJo
Littlefairi . “RITHAY@ERIE SR M
X, BMNAESELABERMNEFBNZER

. | oy

BT —EFEEEEMNMEA, tbW: EXD
FEERBRFL? RAEXEERFTEEE
Dy FEREBRE? > FF, 7

AR BB AT R T BE R B A9 AU 7
SSERMEMR NS imK T 0R, BASiR
FEAEZRIREAHET B SRR
M. B SRR R, BIERREMR
Z, Hefrm T TmiRittE. fluE
XEENLBANBSNIENYREELREF
TEEAE, ETH22AFARRBKTH
DHIIER, WA -t AR RIS — A
BIHHIRR, #BERRFHITE R M1
RERRAR.

BERBOBILT D7 DITRXERBAEMR
R HARTT POE RS RN ER IR RN




S5HERENNRERRREHAES, it
5&UN=E.

{EE ) ‘R B Barracks
£ 57 HR X DU /R 4% B8 4 IF 19 V) /R P Barracks
RttR EEEMPFTEB=FLME Z—.
E ik, EREAKTHORESANEK. H
BIRIKRGRM R EE NIRRT L IEZEGoddard
Littlefairi& 1T, {EThe Garrisonf& K& A9 —
B, EMNRITERZILY NS RITIER
HEEFRNEES, FH—LRIMBEM.
BT EE A, I EE—KRF
EMHEHTEAZE, NMEET—M5
BAREZEMNLIESE. ” Goddard Littlefairfly
BX & €25 AMartin Goddardiji .

_ﬂ-ﬂ"r s

T}

Goddard Littlefair{& 4R BarracksBI7k 57 i it A4 B R HIFAZRLE M,

& TR & ERKITH0Z— (BB : Gareth Gardener)

BT ERSERRERITE REHEIRE
KT, R IB I AR RO TEL
MR KRER, BIET —NEH. B
BxlEp&EsziE, BE 7T HRBRAR
. “EAIKY, MR KIERRE
T —FEKERNEF. AFEH—TZ
ARFMEERMNIZAEEAEDN, HEEIER
EHWS| 7, 7 Goddard Littlefair A9 BX & €I
76 AMartin Goddard%h 3t .  “EERACIR
REBIE AR MR R KIB AL AR, FA]
SNEFTTHR, BiZMENRITT UIRE
BarracksZK¥7 Akt . 7

eI mE, KIrHOoXETRKEH
MEIE, FHEE G — R T B A
3. Goddardift: “BRT AT, KT &
ITRXBANEEHI LR, BRIMMEATRE
T, BRREeHEER, BRESEEN,
s —MB|E, TEHRAOMRENEIL. 7

ZEALY

LRI T LR ERASRSENRERR
F0 B AR 3 49 % 25 B 30 JfiJean-Michel Gathy
BERARUTEEE-—RETLEEREE
i, RESEABEMTELAENEA
MYE-—PMZEERTERRTEEHRMR
ZHb.

EANFERERMBT —BEHLRR
RFRRIE, BEMAEHRMmETE. T
RITFREEENKTE, REXEREE
BEMELEHEAE, MERXBAEXANKEE
PEEENAHXE, SHAEREMREBEE
— 5, XErHEXRANZRFERAMZE(E
HH.

tEsh, 5Gathy K AT A AYRIT—HF, %
WHIKTER SRS, S —E25KH
FENRAERKD, HEBRET XA
FFE R BURR

SpaChina - 2024 | 49



SPA AND WELLNESS KNOWLEDGE | &Xitiz

B EL 12 H#FE1E (Babylonstoren) , L FEFIEF=HiA RH R BESNZ ZEEFEEBNR

AL,
.“.Hﬂﬁﬁ

-

%, HATHOHETVIESIMET, SR EHEERORERER, EESHIME

B3 L BE.

Sensasia Stories Spaf¥iZiflith, ZERERFIKIRT,
Pallavi DeanfJRoar T{EE 7Ei& 1T B FERYIX AN T 558 = 18] B A iz T2 R S B9 JR BY SR B R =%

IBFESENSASIA Stories Spa
EH58FRATS, EILEZEANRTE L
O] IR BRI RN KT FIOFARTIR.
ETHAEZE, BATRES FPallavi Dean
A Roar T EZ= 1% 1T AYSENSASIA Stories Spa.
ZEEEE T BAME. FANNE PSR
MEX, — 1M &H4,000FHFRRATEHS
|, ZTIIABZFPBREFHRTMORE ZR.

“SENSASIA Stories A9 1% 1113 F2 X F Sk 35t
E—MEHEIAEGS, ” BitIfDeaniit. “I
MR EEISHRIMEE. Hx, X2—
NTEE. KEMREBENT. ” BRIt E
EMRIMBE AR, KTHORAREK
BHAETR, RIMRENARMGEMRELN
Atk

2 HEE. CEERMEEEERERNE

50 | SpaChina - 2024

X, #IIEEBEMRITHFEEANESA,. K
EEFHERERLEE, BEHFXNERFEAR
RERXUBNINERTER, BEXEIMEH
ZETFATF, RoarFl A5 T v #9 88 BAE o)
SIEMRTBAXANZEMRBIM, Deanff#E
P “BRTGATERESEXBMBENR
BASN, FRATIE 208 1T 58 B E 18 X R 1 S
R B0, FEHT AT HLEDAT #HHIKT
i, BEINRNBRMNEAXANENESEET X
R, ENEEBERBHERR, ILEASE
RIETVHEKIT IO EREIR IS TV AT . 7

ik Btheiite
ELLRHES, REERIHAETEES
WESEEATEBRS, STVIRAME

EHEN—REFNER, AXDBIRIKE
BB R SR T — I M Y R R FTIR T .

FEPRERITTEREEREA LT
KarenRoosfI XS, ETENEFARMEED
KRZMNERAEAR. HPEHLIEHAHM
RasuliP I =R R ITT, RA7T —EHEEHE
BEENDRRRER, RESZORIAAXL
W, hAELRREERTERT —NMEET
Iy, BAMEENAERERNGEFRLESTT
%, RMTREEHOEBRERIRIR.

“WITHREF R BIRBL TR ARIBIR,
MR FANEE M. RasuliPIEEFM T HES
= HEAMBisazza B B R ERL, 7 TVIHE
Y Edwin Swanepoeliit: “F 1R ME K FI
Hk T B ERE T AR N Bisazza D 25T
PG, 7 Hbh MRt laEEe
LiasA. FHRINAKEA. BECorianifitk =
HTEIE S A Plexi3R B -

EA—NERE&EERNIMEEHIRRK
TG, HEREBEAZFEN, KTHO0ER
ANEERS — MU AEENEEFE.
b, FEEROEILN, KERNEEBED
7 Simonsbergll FIEW R, FHEBEEEK
BRATMI AL EZESIAKT L, €l
BEH—MIESRMTHAORE, TR
FNEBET, FERXEZRTEANENK
X, MM EBAESN—i, FTiEEIh
. FFEMNRREIE.

# BBEuphoria Retreat
STEE— R AR S E BB SCHR
57 52 1L 3% = Hh Mystrasz (8] i W B TS,
Euphoria Retreat’K§7 /(> HDeca B /A T 5
E P Natalia Efraimoglou& Ei&it, XA
HHWmEREmE S ML, E—RN=E
NIt +2EEN.
30,000 T R AR Hils, £BFHIE
SHEAEEWH KT B ARFHERNESTE
MIrAmEE, BEXE. Ay, BE. &
B, R, SRASKKRNEAE, SEhEE
IR BUTR IR AT A= i .
BEEAMBTETES>AE—RIIMH
HAfEm=@Ezh, Bid—RIEMHBT
RS EEE, T—D20KRHBEEL
H, MA—REABEHRE. KEREL
B, FEOENSHO#SER,, LT
ATUELRRBR—AS, HEXSE.
BHSABNRRZINE, REBKBTFE
BEBHRRERFERBENERSTMABKE
vkith, MALFAHRRAREERESEN, T
BE—RIHIHN, EEEE—M “%
MFERTE BRI, I, ZEFE.
ZE IR T2 7KR It I B 7E R B R K A0 =%
", BREXE.



Westen red cedar timber cladding at the spa in Babylonstoren
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Wellness Through Design
The World’s Most Beautifully Designed Spas

With the rise of wellness design, these five luxury spas are taking their aesthetics to a whole new and
utterly relaxing level. By Naomi Chadderton

ifferent wellness trends have been

taking centre stage over the past few

years, with an increasing number
of us prioritising our health more than ever
before. As with all the best movements, it’s no
surprise that renowned interior designers and
architects have been turning their hands to
wellness-oriented spaces, creating beautifully
designed spas in both commercial and residen-
tial settings, and transforming them into stylish
havens that are about much more than just
relaxation and pampering.

“Health has been on the agenda for us all
over the past few years, but even before the
pandemic, the focus on personalised health-
care, wellbeing and fitness was exploding,”

Jo Littlefair, co-founder of Goddard Littlefair

said. “Wellness in design has followed through

on this shift and we’re now asking really
important questions of our spaces such as: ‘Do
I feel good in this space? Am I cocooned here?’,
and ‘Can I truly relax?”

Perhaps the ultimate embodiment of relaxa-
tion, high-end spas are most certainly hav-
ing a moment, as clients search for designs
and products that will promote good health
and an overall sense of wellbeing. Even bath-
houses and saunas have been getting the inte-
rior design treatment — the much buzzed-about
Aman New York has made banyas and ham-
mams central to its 22,000-square-foot spa,
while the likes of Hailey Bieber and the Beck-
hams have all been busy posting pictures of
their suitably stylish saunas.

Feeling inspired? These top five design spas

combine high-design décor with luxe amenities

maximised for occupant wellbeing.

Chelsea Barracks, London

Chelsea Barracks in London’s prestigious Bel-
gravia district is one of the most spectacular
luxury developments in the world. As to be
expected, then, its in-house spa is equally as
breathtaking. Brainchild of award-winning lux-
ury interior design studio Goddard Littlefair, it
was designed as part of The Garrison Club as a
private oasis for residents looking to escape the
hustle and bustle of daily life.

“The lighting played a huge role in creat-
ing an elegant ambiance that connected back
to nature by warming the space gradually
throughout the day,” says Martin Goddard, co-
founder of Goddard Littlefair.

Briefed to create a luxury hotel-standard spa
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experience within the iconic setting, design-
ers used only the best quality materials such
as Carrara marble to create an elegant, opu-
lent and timeless space free from trends. “To
us, good quality Carrara marble offers a truly
timeless finish — you only have to reflect over
its use by artists and sculptors to understand
its universal attraction,” says Martin Goddard,
co-founder of Goddard Littlefair. “As admir-
ers of the swimming pool lined with Carrara
marble at the RAC club in London, we wanted
to emulate that success and detailed our pool at
Chelsea Barracks Spa with the material.”

When it comes to the colour palette, the spa
features lots of calming neutrals helping to cre-
ate a sense of relaxation and tranquillity. “The
lighting played a huge role in creating an ele-
gant ambiance that connected back to nature
by warming the space gradually throughout the
day,” adds Goddard. “To create contrast with-

in the treatment areas we used darker tones,
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including deep blue faux leather panels set off
by golden accents to create a cocooned feeling

of opulence, stillness and privacy.”

Aman, New York

When Jean-Michel Gathy of Denniston Archi-
tects, the legend behind some of the world’s
most iconic luxury hotel and resort designs,
was commissioned to design America’s first
urban Aman Resort in New York City, he was
tasked with creating a relaxing escape from
fast-paced city life for hotel guests and resi-
dents. And when it came to the elevated, three-
story Aman spa, he achieved just that.

A holistic haven offering a full spectrum
of wellness-enhancing facilities including two
vast and nurturing Spa Houses with curves and
warmer hues, a banya and hammam rooms
in black marble and active spaces that feature
light timbers and grey tones, as with all Aman

hotels, the name of the game here is privacy

and seclusion.

Elsewhere, as with all of Gathy’s designs,
dramatic water features take centre-stage,
including a 25-metre indoor swimming pool
which comes bordered by alcoves of double

daybeds and firepits.

SENSASIA Stories Spa, Dubai

Extravagance and Dubai go hand in hand, so

it’s no surprise that spectacular design spas can
be found scattered throughout the city. Our
pick of the bunch, Pallavi Dean’s Roar studio
took cue from pan-Asian architecture typol-
ogy when creating the serene interior for SEN-
SASIA Stories Spa, which combines natural
materials, a muted colour palette and textured
tone-on-tone — the result of a 4,000-square-
foot tranquil space specially curated to take
clients on a journey through the senses of Asia.

“The design process for SENSASIA Stories

was an exercise in restraint for me,” says Dean.




“We have purposely not overpowered the sens-

es. Instead, this is a place of quiet, respite and
reflection.” Playing with just three main mate-
rials and colours, the spa’s interior scheme of
dark and light grey hues comes complemented
by a warm wood finish and strong stone slabs.

Inspired by the architecture of countries
including Thailand, Bali and Vietnam, arches
were influential throughout the design, with
large, illuminated shapes above the lobbies
and incorporated arch-like decorative elements
around the reception area’s shelving compos-
ing a dramatic, theatrical effect.

As for the lighting, Roar collaborated with a
dedicated lighting consultant to tackle the lack
of natural light, with Dean explaining that: “As
well as giving the space the right amount of
type and illumination, we also experimented
with lighting to create dramatic effect. Adding
the strip LED lights to the arches is a signature

moment, for example, while we also clad the

The reception area of the Aman’s 22,000 square feet of spa space (Photo: Robert Rieger)

ceiling with a captivating bronze mesh struc-
ture. Each room has a unique pattern creating

. .. »
a new experience for every visit to the spa.

Babylonstoren, Franschhoek

Just last year, Babylonstoren — the renowned
garden and working wine farm in South Afri-
ca’s Franschhoek wine valley — teamed up with
TV3 Architects to launch a brand-new Hot Spa
and with it, brought an exceptional new design
feat to the award-winning destination.

With the style and design elements stem-
ming directly from owner Karen Roos, the
space is designed to offer a holistic wellness
experience to guests, complete with new ham-
mam and Rasul treatment rooms. Crafted with
a vaulted vibrant blue mosaic ceiling that nods
to the traditional Arabic practice, it brings a
centuries-old wellness experience to Babylon-
storen that combines the health-enhancing
properties of heat, steam and mud for the ulti-
mate sensory relaxation.

“Stand-out features of the design palette
include Western Red cedar timber cladding
and Bisazza mosaic tiles which we used in the
alcoves, vitality pool, rasul and hammam,”
Edwin Swanepoel of TV3 Architects tells Effect.
“We also brought in specialist tilers from Italy
to complete the Bisazza mosaics.” Elsewhere,
other design highlights include Blue Lias stone,
Carrara marble, white Corian cladding and
Plexi glass installed in the vitality pool.

Designed as an indoor-outdoor experience,
the spa’s connection to nature was another
essential aspect to consider when imagining the
interiors and, as such, large glass walls on the
north-western side of the building frame the
Simonsberg mountain. Bringing the surround-

ing greenery and outside light right into the spa,

it creates an atmosphere that is laid-back and
restful. And not forgetting the extensive glass
roof which allows magnificent natural light to
fill the indoor pool area throughout the day, as
well as the fireplace next to the pool which cre-

ates a distinctive, cosy and inviting space.

Euphoria Retreat, Mystras

Sitting between a cypress forest and the UNESCO
World Heritage Site of Mystras, carved into the
base of a mountain, it’s not just the spectacular
location of the cavernous Euphoria Retreat spa
by Deca Architecture with Natalia Efraimoglou
Architects that sets it apart from the crowd — its
dramatic interiors are something to behold.

With 30,000 square feet of carefully articu-
lated experiences, the spa itself is sunken to
reflect the belief that proximity to the earth
promotes healing. Spaces are also carefully
choreographed through use of light, sound,
temperature, humidity, textures, materials and
smells to create immersive journeys for guests.

The reception and underground treatment
rooms, for example, are spread across a series
of elliptical spaces connected by a network of
catacomb-like spaces, while a white 20-metre
deep light well, which opens up to the sky, is
spiralled by a grey concrete staircase and fit-
ted with Byzantine-style arched windows that
allow guests to gaze up to the skies. Equally as
impressive, the dramatic Sphere Pool is inspired
by the immense dome of the Hagia Sophia in
Istanbul, complete with a dark spherical struc-
ture at its centre that can be entered through a
series of archways, designed to involve a “sense
of womb-like calmness.” Elsewhere a sauna
(pictured at article head), steam room and cold
plunge pool are all designed to engage both the

skin and the senses.
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Improve The Retail Sales in Your Spa

Improving retail sales in a spa requires a combination of strategic planning, effective marketing,

onsistent effort and a customer-cen-

tric approach are key to improving

retail sales in your spa. Ensuring that

the whole team is aligned and that they are

true ambassadors for your product line is also

essential. Continuously encourage your team

and adapt and refine your strategies based on

market trends and customer feedback to maxi-
mize your success.

Here are some tips to help you increase

your retail sales.

Identify your target market

Understand your spa’s target audience and
preferences. This will help you curate a prod-
uct selection that appeals to their needs and
desires. Use your spa software’s reports and
note-taking function to dive deep into custom-

er behavior and really get to know your guests.

Offer quality products

Stock your retail area with high-quality spa
products that align with your brand and the
services you provide. Ensure that they are

effective, reputable, and offer value for money.

Create an enticing retail space

Design an appealing and well-organized retail
area within your spa. Use attractive displays,
good lighting, and strategic product place-
ment to encourage browsing and impulse pur-
chases. Make sure the area is clean, inviting,

and aligned with your spa’s ambiance. Dive

and exceptional customer service

M

into retail science research to learn a few things

about the scents, lighting, layout and general

ambience that invites people to purchase.

Keep track of inventory

Properly tracking inventory helps you stay on
top of what products are selling and which
ones are not — so you don’t run out of a pop-
ular item and overstock an unpopular one.
Some spa management software’s inventory
tracking will do this for you and eliminate the
potential for errors caused by doing it manu-
ally. The software’s reports can also help you
easily determine things like whether a product
is more popular at certain times of year and

with a certain demographic.

Train your staff

Educate your employees about the products
you offer so they can confidently discuss and
recommend them to clients. Provide regular
training sessions to keep them updated on new
products and their benefits. Encourage staff
members to use the products themselves, as
personal experiences can make their recom-
mendations more authentic. If your team truly
loves your products that will shine through and
getting other people excited about them will

naturally follow.

Cross-promote products and services
Train your staff to suggest complementary

products to customers during treatments or spa

services. When a client is getting a massage, your
staff should be sharing their enthusiasm for the
massage oils and aromatherapy products they’re
using. The spa management software’s Shop-
ping Cart allows staff to send the recommenda-
tions to the front desk through a mobile device
so that they can be discussed at checkout.

Run promotions and incentives

Offer special promotions, discounts, or loy-
alty programs to incentivize customers to make
retail purchases. This can include package
deals, bundling products, or providing dis-

counts for multiple purchases.

Enhance the customer experience

Focus on delivering exceptional customer ser-
vice. Create a warm and welcoming environment
where clients feel valued and pampered. Encour-
age your staff to engage with customers and prac-
tice active listening to deeply intuit guest needs —
the best guest experiences come when you know
what the guest needs before they do — and offer

personalized recommendations.

Leverage online platforms

Establish an online presence through your
website and social media channels. Showcase
your products, share customer testimonials,
and provide useful information about their
benefits. Utilize e-commerce capabilities to
allow online purchases and provide convenient

delivery or pickup options.

Gather customer feedback

Regularly seek feedback from your custom-
ers to understand their preferences, satisfac-
tion levels, and suggestions for improvement.
Actively listen to their needs and make adjust-
ments to your product selection and marketing

strategies based on their feedback.

Collaborate with local businesses

Establish partnerships with complementary
businesses, such as hair salons, nail studios, or
fitness centers. Offer cross-promotions or joint
marketing initiatives to expand your reach and

attract new customers.

SpaChina - 2024 | 55



SPA JOURNEY | SPAZii

: —~——

. BEEE., 5k
AT R —E

*‘-_I-—J.M
g

RE

[1A7
L.:‘:-

-

T

56 | SpaChina - 2024




Varenna on Bank of Como Lake
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Fashion capital, art palace, food paradise, historical treasures, stunning beauty...
Each label will take you to a different facade of Italy

ocated in the south of Europe and

embraced by the Mediterranean

Sea, the charm of Italy is hidden

under the depth of history, cul-

ture and art, flowing in the beau-
tiful natural scenery and shining in the glitter-
ing wheel of fashion. The homes of art - Rome,
Florence and Venice — attract people from all
over the world to appreciate the masterpieces
of the Renaissance, and the collections of the
Vatican Museums, the Uffizi Gallery and the
Sistine Chapel. From Milan Fashion Week to
the antique markets of Florence, Italian fashion
elements set global trends. Pasta, pizza, espresso
and wine make for a memorable experience.
From the Alps to the beautiful beaches, from the
watery cityscapes of Venice to the ancient walls

of Naples, there’s beauty around every corner.

Rome: the irresistible allure of the
eternal city
The birthplace of the ancient Roman Empire

and one of the centers of the Renaissance, Italy’s
capital city, Rome, has weathered the ages while
embracing modern prosperity. Being in Rome
for the first time can be a bit overwhelming - af-
ter all, there are attractions everywhere you look.

One of the capital’s symbols is the Colos-
seum. Built in 72 A.D., it was initially used as
a venue for gladiator competitions, and then
gradually developed into an entertainment cen-
ter during the Roman Empire. The entire con-
struction covers an area of 20,000 square meters
and can accommodate 90,000 spectators. The
outer wall is 57 meters high, equivalent to the
height of a modern 19-story building. Next to it
stands the Fori Imperiali which accommodates
the ruins of five monumental squares. This was
once the public town square during the ancient
Roman era and was the political, economic and
cultural center of the time.

Stroll through the city and encounter beauti-
ful fountains. The famous Fontana di Trevi is

located at the intersection of three streets, and

that’s why it gets the name Trevi. One of the last
masterpieces of Baroque architecture in Rome,
the fountain features a huge statue of Poseidon,
surrounded by gods and goddesses from West-
ern mythology, each with a different demeanor.
Since you are here, close your eyes, turn your
back to the fountain and flip a coin into the
pool. The Piazza di Spagna, where Fontana di
Trevi stands, as one of the filming locations of
Roman Holiday, attracts tourists one after an-
other to relive the classic scenes in the movie
and sit on the magnificent Spanish Steps to
take pictures. Surrounding the piazza are many
stores, cafes and restaurants where you can taste
authentic Italian food and buy a variety of sou-
venirs and artwork.

The Four Rivers Fountain in Piazza Navona
features four rivers that represent the four great
rivers conquered by humankind: the Danube,
the Ganges, the Nile and the Rio de la Plata, as
well as the four continents of Europe, Asia, Afri-

ca and the Americas. The fountain has a unique
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Varenna at Lake Como

design, with the four rivers emanating from a
statue in the center of a huge pool and flowing
into four different pools. Historically, Piazza
Navona was once a place for ancient Roman
aristocrats to watch performances and tourna-
ments, and later evolved into a bustling market
and commercial area. During the Middle Ages,
jousting, horse racing and horse competitions
were regularly held here. When it came to the
Renaissance, many famous artists and thinkers
left their footprints and creations in the square.
Today, many artists perform singing, dancing,
playing the piano and painting here to create a
lively atmosphere.

Immerse yourself in art. Art lovers should
not miss Villa Borghese and the Borghese Gal-
lery within it. The second largest park after the
Villa Doria Pamphili Park, the tree-lined garden
boasts beautiful fountains and villas offering
lodging and dining. The Borghese Gallery hous-

es a large collection of works by Bernini. Each
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exhibit is accompanied by exquisitely decorated
backgrounds and large frescoes.

Horseback riding on the outskirts of Rome is
a special experience. Immerse yourself in nature
and explore the monuments along the Appia
Antica on a horse. Or take a boat ride on the
Tiber River, where you can see the magnificent
architecture and fresh greenery on both sides.
For those who want to shop to their heart’s con-
tent, the traditional Campo dei Fiori market
is filled with stalls selling fruits, vegetables and
meats, while Via dei Condotti and Via del Corso
are filled with world-renowned fashion brands.
The former is also the place where Audrey Hep-
burn ate ice cream in Roman Holiday. The lat-

ter hosts an annual Christmas market.

Luxury holiday in Lake Como
Nestled between the Alps, a Y-shaped body of

water formed by mountain springs, surrounded

by elegant villas and picturesque landscapes,

Lake Como in Lombardy is a symphony of se-
renity and beauty.

Between the verdant hillsides and the blue-
green waters of the lake, a collection of stun-
ning small towns and villages dwell. With 170
kilometers of shoreline, Lake Como has many
well-equipped waterfront recreation areas and
lakeside beaches, some of which are secluded
and isolated. Soaking up the sun and enjoying
the beautiful lake views is the best way to ex-
perience Lake Como. The white pebble beach
of Rezzonico is recommended, and the town
is known for its cultural heritage. Tremezzina’s
waterfront area features large olive groves with
soft lawns and offers a variety of water sports.
For an alternative, take a boat trip to the small
town of Careno on the eastern shore of the lake
and stroll through the old streets of the village,
where time stands still in tranquility.

The town Corenno Plinio stands out for its

medieval atmosphere and is more secluded than




the surrounding towns. The narrow streets are

lined with stone houses decorated with colorful
flowers, and there is also an old castle. Climb up
to the observation deck of the old harbor for a
panoramic view of the lakeshore and the town,
and then sample the local cuisine at the town’s
only restaurant.

On the western shore of Lake Como, in the
town of Lenno, lies Villa Del Balbianello, built
in the 18th century, overlooking the entire
lake area, surrounded by beautiful gardens and
woods. It is the filming location for James Bond
007 and Star Wars. Walk down the steps into
the interior of the villa, which is richly deco-
rated with historical, cultural and artistic pieces.
Then take a stroll through the villa’s gardens
and appreciate the colorful flowers and impres-
sive sculptures.

The many hotels and resorts on the shores of
Lake Como lead guests into a dream of luxury

and wellness experiences.

Le Cascate de/ Mulino, ﬁ?‘ca_n.yf

Boasting unparalleled views over Bellagio
and the rose-tinted Grigne mountains, the
Grand Hotel Tremezzo, a family-run business
for over a century of history, is a symbol of the
warmest Italian hospitality. Built in 1910, it
combines fabulous period décor characterized
by vibrant colors and reflecting the exuberance
of times past with contemporary luxuries.

An Art Nouveau Palace sitting adjacent to
Villa Carlotta’s famed gardens with its 100 win-
dows overlooking either the lake blue waters or
the flowering greenery of the garden, the Hotel
features 67 rooms and 17 suites and multifari-
ous array of world-class facilities. The brand-
new lakefront sandy lido, fully restyled to im-
merse you in the glamor of the Italian riviera
during the 1950s and 1960s, is a place to live
the real dolce vita. Two private Venetian mo-
tor launches, Ruy and Batt, await to show you
the lake and its borgos. The three breathtaking
pools — one of them floating on the lake — along
with the fitness center and two-hectare secular
park with floodlit clay tennis court allow un-
limited ways to while away the hours. The ho-
tel boasts five bars and restaurants: La Terrazza
Gualtiero Marchesi, featuring the Maestro of
modern Italian cuisine’s dishes, L’Escale Trat-
toria & Wine Bar, offering Italian cuisine with
a twist in a casual atmosphere, T Pizza, the piz-
zeria immersed in the greenery of the park, Da
Giacomo al Lago, the perfect bond between the

breathtaking location of the Palace’s beach and

the fish recipes by Giacomo Milano, and the
T Bar, for signature cocktails from aperitif to
after-dinner.

Following a restyling project under the
guidance of world-renowned Italian architect
Ruggero Venelli, the Grand Hotel Tremezzo
presents Villa Emilia, an 18th-century building
of three levels adjacent to the hotel's historic
Palace. Also known as T Spa, the villa offers a
wellness space, five elegant treatment rooms, a
Hammam suite and a wet area, which includes
a Mediterranean steam bath, a Turkish bath and
a sauna, with stunning views of Lake Como. The
T Spa also offers guests an ice fountain, expe-
rience showers and a precious relaxation area
decorated with a pre-existing frescoed ceil-
ing, preserved and restored tiled floors and a
classic-style fireplace. This is complemented by
an exclusive mosaic nail studio, a breathtaking
infinity pool, a three-storey gym and a private
access suite within the villa, called Suite Emilia.
All with panoramic views of Lake Como.

T Spa has partnered with Italian skin care line,
Officina Santa Maria Novella Firenze, who has
custom-designed a range of anti-stress, anti-age-
ing and rebalancing treatments for T Spa guests.

The rituals of the unique Hammam of Lake
Como take place in a luxurious and spacious
room with a vaulted ceiling, decorated with
precious white Lasa marble and with the typi-
cal marble body scrub slab in the centre. The

traditional cleansing ritual of the Hammam, ex-
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clusively designed and customised by Officina
Santa Maria Novella Firenze, is the perfect way
to revitalise both mind and body; a waterfall
shower, a couple's bath and a steam bath com-
plete this unique experience.

The T Spa also houses a scenic infinity pool
with spectacular views of the lake. The relax-
ation area, located at the front of the pool, in-
cludes tall retractable windows that create an
open-air solarium. For an even more intense
wellness experience — at five different spots in
the infinity pool — guests can enjoy whirlpool
experiences, surrounded by hundreds of air
bubbles, water jets and effervescence.

For a more intimate experience, couples can
indulge in the elegance and privacy of the ex-
clusive T Spa Suite, surrounded by the hotel
gardens. Featuring a couple's treatment room,
private relaxation area, Jacuzzi, sauna and steam
room with contrasting showers and waterfall jets,
the T Spa Suite offers a perfect escape for two.

The other hotel worth a visit is Passalacqua.
Created in the 18th century as a place of the
heart on Lake Como for friends, for love and
leisure, for the pleasures of the table and the
Ttalian art of dolce far niente, Passalacqua is that
same place of wonder today.

Steeped in history, this 18th Century villa
once played host to some of the world’s most
brilliant minds in music, literature, art and
politics from Napoleon Bonaparte to Bellini to
Winston Churchill.

Standing above the picturesque village of
Moltrasio, Passalacqua has now been trans-
formed by the De Santis family into a unique
hotel with 24 characterful guest accommoda-
tions spread across three magnificently restored
edifices. Passalacqua features seven acres of

landscaped gardens that descend to a private

64 | SpaChina « 2024

WS

| [

b
-
w—-..

%0 Sala Ovale=Pgssalacqua

jetty. Every single aspect of the property’s in-
teriors including the meticulous restoration of
the frescoes, handblown glass chandeliers to
mirrored secret mini bars, has been personally
overseen and curated, with not one suite being
the same.

The main historic residence, the Villa, fea-
tures 12 sumptuous suites, which celebrate the
grand Italian baroque style and original fres-
coes, including a double height balustraded
music room, where Bellini played the piano.
The Palazz or ‘ancient stables’, comprises 8
suites with centuries-old, exposed beam work,
glossy damask walls and a striking spiral stair-
case. A Spa will be located in what was the cow’s
manager, with two treatment cabins offering
Barbara Sturm treatments, a relaxation area
with columns and vaulted ceilings. A hidden
humid area with sauna and steam bath is situ-
ated within the secret tunnels of the villa. Down
by the lake, the intimate Casa Al Lago is ideal for
exclusive use, with four suites, each appointed
with a private garden — all sharing a beautiful
dining area and fireplace.

Passalacqua will eschew formal dining areas
for a relaxed ‘home away from home” approach.
Guests will be treated to authentic and simple
Ttalian home cooking, using fresh ‘garden to
table’ ingredients. House Executive Chef Ales-
sandro Rinaldi is truly a ‘chef di casa’. Guests
are encouraged to visit the kitchens and speak to
the team to discuss their menu for the day, bear-
ing freshly foraged vegetables to contribute to
the meal or partake in an ad hoc pasta making
session. All are invited to choose their own loca-
tion to dine within the property, whether that
might be on one of the terraces, in the Rose Gar-
den or down by the lake — staff will be on hand

to set up tables accordingly, the idea is to have

an extremely personalised dining experience.

During springtime, Lake Como’s micro-
climate sees its historic gardens begin to blos-
som with a blaze of exuberant azaleas, rhodo-
dendrons, and camellias, and Passalacqua is no
exception. The villa’s majestic, terraced gar-
dens feature private hideaways, more than 15
enchanting water fountains and centuries-old
trees, considered to be some of the most well-
maintained in all of Italy. The views of Como
are arguably at their most impressive during the
changing of the season, as alpine peaks frame
the view to the north — their white accents con-
trasting with the green slopes in the middle dis-
tance — while the blossoming gardens along the
lake paint the waterfront villas in a riot of co-
lour. Passalacqua’s Italian Gardens are located
at the highest point of the estate and have the
vantage point of spectacular lake views, while
the ancient Winter Garden looks out onto a
20-metre swimming pool, surrounded by vi-
brant parasols and sun loungers, furnished in a
vibrant patterned fabric custom made especially
for Passalacqua by fashion designer, JJ Martin.
A second Winter Garden features a state-of-the-
art al fresco gym, which in turn looks out onto
the estate’s ancient olive grove, where the oil has
been pressed for generations.

There is nothing quite like exploring Lake
Como by boat and as the temperature begins to
rise, visitors are encouraged to spend time on
the water with Boatman, Beppe, setting sail from
the hotel’s private dock aboard either Giumello
IT or Didi. Giumello IT is a traditional wooden
boat, the perfect choice for gentle voyages of
discovery, sunset cruises, and Lake Como’s par-
ticular brand of ‘dolce far niente’; whereas Didi
is better suited to longer jaunts as she comes
complete with a sundeck and swimming plat-
form. Whether touring the lake’s historic towns
and gardens, catching glimpses of Hollywood
royalty’s Como boltholes, or enjoying a roman-
tic Champagne cruise, a trip aboard either boat
will be sure to create lasting memories for guests

of Passalacqua.

Thermal Springs in Tuscany
Tuscany, in central Italy, is a land of natural
wonders, artistic treasures and culinary de-
lights, and after all, natural thermal waters, with
spa centers everywhere that have been attract-
ing people to heal their bodies and minds since
ancient times.

Between Lucca and Pistoia, not far from



Florence, Montecatini Terme bears witness
to the perfect combination of a modern habi-
tat and a spa town. The center of the town is
lined with elegant Art Nouveau buildings and
is home to many parks, restaurants and stores,
while large and small spa centers are scattered
throughout, making it a prime location for a re-
laxing vacation.

The Montecatini hot springs has been known
since Roman times, and the water that gushes
out from the depths of the soil is very effective
in treating diseases of the digestive system, the
nervous system, and the skin, and in particular,
it improves the functioning of the liver, increas-
es the liver’s purification capacity, treats consti-
pation, and is a diuretic and detoxifying agent.

The representative spa complexes of Tettuc-
cio, Excelsior, Tamerici, Regina and Redi are
each situated in a green landscape surrounded
by gardens and paths, intertwined with the
town park “La Pineta”. These spa centers offer a
comprehensive system of treatments supervised
by medical professionals. In addition to the
traditional therapies associated with thermal
waters and mud, innovative health and beauty
treatments have been introduced, including a
range of massages, body and facial treatments,
as well as slimming, relaxation and anti-aging
programs. Treatments are updated with the sea-
sons. It is also worth noting that Tamerici Spa
regularly hosts a variety of musical events, exhi-
bitions and lectures.

Asyou are wandering around La Pineta Park,
take a sip of the thermal water under the color-

ful ceramic-decorated porticos. Walk along the

pine forest to the historic funicular which takes
you upwards all the way to the medieval village
of Montecatini Alto. There you will have a pan-
oramic view of the valley below. Step over the
narrow stone paths to reach the central Piazza
Giusti for a gourmet meal. Don’t forget to try
the gelato and the typical Montecatini wafers.
Art lovers can’t miss the Mo.C.A. (Montecatini
Contemporary Art) museum on Via Viale Ver-
di, or head to the Verdi Theatre for a musical
opera or performance.

Surrounded by scenic Tuscan vineyards and
olive groves, the small town of Montecatini
Terme is perfect for hiking, biking, or taking a
wine and food tour.

In southern Tuscany, Saturnia stands on a
hilltop in the heart of the Maremma district.
For over 3,000 years, Saturnia’s hot springs
have been gushing forth from the natural crater
of Mount Amiata at temperatures of up to 37°C,
attracting visitors from all over the world with
their distinctive sulphurous smells.

The sulfur-rich hot spring water boosts basal
metabolism, reduces water retention, reacti-
vates capillary circulation, and enhances liver
cell activity. It promotes digestion and improves
gastrointestinal problems when consumed in
small doses on an empty stomach. Also, it has a
natural exfoliating, skin-cleansing and antisep-
tic effect.

The thermal plankton formed in the spring
water is rich in amino acids, sulfur, potassium and
magnesium and has extraordinary anti-inflam-
matory, antioxidant and regenerative properties.

On the road from Scansano to Manciano,

garden, Passalacqua

just a few kilometers from the center of the
town of Saturnia, sulphur springs gush forth
to form a stepped thermal pools and small wa-
terfalls, into which you can leap right into for a
pleasant relaxation in the beautiful idyllic sur-
roundings. This free open-air hot spring bath is
called Cascate del Mulino, named after the very
old mill that sits next to it.

In addition, two luxurious spa resorts
take the spa healing experience in Saturnia
to new heights.

The Terme di Saturnia Spa and Golf Resort
is situated at the foot of the village and has been
created with the theme of natural regeneration
in mind. Carved from an ancient travertine
building and designed to look like a traditional
Roman bath, the resort is set against a thou-
sand-year-old spring and surrounded by beau-
tiful Tuscan hills.

Personalized wellness journeys are at its core,
and the hotel helps guests rebalance their minds
and bodies through a range of spa therapies,
treatments and massages, and Roman baths.
Open-air thermal pools, whirlpools and hot and
cold hydrotherapy healing trails are specialties.
The hotel also has 124 rooms, 2 restaurants and
an 18-hole golf course.

Hotel Saturno Fonte Pura, on the other
hand, is built on a hilltop overlooking the val-
ley, with a huge sulphurous thermal pool sur-
rounded by gardens and olive groves. The ther-
mal waters of Fonte Pura have been recognized
by the Ministry of Health as being suitable for
balneotherapy and for the treatment of rheu-
matism, gynecological disorders, and skin dis-
eases (such as psoriasis). The hotel spa offers
traditional massages, holistic therapies and hot
stone massages.

In addition to these two main namesake spa
towns, there are many more amazing thermal
experiences in Tuscany. The Versilia Thermal
Baths in Montignoso offers a beachside club
experience. The Beauty Farm near Forte dei
Marmi combines innovative techniques with
traditional massages. After visiting the Lean-
ing Tower of Pisa, head to the Bagni di Pisa spa
center to experience shaping, slimming, and de-
toxifying treatments, where the thermal waters
are particularly effective for rheumatism and
vascular disease. Grotta Giusti in Montsumarno
offers a unique experience of mind-body heal-
ing, set in a natural environment of green hills
and just a stone’s throw from Tuscany’s main

artistic attractions.
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A Selection of Italian Spa Resorts
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From the scenic shores of Lake Como to the glamours island of Sardinia, to the ancient

nEA hot spring town of Fiuggi, these four luxury spa resorts take guests on a journey of natural

immersion and a transformation of the body and mind.
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Grand Hotel Tremezzo, Lago di Como
oasting unparalleled views over Bellagio and Grigne
mountains, the Grand Hotel Tremezzo, a family-

run business for over a century of history, is a symbol of

the warmest Italian hospitality. An Art Nouveau Palace
sitting adjacent to Villa Carlotta’s famed gardens with its

100 windows overlooking either the lake blue waters or

the flowering greenery of the garden, the Hotel features

67 rooms and 17 suites. The brand-new lakefront sandy

lido, the three pools, along with the fitness center and

two-hectare secular park with floodlit clay tennis court
allow unlimited ways to while away the hours. Five bars
and restaurants offer Italian cuisine, pizza, fish recipes,
signature cocktails and more.

Villa Emilia, an 18th-century building adjacent to
the hotel’s historic Palace, also known as T Spa, offers
five elegant treatment rooms, a Hammam suite and a
N 7EZ30) wet area, which includes a Mediterranean steam bath, a
Turkish bath and a sauna, with stunning views of Lake
, IEBRARBHEENY.
BREBREES.

Como. The T Spa also offers guests an ice fountain,
experience showers, a relaxation area, an exclusive
mosaic nail studio, an infinity pool, a three-storey
IKI& it
TR ARMOA . BEEKAY

gym and a private access suite within the villa, called

Suite Emilia. T Spa has partnered with Italian skin care

line, Officina Santa Maria Novella Firenze who has
custom-designed a range of anti-stress, anti-ageing and
ME—RFVEE. iz, TP,

rebalancing treatments for T Spa guests.
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Passalacqua

assalacqua, the 18th century property standing above

the village of Moltrasio on the shores of Lake Como, was
brought back to life by De Santis family and opened its doors
just over a year ago. With 7 acres of terraced gardens, sweeping
down to the lake’s shore, the hotel features 24 characterful guest
accommodations spread across three magnificently restored
edifices. Amidst the burbling fountains and centuries-old trees,
guests can enjoy a panoramic swimming pool, an open-air gym,
a lakeside tennis court, movie nights under the stars and much
more. An abundance of fresh produce is gathered each morning
from the kitchen gardens, to be transformed into authentic
Italian home cooking dishes that distil all the season’s goodness.

A ground floor hall with soaring vaults and romantic

columns, a lounge and treatment rooms melding Como
country style with a touch of decadent mystique, the Spais a
perfect location to nurture the body and make the spirit soar.
Passalacqua turned to wellness innovator Dr. Barbara Sturm, a
German doctor of aesthetics with a firm grounding in anti-
inflammatory medicine and a non-toxic, natural approach to
skincare. Massages and facials are at the heart of a Spa menu that
takes its cue from Lake Como’s timeless ability to relax, revitalise
and bring back that rosy glow of health.
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Forte Village Sardinia

estled in 116 acres of stunning gardens on Sardinia’s Southern coast,
NForte Village is an award-winning resort that features 8 hotels, 13 luxury
villas, and 40 exclusive suites. Each hotel offers something special—whether it’s
the mesmerizing sea views or the tranquility of lush tropical gardens. A range of
accommodations range from spacious classic rooms to family bungalows and
beachside suites. The 13 luxury villas each boasts a secluded private location,
a spacious private garden, and its very own private pool. Choose from 21
restaurants and enjoy regional Italian cuisine and the gourmet delicacies of
celebrity chefs such as Heinz Beck, winner of 3 Michelin stars.

Acquaforte Thalasso & Spa, the resort’s wellness sanctuary is rooted

in the traditional thermal baths by the sea in ancient Rome. And twenty-
five years ago, the medical team at Forte Village, led by Dr. Angelo Cerina,
revolutionized the world of thalassotherapy, creating a totally original and
effective method for detoxing, rejuvenating and improving the body. Set in a
wonderful garden, the thalassotherapy course consists of six pure Sardinian
seawater pools varying in temperature and saline concentration for different
health benefits and programs. In the most secluded corner of the garden
lies Ayurvedic Park where yoga lessons, pilates and massages are offered. A
collection of physiotherapeutic massages including aromatherapy, four hands
massage, honey and slat massage and Shiatsu are inspired by the principles of
philosophy and holistic therapy in order to free the mind, the skin and every

muscle from aggressive fatigue, and to restore harmony and serenity.
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Palazzo Fiuggi Wellness Medical Retreat

ocated on an ancient hilltop 700m above sea level in its own private
L8—hectare park, Palazzo Fiuggi offers unrivalled views over an
exquisite landscape, made verdant by the rich mineral waters that flow
through it. This therapeutic water is at the heart of Palazzo Fiuggi’s
many wellness programs. There are no standard or predetermined
programs at the resort. Each guest’s personalized pathway will be tailored
to their individual needs and objectives. Programs integrating medical
treatments, spa treatments, fitness courses, nutrition plans and more
are tailored around the goals of Longevity, Detox & Weight, Restore &
Balance, Medical & Diagnostic.

Spread across 6,000 sqm, the medical spa is finished with precious
elemental materials such as stone and marble. At the heart of the wellness
center are the thalassotherapy baths with sea minerals and a spa suite
that includes whirlpool, sauna and Turkish baths. The Palazzo’s three
thalassotherapy pools incorporate healing Fiuggi water, delivering
detoxifying, anti-inflammatory and analgesic effects. The salt-rich
waters create additional buoyancy which promotes natural joint and
muscle relaxation. The sea oil is particularly suitable for the treatment
of psoriasis and dermatitis. Developed by senescence and genetics
specialist Prof. David Della Morte Canosci, in collaboration with the
resort’s resident three-star Michelin chef Heinz Beck, the Palazzo Fiuggi
Food Line offers guests a supportive regimen, combining a balanced

calorie intake and a personalized combination of nutrients to activate the

molecular pathways that stimulate cellular rejuvenation.
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Innovative Vision and
Trailblazing Leadership

Exclusive Interview with Dr. Gianfranco Tudico, CEO and Head of R&D at i-Tech Industries and Luca
Gualdrini, General Manager and Director in charge of International Business Development

® _Tech Industries stands as a pioneering
1force in the field of skin treatments and
body shaping, marked by its consistent
pursuit of cutting-edge technologies and effec-
tive solutions to enrich the quality of life. The
company is dedicated to addressing individual
needs in the domains of health, wellness, and
beauty. Throughout its illustrious history, a
team of accomplished engineers and medi-
cal experts has tirelessly focused on extensive
research and the dissemination of knowledge
relating to skin and its various treatments, lay-
ing the robust scientific foundation for the
remarkable icoone® technology.
Dr. Gianfranco Tudico, CEO and Head of
R&D at i-Tech Industries, is a distinguished
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skincare expert with a four-decade career in
the beauty and medical equipment sector. His
remarkable journey includes a notable 25-year
tenure as General Manager of LPG System in
France, and as Director of R&D.

Naturally passionate and enthusiastic, Mr.
Luca Gualdrini has cultivated extensive expe-
rience with more of 20 years in sales and mar-
keting management within various settings,
including as an independent professional and
in corporate roles. Since 2014, he has been
successfully leading the international develop-
ment and expansion of the highly esteemed
brand, icoone®, as General Manager of i-Tech
Industries company.

Both Dr. Gianfranco Tudico and Mr. Luca

Gualdrini’s visionary leadership has propelled
the company to the forefront of the industry,
instigating a revolution in the field of skincare
and aesthetic treatments.

This globally patented innovation has paved
the way for i-Tech Industries to introduce the
most pioneering medical and aesthetic device
to the market: icoone®.

“At the core of icoone® lies the ground-
breaking patented technology known as Robo-
derm®, which has the remarkable capability of
delivering an impressive 21,600 microstimu-
lations per minute to the skin and the sub-
cutaneous microvacuoles. This precise and
unique action, which works every mm2 of the

skin, combined with the integration of icoone®



LASER and LED technologies, empowers the
treatment to penetrate deeper tissue layers with
exceptional efficiency and a gentle touch. The
result is an exceptional and transformative
experience that consistently delivers outstand-
ing results,” Dr. Gianfranco Tudico said.

“Each treatment protocol is meticulously
customized to cater to the unique needs of
every patient, harnessing a versatile range of
40 distinct protocols and customizable param-
eters. This comprehensive approach delicately
yet effectively targets the skin tissue, reducing
fat deposits, enhancing blood and lymphatic
circulation, and rekindling the process of lipol-
ysis. Moreover, it stimulates the production of
collagen and elastin, ultimately contributing to
a smoother and firmer overall appearance” Mr.
Luca Gualdrini said.

The renowned sheer bodysuit, purpose-
fully designed to augment the performance
and efficacy of icoone® treatments, amplifies
microstimulation and enhances the action of
laser technology. Simultaneously, it upholds
the highest standards of hygiene and ensures
discreet comfort.

Significantly, the inherent design of the
device and bodysuit negates the necessity for
direct physical contact between the therapist
and the client, aligning seamlessly with local
government guidelines and maintaining a
strong focus on health and safety during these
challenging times.

“Over the years, i-Tech Industries® has

steadily risen to the forefront of skin treatment

and body shaping technologies, empowered by
a wealth of experience derived from a scientific
approach and continuous clinical evaluation
within the aesthetic and medical domains,” Dr.
Gianfranco Tudico said.

“Presently, i-Tech Industries distinguishes
itself as a pioneer in nurturing a ‘culture of skin
care’ through the development of leading-edge
technologies, providing effective solutions to
enhance the overall quality of life. Throughout
its storied history, the company has diligently
conducted research, shared invaluable scientific
discoveries related to skin and its treatments,
and aspired to expand knowledge about this

vital organ within its target markets. Its mission

revolves around the design of technologies and
services of significant scientific and technologi-
cal value, with the primary objective of address-
ing individual needs related to beauty, well-
being, and health,” Mr. Luca Gualdrini said.

SpaChina interviewed both Dr. Gianfranco
Tudicod and Mr. Luca Gualdrini.

Dr. Tudico, with your extensive experi-

ence in the beauty and medical equipment

industry, could you share some insights into

the key trends and developments you've
observed in the field in recent years?

The main developments are as below:

+ Increasingly strong demands from customers
to use proven effective technologies that can
achieve real and rapid results.

+ Research for technologies with “natural” and
non-invasive reactions.

+ Legal and normative obligations which require
manufacturers to place scientifically proven
technologies and protocols on the market.

In recent years, it has become increas-
ingly important to have beauty that is also
synonymous with health. This has led the
aesthetic world to be constantly in search of
technologies and treatments that can provide
not only an aesthetic result but also ensure
an improvement in health, which in the case
of icoone® involves the health of the skin and
an enhancement of metabolic activities. All of
this while maintaining a non-invasive treat-

ment approach.

i-Tech Industries has made significant
advancements in the development of skin-
care technologies. What inspired your vision
to bring innovative medical and aesthetic
devices like icoone® to the market?

The limits of existing technologies which were
based on observations of human biomechanics
from yesterday or the day before yesterday and
which were finding it increasingly difficult to
meet customer needs.

Thanks to the important revolutionary work
of Dr. Guimberteau who demonstrated that
connective tissue was very different from the
diagrams that can be seen in anatomy books
(a surgeon, he devoted his professional life to
working and understanding tissue connective).
My curiosity and my experience allowed me to
understand these subtleties of the architecture of
connective tissue and to develop the best tech-

nology to apply to the skin, whether for medical
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or aesthetic applications.

First of all, the desire to advance existing
technologies and use my experience in this
field to provide effective responses to the needs
and requirements of our customers.

The inspiration arises from a genuine mar-
ket need, which is the possibility of efficiently
treating all types of skin, including the most
delicate and sensitive ones, and ensuring long-
lasting results.

In my professional journey, I have worked
with technologies that had “limitations” in
their application, and although they were valid
and efficient, they couldn’t adapt to the various
skin types they needed to treat.

Furthermore, in recent years, there has been
a proliferation of technologies focused on spe-
cific areas of the body, which unfortunately
overlooked a holistic approach to the body.

icoone®, on the other hand, aims to provide
a personalized and adaptable treatment for
every skin type. Thanks to its microstimula-
tion technology, it can “awaken” the natural
metabolism of our cells, leading to a metabolic

reorganization of the treated areas.

Can you tell us more about the patented
Roboderm® technology and how it has con-
tributed to the success of i-Tech Industries?
My objective when I invented Roboderm®
technology was to implement a more advanced
technology that was less operator dependent,
that is to say, to reduce the part of the method-
ology, to facilitate the applications of treatment

heads for operator and therefore obtain easily
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reproducible results for customers.

The satisfaction of our customers thanks
to the quality of the results obtained by Robo-
derm® technology has contributed enormously
to making the entire range of our icoone®
devices known.

The microstimulation technology is at the
core of our technologies and our DNA. This
has allowed i-Tech to quickly capture a signifi-
cant portion of the market due to the results it
provides to people who benefit from this treat-
ment every day. We could thus claim that the
biggest contribution to our growth comes from
the satisfaction of the results achieved by our

final customers worldwide.

Mr. Gualdrini, China is known for its rapidly
growing beauty and wellness industry. How
do you envision the role of i-Tech Industries
in contributing to the evolution of this mar-
ket in China?

China is one of the countries with the high-
est potential for i-Tech. However, at the same
time, we must not forget that it has a different
culture from ours. This is why collaboration
with our partner Hoyar International is very
important for i-Tech, as it is only through the
strength of this collaboration that we can fully
understand, adapt, and apply all the benefits of
our treatment.

As mentioned, the country’s potential is
very high, but at the same time, the expecta-
tions of the Chinese consumers have become
even more demanding in recent years. This

demand is certainly focused on the final result

but also on overall well-being and functional-
ity. It is precisely on this “value” that icoone®
can contribute to the evolution of the beauty

and wellness market.

In terms of technological innovation, what
potential do you see in collaborating with
Chinese partners or institutions for further
research and development of skin treat-
ments and body shaping technologies?
China is moving at a very high speed, both
from an industrial and technological perspec-
tive, and it is currently an undisputed leader
in technology and digitization. Therefore, I
believe that thanks to the collaboration with
our partner Hoyar International, icoone® will
experience significant technological and digital
development in the coming years. This will
be incorporated into the treatment process to
intercept and develop solutions for consumers,
offering a more technological/digital approach
to the treatment. This is particularly important
given the increasing demand from an ever-

younger audience.

As a leader in skin treatments and body
shaping, what trends and advancements do
you anticipate in the future of the beauty
and medical equipment industry?

It is true that everything goes very quickly,
new technologies become available, scientif-
ic research brings us new lessons every day.
I often say that a society is not innovative
because it invented something 5, 10, 15 years
ago, you must constantly know how to evolve
and question yourself if necessary.

i-Tech Industries is part of an approach of
analysis, evolution and performance, we have
ideas and projects in our drawers which allow
us to envisage a future with new innovations to
continue to satisfy our customers.

What we see happening all over the world
is a continuous increase in the demand for
efficient yet non-invasive treatments. Fewer
and fewer people are willing to opt for “sur-
gery” to redefine their beauty because the
“negative aspects” sometimes outweigh the
positives. Furthermore, the vision is to pro-
vide not just an efficient treatment but a "life-
long journey" that doesn’t end with the com-
pletion of the treatment cycle. Instead, it can
accompany people on a path of improving
their lifestyle over time, ensuring healthy and

long-lasting beauty.
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Simple is the Best

taly is never short of good food. Even the

simple pasta, pizza, tiramisu or ice cream

can give you a pleasant journey on the
taste buds.

Pasta

There are hundreds of different types of pasta,
long and short, round and flat, straight and
curved, hollow and solid, and in a variety of
different shapes and colors, such as the familiar
traditional spaghetti, lasagna, macaroni, spi-
rals, tubular pasta, and so on.

Italians love to serve a wide variety of pasta
dishes with rich sauces. Spaghetti and Lin-
guine are suited to juicy tomato and seafood
sauces. The sauce made from beef, tomatoes
and red wine is often paired with Tagliatelle,
and Capellini is especially good with a garlicky
olive oil sauce. Lasagne, said to have the long-
est history, consists of four to five layers of
fresh pasta, each filled with salt, cream sauce,
tomato meat sauce and Parmesan cheese. It is
baked and served usually in a square shape. Of
course, the combination of pasta and sauce is
not set in stone, and everyone can be creative
with combinations to suit their tastes and per-

sonal preferences.

Gelato

Pizza

Pizza, one of the world’s most popular foods,
was originated in Naples, where it was a com-
mon snack in the streets as early as the Roman
era. Flour and water are used to make a round
cake, which is then cooked on a hot stone and
served with a sprinkling of spices, olive oil, and
honey. The thin, springy base is paired with
simple, fresh ingredients, making every bite a
flavorful experience.

There are only two traditional Neapolitan

Tiramisu

pizza options, a red-bottomed pizza with a
layer of tomato sauce and a white-bottomed
pizza topped with mozzarella cheese. The clas-
sic Margherita is the red-bottom pizza, featur-
ing fresh tomatoes, fresh mozzarella cheese
and fresh basil leaves for a simple yet delicious
flavor. Most of the different flavors of pizza

nowadays are derived from the Margherita.

Tiramisu

This classic dessert, which means “take me
away” in Italian, originated during World
War II, when an Italian soldier was going to
war, and his wife used the only finger cookies,
cheese, and her husband’s favorite coffee to
make a cake, named “Tiramisu”. Whenever the
soldier ate tiramisu on the battlefield, he would
think of his lover.

People who like Tiramisu are fascinated by
its unique taste, the bitterness of espresso, the
denseness of finger cookies, the richness of
chocolate, the strong aroma of cheese, and the
sweetness of coffee wine are delicately balanced
with each other, intertwined with a rich flavor,
such as a treasure hunt, each mouthful has an

unexpected splendor.

Gelato

Gelato is generally handmade from natural
ingredients, and has a light, rich flavor. That’s
why someone once said that there are no two
identical Gelatos in the world. Gelato is made
more with milk than cream, so the calorie con-
tent is not high, and the fat content is usually
between 4% and 8%. So even if you eat a lot of

it, you won’t have to worry about getting fat.
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An Icon of French
Luxury and Elegance

An interview with Aurélie Cochet, Manager of Le Spa Le Bristol by La Prairie

en it comes to experiencing the

epitome of French elegance and art

de vivre, there is no place quite like

Le Bristol Paris. Nestled in the heart of the City

of Light, it offers guests an exceptional blend of
classic luxury and modern comfort.

One of the highlights of Le Bristol Paris
is its outstanding dining tradition. The hotel
proudly holds a total of 4 Michelin stars, with
3 stars attributed to Epicure, its gastronomic
restaurant, and an additional star for 114 Fau-
bourg, the luxurious brasserie. Whether you're
seeking the culinary journey of a lifetime or
a casual yet exquisite dining experience, Le
Bristol Paris has it all. The sumptuous meals
created by Chef Eric Frechon will tantalize your
taste buds and leave you craving for more.

Escape the hustle and bustle of the city
within the 13,000-square-foot courtyard gar-
den, an oasis of tranquility amidst the vibrant

Parisian streets. Café Antonia, nestled within
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this garden, offers a serene setting for din-
ing, with non-stop service and delightful tea
time moments. Sip your coffee surrounded by
lush greenery and blooming flowers — a truly
enchanting experience.

For those seeking relaxation and rejuvena-
tion, Spa Le Bristol by La Prairie awaits. This
dedicated beauty haven features four treatment
rooms for body and facial massages, some with
private terraces for an added touch of luxury.
Private couple suites with jacuzzi and ham-
mam, dedicated manicure and pedicure treat-
ment rooms ensure you are pampered to per-
fection. A fully equipped fitness center and a
unique rooftop swimming pool with stunning
views of Sacré Coeur, the Fiffel Tower, and
Paris' iconic rooftops provide ample opportu-
nities to stay fit and unwind.

Here is also a remarkable venue for events.
Five salons offer the perfect backdrop for

private events, business meetings, fine din-

ing experiences, and even weddings. Classic
French-style function rooms with ample nat-
ural light and garden views create a charm-
ing ambiance. Moreover, the hotel's suites are
available for private functions upon request,
allowing you to host memorable events in style.

In terms of accommodation, Le Bristol Paris
offers 190 unique guestrooms, including 100
suites. Some of these suites boast private ter-
races or balconies with stunning views over
Paris or the hotel's sprawling 1,200-square-
meter garden. The rooms are adorned with
Louis XV and Louis XVI furniture and feature
fine European fabrics, ensuring that every guest
enjoys an indulgent and comfortable stay. Le
Bristol Paris takes pride in offering the largest
rooms in Paris, with numerous connecting
possibilities and suites with up to four bed-
rooms, making it an ideal choice for both solo
travelers and families.

At Le Bristol Paris, impeccable service is a
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hallmark. From 24-hour room service to con-
cierge, bell, and valet parking services, the ded-
icated staff is committed to ensuring that your
stay is nothing short of exceptional. Express
check-in and check-out services are also avail-
able to make your visit as smooth and enjoy-
able as possible.

For finding more information according to
the wellness elements, SpaChina interviewed
Ms. Aurélie Cochet, Manager of Le Spa Le Bris-
tol by La Prairie.

Le Bristol Paris is known for its exceptional
wellness facilities, especially the stunning
swimming pool. Can you tell us more about it?
Built on the sixth floor, Le Bristol Paris’ swimming
pool, inaugurated at the beginning of the 1980s, is
suspended between the earth and the sky.

In 1979, Professor Pineau, famous for hav-
ing decorated the yachts of Stavros Niarchos
and Aristotle Onassis, designed it to look like
a giant caravel from the 1920’s. Two trompe-
Poeil frescoes by Pierre-Marie Rudelle stretch
from bow to stern, as if guiding the boat
toward Oetker Collection’s legendary Hotel du
Cap-Eden-Roc.

The large windows open to stunning views
on either side. One extends onto the teakwood
solarium, where chaise lounges idle. From star-
board to port, the eye drifts from the Paris-
ian blue sky, passes over the slate roofs, getting
caught in the Eiffel Tower’s net and hopping
over the Sacré Coeur dome.

It is one of the most beautiful views that a

Parisian hotel can offer its guests, and certainly

Le Bristol-Paris™

the most surprising. The area is bathed in natu-
ral daylight. Le Bristol Paris’ pool is ideal for a
relaxing pause and dreamy escape. To preserve
hosts’ privacy, the swimming pool is exclu-

sively for in-house guests.

Please tell us more of Le Spa Le Bristol by La

Prairie, and its partners.

The wellness space offers customers a calm

interlude, away from the Parisian tumult with

exclusive skincare partnerships:

+ La Prairie for a unique skincare regime pro-
vided in a world of luxury, relaxation, and
absolute pleasure.

+ Tata Harper’s 100% natural philosophy,
who has reinvented organic well-being and
designed a unique environment at Le Bris-
tol Paris.

+ Bonpoint, for exclusive treatments spe-
cially designed for the well-being of young
and old.

+ Le Bristol Paris was the first Parisian Palace
to welcome children to a Kid’s Club in a Spa,
making it a must-visit address for families.

The Spa collaborates with Bonpoint, the
luxury brand dedicated to children, and imag-
ined a range of care for the most sensitive skin,
inspired by the hypoallergenic and protective
products of the Bonpoint line. An enchanting
interlude of soothing and sweetness to share
with your child.

In addition, Kid’s Club Le Bristol Paris x

Bonpoint offers a chance for children to play. It

is a space where children can disconnect from

their daily routine and discover new horizons

Spa Room, Le Bristol Paris

through a special selection of toys and games.

Many travelers seek relaxation and rejuve-
nation during their stay. How does Spa Le
Bristol cater to the different wellness needs
and preferences of your guests?

At Le Spa Le Bristol by La Prairie, we under-
stand that each guest has unique wellness
needs and preferences. Our highly trained
staff is dedicated to providing personalized
experiences to ensure maximum relaxa-
tion and rejuvenation. Whether you prefer
a soothing massage, a revitalizing facial or a
specialized body treatment (either with La
Prairie, Tata Harper or Bonpoint), Le Spa
offers a wide range of services tailored to meet
each guest’s specific requirements.

Additionally, the Spa facilities include state-
of-the-art amenities such as steam rooms and
saunas, allowing guests to customize their well-
ness journey. We strive to create a serene and
tranquil environment where guests can unwind
and indulge in a truly rejuvenating experience.

We believe in the importance of holistic
wellness, which encompasses not only physi-
cal health but also mental and emotional
well-being. To address these aspects, our Spa
offers a range of holistic wellness experiences
and treatments.

The Spa’s menu includes mindfulness and
meditation sessions, designed to help guests to
achieve mental clarity and emotional balance.
We also provide specialized therapies such
as aromatherapy and sound healing, which

promote relaxation and reduce stress. Addi-
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tionally, our Spa offers wellness rituals such as
sophrology, reiki or yoga sessions to facilitate

mental and muscular relaxation.

Could you introduce the fitness center at Le

Bristol Paris and the range of equipment or

activities to our readers?

We have a personal trainer available to main-

tain clients’ routine with coaching, pilates,

yoga, stretching... The fitness center is also

equipped with the following sports machines:

+ Two Run Personal Visioweb Treadmills
(with international TV channels)

* One Recline bike (with international TV
channels)

+ Two Cross Trainers (elliptical bikes — with
international TV channels)

A very complete weight machine
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A weight bench
+ 12 dumbbells from 4 to 12 kg

Travelers today are increasingly conscious
of sustainability and eco-friendly practices.
Can you discuss any sustainability initia-
tives or practices in place at Le Bristol Paris
that align with wellness and environmental
responsibility?

The hotel’s commitments, that we have assimi-
lated, are based on those of Oetker Collection
Group, which are defined on 4 main themes:
Human Rights, Responsible Consumption,
Environmental Awareness and Sustainable
Communities. For more than 5 years, Le Bris-
tol Paris has endeavoured to respond to these
4 main themes by proposing initiatives in line

with the values that the hotel wishes to trans-

Mml Paris x Bonpoint

mit. The main initiatives are:

+ Responsible consumption: Le Bristol Paris
works with local producers in the shortest pos-
sible circuit and if possible, produce its own
products from A to Z to control and ensure the
quality of the products. We have our own mill,
we have beehives on the hotel roof to produce
our honey, a Chocolate factory...

+ Reduction plan for energy consumption:
The hotel is in full LED and our buildings
are in accordance with environmental rec-
ommendations.

+ One of the hotel’s strategies is to develop
partnerships with associations to avoid the
creation of unnecessary waste, such as work
close with La Ressourcerie Créative, La Cra-
vate Solidaire, Clean The World, etc.

+ Raising awareness among employees, part-
ners & customers: The hotel tries to make
them actors in its sustainable transforma-
tion, such as customers have the choice to
change or not their sheets to reduce water
consumption/washing products, awareness
of selective sorting for employees... Such
initiatives ensure that guests feel involved in
the sustainable transformation of the hotel
by trying to make them actors of it through
the actions mentioned above.

How do you envision the future of wellness
in the luxury hospitality industry, and what
role will Le Bristol Paris play in meeting the
evolving wellness needs of its guests?

New cutting-edge technologies and new well-
being experiences are constantly emerging,
such as the latest Hydrafacial treatment, com-
bined with one of our Signature treatments by
La Prairie or Tata Harper, which is now avail-
able at Le Spa Le Bristol by La Prairie.

In order to improve our services, we listen
carefully our guests’ needs, expectations and
wishes.

Come and immerse yourself in the rich his-
tory and timeless elegance of this legendary
hotel in the heart of Paris.



#1 on TripAdvisor for Spa
and Wellness in London —

Akasha at Hotel Cafée Royal

Enjoy an unrivalled setting on Regent Street
where the elegance of Mayfair, energy of Soho
and sophistication of St. James combine.
It's.wherte.histony,.culture,-business.and.the
stage are just steps away.
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High Technology and
Natural Therapy

The PuLi Hotel and Spa is partnering with INDIBA to present a high-effective spa experience.
SpaChina interviewed Ms. Zina Liu, the Marketing Communications Manager of The PuLi Hotel and Spa

n urban resort, where luxury is hand-
crafted, The PuLi Hotel and Spa,
hanghai offers guests an oasis within a
metropolis ambiance. Its UR SPA has combined
modern science and ancient healing to create a
signature story of integrated, result-driven well-
ness. During last year’s National Day, The PuLi
Hotel and Spa officially announced its partner-
ship with INDIBA, a global leader in the field
of Proionic System and has introduced a series
of INDIBA treatments at its UR SPA. INDIBA’s
unique Proionic System has been proven to
promote biostimulation at the cellular level and
rapid restoration of cellular functions, able to
recover lost elasticity, increase the production
of collagen and elastin, decrease fat and improve
blood flow after just one session. To know more
about this cooperation, SpaChina interviewed
Ms. Zina Liu, the Marketing Communications
Manager of The PuLi Hotel and Spa.

With a Bachelor’s Degree in Hospitality
Business Management from Sheffield Hallam
University in the UK and a Master’s Degree in
Leadership and Management from the Uni-
versity of Sheffield, Zina’s experience in the
hospitality industry includes Jing An Shangri-
La, Shanghai, and The Langham Shanghai
Xintiandi, and she joined The PuLi Hotel
and Spa in March 2022. With a wealth of
cross-border co-branding and promotional
experience, Zina brings with her a passion and
a long-term perspective on hospitality, travel
and the high-end lifestyle to create a unique

experience for guests.

Could you share with us the guest profile of

UR SPA, The PulLi Hotel and Spa. What kind

of guests are they, what is the approximate

ratio of local guests versus hotel guests, and
what are their main wellness requirements?
As one of the first luxury hotels to introduce
the concept of “urban resort” to Shanghai, The
PuLi Hotel and Spa features a group of guests
who seek high-end healthy lifestyles and have
high artistic and aesthetic tastes. UR SPA’s
main clientele is dominated by local member
guests and hotel guests, accounting for about
60% and 20% of the total. In terms of wellness

requirements, they emphasize comfort, safety
and effectiveness. In addition to the comfort
they feel during the treatment, the immedi-
ate effect and the burden-free feeling after the
treatment are especially attractive to them.

The PuLi Hotel and Spa has much experience
working with equipment brands previously.
Why do you choose INDIBA this time? What
are the unique advantages of INDIBA?

UR SPA, The PuLi Hotel and Spa, has always
combined modern technology with ancient
treatments to bring guests a pleasant spa expe-
rience for both body and mind. With the
advancement of technology and as modern peo-
ple’s living pace is getting increasingly faster, our
guests demand more on technology treatments
as well as instant efficiency. Last year, The PuLi
Hotel and Spa introduced INDIBA to its spa
guests. INDIBA features a unique Proionic Sys-
tem, which has more obvious efficacy in skin cell
repair and body firming, and the experience is
completely painless. I believe these advantages

will draw the attention of our guests.

What INDIBA treatments have been intro-
duced at UR SPA, The PuLi Hotel and Spa,
and what is the feedback from the guests on
their experience?

Last October, during the National Holiday,
UR SPA launched the High Technology Meets
Traditional Natural Therapy collection which
includes INDIBA Body Firming & Lifting
Treatment and Looking Young Forever — Face
and Neck Therapy. Both treatments received
good feedback from guests.

After the introduction of INDIBA, what have
you done in terms of marketing & promo-
tion, and therapist training, and what sup-
port has INDIBA offered?

We have done a lot of promotional prepara-
tions for the introduction of INDIBA. After
confirming the cooperation, we decided to
officially announce the partnership on the
National Day holiday, one of the hottest holi-
days in the second half of the year. In addi-
tion to promoting the cooperation on the
hotel’s media platforms, we invited many
media friends and celebrities from inside and
outside the industry to experience INDIBA
treatments at UR SPA and promote it. We
also actively interact with INDIBA brand on
social media. At the same time, INDIBA gave
the hotel great support in terms of therapists’
training and online celebrities’ visits to the
spa. In order to ensure the effectiveness of
the therapists’ training, after the regular cycle
of training, INDIBA will further carry out
a return visit and one-on-one inspection to
ensure that every therapist at UR SPA is able
to provide guests with a professional, safe and

effective INDIBA treatment experience.

Have you personally experienced INDIBA
treatments? What impressed you most
about the experience? Are there any things
to be aware of when experiencing INDIBA
treatments?

When I first experienced the INDIBA treatment,
I was impressed by the immediate results. While
deep fascial tightening treatments are usually
accompanied by a slight pain, INDBIA’s Proion-
ic System has the ability to lift and repair the
skin in a completely painless experience, which
is very impressive. Throughout the entire treat-
ment, our therapists seamlessly integrate natural
touch with instruments, provided a highly com-
fortable experience.

We also recommend that guests hydrate
their skin before and after the INDIBA treat-
ments to help maintain the benefits. Depend-
ing on your skin type, it is recommended that
you consult a professional therapist before

beginning your treatment.
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4204 Pearl River International Building, 112
Yuehua Road, Yuexiu District, Guangzhou

Tel: 13801038648
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ull of inspiration, La Colline Swiss Alps

Cellular Mist brings Switzerland’s blue

lakes to your side in the form of an on-
the-go mini spa journey.

Fresh and sweet, the essence of natural
spring water sprays on the skin, restoring its
vitality and beauty of each inch. Inside the
elegantly designed space, La Colline’s thera-
pists combine the product with the unique
Swiss massage techniques to lead guests on
an extremely pampering and highly effective
beauty treatment.

Hydrating, moisturizing, awakening and

refreshing the skin anytime, anywhere, and

enhancing the skin’s self-healing power --
La Colline Swiss Alps Cellular Mist not only
receives positive feedback from consumers, but
is also recognized by industry experts in SpaChi-
na annual Wellness & Spa Awards 2023, win-
ning the Best Natural Spa Product of the Year.

With the longing for the pure beauty of
Switzerland, you are invited to enter La Col-
line treatment room where pleasant fragrances
linger, and you will experience how the pure
natural ingredients revitalize you. As the thera-
pist’s hands play magic on your skin, you seem
to see Switzerland’s landscape spreading in
front of your eyes like a scroll. During the
treatment, the Mist falls on the skin now and
then, and the plant essence soothes, refreshes,
and leaves the skin watery and bright.

Containing 96.2% of natural plant sources,
La Colline Swiss Alps Cellular Mist is a Spa-on-
the-go, helping your skin to restore radiance,
elasticity and moisture anytime and anywhere.
It suppresses cell oxidation at the root and
strengthens and repairs the skin holistically.
Not only the skin, it also gives you a balanced
beauty from the body to the mind.

With La Colline Swiss Alps Cellular Mist,
embark on a journey of five senses to the amaz-

ing beaty of Switzerland.
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Four Seasons Hotel Suzhou

Set on a private garden island on Jinji Lake in the heart of one of
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Palazzo Versace Macau

Palazzo Versace has opened the first of its luxury hotels in Asia within
the Grand Lisboa Palace Resort Macau. To enter Palazzo Versace is

to step into the House of Versace’s aesthetic and way of life. Palazzo
Versace Macau features 271 rooms and suites across 12 floors, each
with bespoke Versace linen and upholsteries. The iconic Medusa head
that symbolizes the House, the geometric Greca motif, and the opulent
Barocco print are each rendered in alternate exquisite craft finishes and
interplay with symbols rooted in local Chinese custom—the chrysan-
themum flower and an ornate dragon—in a design expression unique
to Palazzo Versace Macau. Guests can enjoy delicacies at one of the two
Italian restaurants: the MICHELIN-starred, family-owned Don Alfonso
1890, and La Scala del Palazzo. Wellness offerings include spa facilities,
a Versace rendition of the Turkish Hammam, and indoor and outdoor

swimming pools.

the country’s most dynamic cities, the all-new Four Seasons Hotel
Suzhou is now open. Accessible via private bridge, the low-rise,
amenity-rich Hotel offers a true urban resort experience with easy
access to the city’s business districts, numerous leisure pursuits and
rich history and culture. Light-filled accommodations with garden
and lake views include 199 guest rooms and suites, and 11 freestand-
ing villas dotted amid the gardens. The Hotel’s signature restaurant
is Jin Jing Ge, a culinary temple of high style offering innovative
Jiangzhe cuisine. Additional venues include Yun He, with a pan-
Chinese menu served from breakfast through to dinner; The Lounge
and Bar framed by sparkling lake views for exquisite afternoon tea

sets and creative cocktails; and the seasonal ISOLA poolside bar and

grill with rustic Italian cuisine.

Raffles London at The OWO
The OWO opened recently at one of the most powerful
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addresses in London. Set in a building of epic proportions,
The OWO is home to the first Raffles hotel in London, The
OWO Residences by Raffles, and a collection of independent
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restaurants and bars. The handsome State Rooms and grand

|

spaces have been transformed into 120 guest rooms and

suites of Raffles London. Renowned chef Mauro Colagreco
has partnered exclusively with the hotel to lead three unique
dining experiences at the property, showcasing the beauty of
the UK’s best seasonal produce, sourced from local farms,
fields and shores across the country. Well-being is integral to

the hotel, with a state-of-the-art Guerlain Spa spanning 2,500

AT L B L

L

sqm over four floors. Movement, recovery and nutrition

experts, Pillar Wellbeing, founded by elite performance coach

li

oL RiEit B4 g %7y Harry Jameson, will enable members to reach their full poten-
ZRIBSINES tial through personalised, innovative training and nutrition.

/
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W Budapest

On July 10th of this year, W Budapest officially opened its doors
to guests, the first W Hotel in the region. The hotel is located
on Andréssy Avenue in Budapest, one of the most luxurious
shopping streets in the city, and was converted from the his-
toric building of the Drexler Palace. The hotel has a total of 106
rooms and 45 suites in green, coral and deep blue colors. Local
Zsolnay-style tiles, specialty glass and jewel-inspired lamps
adorn the interiors, conveying a sense of elegance and sophis-
tication. Nightingale By Beefbar blends Japanese, Chinese and
Vietnamese cuisine. From panel discussions to musical per-
formances and midnight DJ, the W Lounge is the hotel’s social
hub. Relax and unwind at the signature Away Spa, Fit fitness

Center, and WET® Area swimming pool.

FAE/ROET Bt ER#

N A JE B 32 & A (The Lux Collective) 5 F 45 B2 /RZK Venture >
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LUX* Marijani Zanzibar

Global hospitality group The Lux Collective and ZK Venture
Company in Zanzibar have signed a hotel management agreement
for the first LUX* luxury resort in East Africa. Set on a private pris-
tine beach overlooking the Indian Ocean, the hotel has been meticu-
lously prepared and has commenced its operations as LUX* Marijani
Zanzibar from 1 July 2023. Positioned as a premier destination for
sustainable luxury travel, LUX* Marijani Zanzibar is located at Pwani
Mchangani on the North-East coast. With a private pristine beach-
front and the Indian Ocean as the backdrop, the luxurious boutique
resort is inspired by modern Arabic architecture and design. All 82
rooms and suites will provide elegant spacious comfort along with
the warm personalised service that is a hallmark of LUX*. An ideal
destination for business, leisure and wedding, it will feature meeting
and conference facilities, restaurants with international and local

cuisine, a spa with tailored holistic wellbeing experiences, a pool and

other amenities.

i#F¥0ne & Only One Za'abeel
One &Onlyfy E M EEH T EREE K TS5 FEREBFEEHBE
KR I#EHFROne Za’abeel B FF N .« 38 & = AR 1T H K JfiJean-Michel

Gathy$E4, fhiZaabeel (A B FR) —1FREGRE, FT1ET —
MU MeRAE, BADETENZ=E. BEeEZEm—%3
H'The Link A Z= FIEREERE, XMMBERKRRITENEZHRES
ETH@EmI00K M £, RERABR. RFMEFHTRER, 7
B—1360EBFERGLEFAENEMITDIRXME. EEXAR
REFETIER, RECEE. B, BE. FE. £HHE. FM
A A REEE MM THMARENER. BRFAEFOHE=R
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One & Only One Za'abeel, Dubai

One & Only One Za'abeel, the first vertical urban resort of One & Only,
will soon debut inside Za’abeel, a breathtaking work of revolution-

ary design in the exclusive Za’abeel neighbourhood of Dubai. Artfully
poised between One Za’abeel’s dual towers is The Link — the world's
longest cantilever. A culinary and lifestyle destination in its own right,
this boulevard of the future is home to Michelin-rated chefs, a destina-
tion bar, exceptional experiences, and a spectacular rooftop infinity
pool, enveloped by 360-degree views of Dubai's shimmering skyline.
Discover 12 unique culinary concepts, including exquisite dining from
six Michelin-lauded chefs spanning French, Japanese, Indonesian, Thai
and Andalusian cuisines, as well as a gourmet food hall showcasing the
vibrant flavours of Turkey, the Middle East and the Arabian Peninsula.
Spread over three storeys, the serene spa clinic and state-of-the-art fit-
ness centre are dedicated to optimising your vitality and longevity, with

tailored programmes and rejuvenating treatments.
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Nozo Hotel Furano, Hokkaido

The brand-new international Nozo Hotel officially opened in
Hokkaido's powder snow paradise of Furano on 19 December

2023. With less than five floors, the hotel’s 78 bright, minimalist
guest rooms are styled in light wood tones with calm grey stone
flooring and blue-toned bathrooms, representing the spirit of
Hokkaido. Superior and Deluxe rooms can accommodate two, with
larger Family Rooms and Junior Suites for families. The all-dining
Shirakaba Restaurant, homely ‘Buna Bar Lounge’ and Cou Cou
Bakery offers a wide variety of delicacies to the guests. The hotel’s
Sugi Spa is separated into two areas by gender. Each area boasts both
an indoor and outdoor hot bath. For bigger group events, there is an
open-plan event room that accommodates up to 50 for small-scale
private social gatherings, weddings, corporate events and exhibitions.
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Pan Pacific Orchard, Singapore

Developed by UOL, the 23-storey Pan Pacific Orchard, Singapore fea-
tures intricate and imaginative design by WOHA Architects. Designed
with the environment in mind, the hotel brims with 14,000sqm of foliage
and water features, a high-ceiling open-air lobby and energy-saving fea-
tures like rainwater collection, solar panel technology and a bio- digester
system. Nature is architecturally celebrated with four high-volume ter-
raced environments: Forest, Beach, Garden and Cloud. Dramatic 120m
green columns tower through the terraces, creating a spectacle of thriving
flora. The hotel’s 347 rooms and suites are meticulously designed for
comfort and luxury, including cosy 400-thread count cotton bedding and
luxurious bath amenities by French house Diptyque. Guests can explore
signature restaurant Mosella, overlooking Forest Terrace and offering
Mediterranean cuisine with a Peruvian twist. Or head up to the Garden

Terrace and soak in Florette, featuring one of the city’s best Champagne

lists, paired with the season’s freshest oysters.
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D2 or enjoy breathtaking panoramic views from the new 1838 rooftop
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Mandarin Oriental Savoy, Zurich

Mandarin Oriental Savoy, Zurich opened its doors recently fol-
lowing a full multi-million-dollar renovation. Meticulously crafted
design elements and materials, such as artisan hand-painted silk
wallpapers, adorn the rooms and embody a contemporary style that
strikingly contrasts with the building's architecture. Many of the
44 rooms and 36 suites offer balconies, terraces or private rooftops,
presenting stunning views of the city’s landmarks and the Swiss
Alps. Intimate and sophisticated, ORSINI is a fine-dining Italian
restaurant showcasing authentic Italian culinary traditions with

a contemporary international approach using the best, freshest
ingredients sourced locally and from Italy. The glamorous, French-
inspired Savoy Brasserie & Bar offers all-day dining and signature
cocktails. Guests can also unwind in the refined Mandarin Lounge,

bar with a choice of mouth-watering Asian delights.

/
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Correction Notice

In the November/December 2023 issue of
SpaChina magazine, an error occurred in the
published information under the category
“Best Natural Spa Product of the Year,” as
it was mistakenly recorded under the wrong
product name. The accurate product name
is “La Colline: Swiss Alps Cellular Mist”. We
sincerely apologize for any confusion caused

and appreciate your understanding.

SpaChina Magazine

January 2024
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Spa Le Bristol Paris x HydraFacial
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Spa Le Bristol Paris by La Prairie
BHREVHE: EFARERLEAS
112 rue du Faubourg St Honoré

75008 Paris - France

+33 153434167

spa.lebristolparis@oetkercollection.com
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Four women are inmates sharing a cell

at a women’s prison. Yun-jin is guilty of
murdering her violent husband to protect
her unborn child. Mun-ok, previously a
music professor, ran over her husband
and his mistress to avenge her misery.
Na-young, the guard responsible for

these women, forms a choir as a way to
tame their wild behaviour, and Mun-ok is
assigned the role of conductor. Four years
go by and the prison choir performs in
the national women’s choir contest. Their
performance is a success and the women
are permitted to spend time with their
families afterwards. However, this joy is
short-lived when Mun-ok is given her
death sentence. “Harmony” provides for a
unique human drama set within the world

of a female prison.
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CLEANSE TO HEAL

CALIRTIRY % %5 1EH Anthony WilllamZE R B A IXE®WRT
ETRREERAN H A7/
RELTHEBERMNNER, FEAERELERATHETER
11['] Anthony WilliamM A B L R #93:6:9HEF A FH 44,
ERFEBROFEFTNE, REHRS. E2EASTF
E@Wﬁ@?ﬁ- WMEERE S B CHHEEE. SEURREFER
BREEIYT, HEETETH “MSRHEC ERED, KTEE&RM
W, MEMBESHRNEEEENESE. NEERSENERIMTH

RABGCRROEST R ALES

BEEE, 75MAFSRIE MERTE.

CLEANSE
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In this book, New York Times bestselling author Anthony William brings readers various cleansing

approaches to enhance overall health. Some toxins and pathogens begin to threaten our health before

we are even born and continue to have an impact in our daily lives. Anthony William begins with a

nine-day 3:6:9 cleanse method and expands to cleanse programs for specific health needs, such as a

morning cleanse, a heavy metal cleanse, and more. Included in this book are: how to choose the right

cleanse approach for you, what causes health problems and symptoms, the do’s and don’ts of cleanse,

the truth behind hot topics such as intermittent fasting and the microbiome, how to choose the right

nutritional supplement, why cleanse is an emotional experience, 75 cleanse recipes and more.

Purchase via www.amazon.com  Price: US$36
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DIAMONDS AND PEARLS (SUPER DELUXE
REMASTER)

BY PRINCE

E#E R APrince M XK T HF1991FHRK
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This album from the late Prince was first issued

in 1991 but it is one of his best and this re-issue,
includes lots of other tracks and remixes, is a
reminder of just what a genius he was before

he died in 2016, the victim of a drug overdose.
Fentanyl. All the tracks here are fantastic, but the
one that really jumps out is Cream. He was so
prolific and talented, and of course weird. But his
legacy is crucial to understanding American popu-

lar music in the past four decades.

HARMLESS ADDICTION

BY WALT WEISKOPF

EILTER, WEMFNELIEFTRR
HEREE— N RAGIEMEEIRFR
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Many of the best jazz musicians in recent
decades have felt confined by only working
with one band, and Walt Weiskopf, one of
the best straight-ahead jazz sax players of
our age, is one of them. This is a fantastic
set of robust and exciting tunes created with
his European Quartet. It is a reminder of
just how wonderful mainstream creative
jazz can be, and Walt is moving steadily

to fill the space left by the departure of
Michael Brecker.

SpaChina - 2024 | 91



SPACHINA PARTNERS | ##&EF

k

in Executivg
CWoELALE T
Tt Bl s Bkt of Bak

Spa XKi7 « £if

Away Spa, W shanghai - The
Bund
EiEsNEWIEEAway Kk 7 Hils
WIF, 66 Lvshun Road,
Shanghai
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T: 021 2286 9999
www.wtwhotel.com
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SHANGHAI

THE BUND
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Auriga Spa at Capella
Shanghai, Jian Ye Li

L B E/RBEAurga
bSid

480 Jianguo Road West,
Xuhui, Shanghai
EismHiCXEEEH4805
T: 021 5466 6688
www.capellashanghai.cn

a..

auriga

92 | SpaChina « 2024

@ SpaCr

HHETE LA AL
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Amanyangyun - AMAN SPA
FRREBKT

6161 Yuanjiang Road,
Minhang, Shanghai
LEWRTRITII®E161%
T: 021 8011 9999
www.aman.com

Beauty Farm

Henglong Branch

EmMMERE 185

3rd floor, Phase |, Henglong
Plaza Office Building, 1266
West Nanjing Road, Jing'an,
Shanghai
LT RX AR AR 1266
STEET AH A Ik E
MHEE

T: 021 6288 8908

Chuan Spa, The Langham
Xintiandi, Shanghai

LR MBAEEE Il
KFFHID

B1/F The Langham Xintiandi,
99 Madang Road, Xintiandi,
Shanghai, China
LiEmEH R D K0S Eig
HRMBEBEEBR

T: +86 21 2330 2288
www.chuanspa.com

CHI, The Spa at Jing An
Shangri-La, West Shanghai
LisBRERENXEE
T SPA

1218 Yan'an Road Central,
Shanghai

LimERPE1218S

T: 021 2203 8888

www.shangri-la.com

Dragonfly Therapeutic Retreat
ISBERBSPT

1) Jing’an Kerry Centre
Retreat

BREEPLE
SB1-05B(Shop #25), B1
South Retail, Jing’an Kerry
Centre, 1218 Yan'an Middle
Road, Jing'an District,
Shanghai
LiBTRHRRERE 12185
HREEMT1#SB1-05B (25
SHH)

T: 021 6266 0018

2) Xinle Retreat #5R &

206 Xinle Road, Xuhui
District, Shanghai
LiEmHRICR#H R#E2065

T: 021 5403 9982

3) IFC Mall Retreat
E&FilE

LG2-47-1, Shanghai IFC, 8
Century Avenue, Lujiazui,
Pudong District, Shanghai
LiEmHFEMX L XESSE
EFDEIHLGI-47-1

T: 021 68785008
www.dragonfly.net.cn

ELAINE ART SPA

k3R - ER - Spa
153-155 Xuanhua Road,
Changning, Shanghai
L RKTRELRE
153-155%

T: 021 5238 3391

Floatasian Float Spa

288 Dagu Road, 2nd Floor,
Huangpu District, Shanghai
L EBXKERE288S, X
HEE 551, 2B, AE

T: +86 21 6385 5189

Green Massage

1) Gubei Branch

LighdeE

480, Hongbaoshi Road
(Jinzhu Road), Changning
LT KTRAERE480S
(&)

Business Hours: 10:30 am —
00:00 am

Tel: 021 6288 7608

2) The Roof Branch

LD RIS

LG2-15, 458 Madang
Road,Huangpu

L EEX D HKk458F
LG2-15

Business Hours: 10:30 am —
23:30 am

Tel: 021 5386 8188

3) Xintiandi Branch
HRME

58 Taicang Road,Huangpu
AEH58S

Business Hours: 10:30 am —
01:00 am

Tel: 021 5386 0222

4) Infinitus Branch
LiBTRIREE
L3-W01,168 Hubin Road,
Huangpu
HiHXiRE1685L3-W01
Business Hours: 10:00 am —
00:00 am

Tel: 021 6877 8188

5) Lujiazui Branch

LR S

6F, 66 Huayuanshigiao Road,
Pudong
LiTiRFRSX EE AT 6
SHIRITHEECRE
Business Hour: 10:00 am —
22:30 am

Tel: 021 6289 7778

6) Shanghai Centre Branch
LiEREE

808, East Residences,
Shanghai Centre, 1376
Nanjing Road West, Jingan
MRAN13765 LIEFHE
I#808E

Business Hours: 10:00 am —
23:00 am

Tel: 021 6289 7007

7) Xujiahui Branch
LiBHERILE

88 Xingen Road, Xuhui
LiEmHRICX EHE8sS
Business Hours: 10:30 am —
23:00 am

Tel: 021 6468 7076
www.greenmassage .com.cn

Iridium Spa at The St. Regis
Shanghai Jing'an

LR R EBERRAKT
1008 Beijing Road West,
Jing'an, Shanghai

LR REILRAR 10085
T: 021 6257 9999
www.stregis.com

L SPA at Sunrise

On The Bund
LN KB T
6F Shanghai Sunrise On The
Bund 168 Gaoyang Road,
Hongkou District
STOX S PARE 1685614
LR KEE

T: 021 5558 9999*6008
www.sunrisesha.com

MI XUN SPA, The Middle House
LRSS KT

B1, 366, Shimen 1 Road,
Jing'an, Shanghai
EiEmHEXAI] 3665
LiREEEBIE

T. 021 3216 8199
www.the-house-collective.com

Rubis Spa

RS

1) LIPPO Plaza Branch
N=EE

B104, LIPPO Plaza, 222
Middle Huaihai Road,
Huangpu, Shanghai

L EBXEETE2225
NE7B1E4E T

T. 021 5383 0111

2) OnePiece Work Branch
AR R E

L2-7B, Tower 1 Link Square,
222 Hubin Road, Huangpu,
Shanghai

LT E B RRE222S 9
Bl Xt 1#2E7BH T

T: 021 6340 6336

3) LuOne Branch
#liELuOnelk

L6-07-10, LuOne Capita Land,
268 Xujiahui Road, Huangpu,
Shanghai

LigmEHXHRICHK268
SLuOnedlBRE 176%
07-1085T

T: 021 6447 7705

4) JiuGuang Branch

AFIE

L5-D535, JiuGuang, 1618
West Nanjing Road, Jingan,
Shanghai
LiETHREERAR16185
AFEES5REDSISHAITT

T: 021 6288 3482

Spa at Bellagio - Bellagio
Shanghai

LA TEMREEEME
KTl

3/F, 188 Beisuzhou Road,
Hongkou, Shanghai
LTI OX LM 1885
LA TEmMEREE3

T: 021 3680 6666
www.bellagioshanghai.com

Siyanli

B

1) KBRI3%

1st Floor,South Gate,No.88,
Xianxia Road.
LTl 88S KA 17
m—E

T: 021 6270 4488

2) BT 35

Suite 317, Time Square,
No.500, Zhangyang Road
EETHERK 5005
MR 7317E

T: 021 5836 7155

Spa InterContinental &
Balance Fitness
BRI ST IESRE S Huls

4F, InterContinental Shanghai
Expo, 1188 Xueye Road,
Pudong, Shanghai
LiETRARHXEEK11885
1 R AR

T: 021 3858 1188
www.intercontinental.com

Shine Spa for Sheraton,
Sheraton Shanghai
Waigaoqgiao Hotel
LBINEREREEE
EREKTT

Sheraton Shanghai
Waigaogiao Hotel, 28 Jilong
Road, Shanghai Pilot Free
Trade Zone, Shanghai, China
LA MR SN X ERERK28
S LB ERERERE

T: +86 21 3121 9999*6166
www.sheratonwgghotel.com

T. 021 5386 1768

Shanghai ChingHo Clinic
LigEANISE

227 North Huangpi Road
LW E 2275

T: 40002122

The Daisy Spa

HAFREE

1) The Daisy Spa (818 Plaza)
HFREE (818 17)F)
410-411 Plaza 818, 818
Nanjing Road West, Shanghai
LETERERS 185818/ 4
410-4 1T

T: 021 5228 2591

2) The Daisy Spa

(Jinmao Fashion Plaza)
HAFER (SRR IHE)
3/F, Jinmao Fashion Plaza,
Jin Mao Tower, 88 Century
Avenue, Shanghai

LT KiESSS &R AE
ERMEIHE

T: 021 5056 0580

The Bvlgari Spa Shanghai
LI MmE AR
B1, 33 Henan North Road,
Shanghai

LR ILEE33S
LiBEEmWEEB1E

T: 021 3606 7788
www.bulgarihotels.com

The Retreat at The Sukhothai
Shanghai

LigRYRBEE

The Retreatzk§7 Fuls

B1, 380, Weihai Road,
Jing'an, Shanghai
LiEmHRXEERK380S
LiBRYIREEBIE

T: 021 5237 8888
www.sukhothai.com/shanghai/

The SPA at Shanghai EDITION
b3 E FE KT

6/F, 199 Nanjing Road East,
Huangpu, Shanghai
LiEmHEAXERERE1995
laic3 g ch i) e

T: 021 5368 9999
www.edition-hotels.cn

The Peninsula Spa, Shanghai
L BEEKF RO

32 Zhongshan Dong Yi Road,
Shanghai
Ltk ER 325
T: 021 2327 2888
www.peninsula.com

Spa Intercontinental
it S INBRIE KT Rl
118, No.2 Ruijin Road, Luwan
District, Shanghai, China
LiBAERKE K118

T: +86 21 6472 5222*2016
www.ruijinihotel.com

Swissline Glamscience Center
Swissline 1 EZ
SL-09-10, Hong Kong Plaza,
283 Middle Huaihai Road,
Huangpu, Shanghai

LT EBXEETHK283S
i AR AR ESL-09-10%F

The Spa at The Ritz-Carlton
Shanghai, Pudong
EiEEERmE A REUE E K
gl

Shanghai IFC, 8 Century
Avenue, Pudong, Shanghai
HHRIX R KBS
LigEgd

T: 021 2020 1888
www.ritzcarlton.com

The Spa at Waldorf Astoria
Shanghai on the Bund
Lk RERBERE
IKFF Rl



3/F, 2 Zhongshandongyi
Road, Huangpu, Shanghai
LighEERK

PR 253

T: 021 6322 9988
www.waldorfastoriashanghai.
com

UR SPA at The PulLi Hotel
and Spa

BEREE S KT

3/F, 1 Changde Road, Jingan
District, Shanghai

LT EER1SHEE
BE3H

T: 021 3203 9999 ext. 6899
www.thepuli.com

Willow Stream Spa
(Fairmont Peace Hotel)

BN K ST (FIFIRE)
Fairmont Peace Hotel,

20 Nanjing Road East,
Shanghai, China
LiETEREME 205 FIRE
T: +86 21 6138 6810
www.peaceshotel.com

Water’s Edge at Park Hyatt
Shanghai
LA E AR AT Rl
100 Century Avenue, Pudong,
Shanghai
LigmRRHX L XE
1005

T: 021 6888 1234*4251
www.hyatt.com

1855 BEAUTY BRAIN

1) 1855 BEAUTY BRAIN
(& =SPAIE)

583 Shangbo Road, Pudong,
Shanghai

LiETiHRHX 5835
(18R S7RAARE 32 X OFE50
Kigd)

T: 021 5018 1855

2) 1855 BEAUTY BRAIN
(KEEZRSPALE)

928 Zhenhua Road, Baoshan,
Shanghai
LiEmEILXE£RK28S (K
HEE=E)

T: 021 6364 1855

3) 1855 BEAUTY BRAIN
(EEHSPAJE)

65 Yichang Road, Putuo,
Shanghai
LigmERRXEEKEESS

T: 021 6682 1855

The Lakeville Regency
Clubhouse

RMR LR

No.10, Lane168, Shunchang
Road, Huangpu District,
Shanghai

L EBXINE K 1685
105

T: 021 6386 9955
www.shuionland.com

Spa K7 * L3R

Beauty Farm
Jingrongjie Branch
EMHBE SR
L415-2, Financial Street

Shopping Center, 2
Jinchengfang Street, Xicheng,
Beijing
EHEEX &Y E2 S &6
HHRILL415-2

T. 010 6622 0418

Dragonfly Therapeutic Retreat
IERESET

1) Yansha Retreat #5 5
Ground Floor, Grand Summit
Plaza, 19 Dongfang Rd. East,
Liang Ma Qiao, Chaoyang
District, Beijing

LR TP SR 7 R
1985 R FT— B

T: 010 8532 3122

2) Kerry Centre Beijing
Retreat

ZERLE

B10, Kerry Centre, No.1,
Guanghua Road, Chaoyang
District, Beijing

R ERISEEP
LR 7T —/EB10

T: 010 8529 6331

i spa

REWF

1) Fulou Road - Gehua New
Century Hotel Beijing Branch
Bk - REFITE

1%t Floor, Gehua New Century
Hotel, NO.19 Gulouwai Dajie,
Chaoyang, Beijing

JERT PRSI AE19
S, REFTKXEEIR

T: 010 6202 6708

2) Zhichun Road - Flagship
Store

B - EAME

B1 Tylfull Hotel Beijing,Xi
Tucheng Road, Haidian,
Beijing
StEmiEER AL 1SR
SHREEEB (B 14H)
T: 010 5329 9991

Iridium Spa at The St. Regis
Beijing

bR SRR KT

21 Jianguomenwai Avenue,
Chaoyang, Beijing
SERTHEXZETM A
#2185

T: 010 6460 6688*2745
www.marriott.com

#F#Spa

;RTHEXE =ER265E
AE RSB E6F

6/F Wanhao Hotel Haihang
Building, 26A Xiaoyun Road,
Chaoyang District, Beijing

T: 010 5927 8060

RuHe skin & health
management center

e R kg R IR AL

9/ F, Ramada Longcheng
Hotel, 319 Changping

Road, Huilongguan Street,
Changping, Beijing
;EHEFREEREEE T
HI19S R EERLEER
T: 010 8077 8151

Siyanli

SPACHINA PARTNERS

1) BB EZRFParkson Salon
Suite 9103, Bldg.A, No.101,
Fuxingmennei Avenue
EXITAKE101S
HEXESFHI103A

T: 010 6653 5599

2) FIE 4R EChina Hotel
B1, No.1, Jianguomenwai
Avenue

BEIINAES
PEXRE TR

T: 010 6505 0909

3) EHEkFengLian Branch
Suite 408, No 18, Chaowai
Avenue, Chaoyang District
AP TSP KRE18S F B
15408

T: 010 6588 3688

SPA by MTM, Beijing

2/F, 7 DongSanHuan Middle
Road, Chaoyang, Beijing
FERTHRRF =R S
RTEXEEZER

T: 010 6533 0751
www.spabymtm.com

Sunrise Kempinski Hotel,
Kempinski The Spa,
Beijing&Yangqi Island

R B HEAYEREEEAE
B S K7 Al

3F, 18A Yanshui Road, Yanqi
Lake, Huairou District, Beijing
LR X e A 2K 2% R
185 =R

B1,13 Yanxiu Road, Yanqi
Lake, Huairou District, Beijing
JERTIRR X AR 2513
SHh—E

T: 010 6961 8888 - 3792/82299
www.kempinski.com

Sense, A Rosewood Spa,
Rosewood Beijing

b R ERANE E Sense k7 Al
Jingguang Centre,

1 Chaoyangmenwai Avenue,
Beijing
JERTTHABAXFABAIISN AT
1SRTHID

T: 010 6597 8888
www.rosewoodhotels.com

The Ritz-Carlton Spa
JERB AR ST Al
The Ritz-Carlton, Beijing
83A Jianguo Road, Chaoyang
District, Beijing
R EE R 835
JERMB A RE S

T: 010 5908 8888
http://www.ritzcarlton.com/
en/Properties/Beijing/Spa/
Default.htm

The Peninsula Spa Beijing
IR BIBEEKFT L

8 Goldfish Lane, Wangfujing,
Beijing, China
EtREMFEEHAFSS

T: +86 10 6510 6321
www.peninsula.com

The Spa at Aman Summer
Palace
AR EKIT

1 Gongmengian Street,
Summer Palace, Haidian,
Beijing
tEmiEREEE
BIHEH1S

T: 010 5987 9999
www.aman.com

Tian Spa at Park Hyatt Beijing
JE A E RS R ARl
59/F Park Hyatt Beijing, 2
Jianguomenwai Street, Beijing
FEERTHEXZE A E2S
JERAALEESR

T: 010 8567 1157
www.hyatt.com

The Spa at Bvlgari Hotel Beijing
JEREEME BTl
Building 2, Yard 8 Xinyuan
South Road, Beijing

R HAAX HREESS
BR2S#%

T: 010 8555 8555
www.bulgarihotels.com

The Spa at Four Seasons

Hotel Beijing
JEER IS E Sk T

48 Liangmagiao Road,
Chaoyang, Beijing
IEERTHRX R B 48S
T: 010 5695 8888
www.fourseasons.com

UR SPA at The PuXuan Hotel
and Spa

JERBIEE SR kT

5/F,7/F, 1 Wangfujing Street,
Dongcheng District, Beijing
PEERTREX EAFAE
1SHIEBESRITE

T: 010 5393 6688
www.thepuxuan.com

Willow Stream Spa, Fairmont
Beijing
FEREW B REEEFIZR
ARy

8 Yong An Dong Li, Jian Guo
Men Wai Avenue, Beijing, China
SRR ZEI T A K
REESS I REW B RKEIE
T: +86 10 8507 3737
www.fairmont.cn/beijing

Waldorf Astoria Spa, Beijing
JERAERIE KB E ARl
5-15 Jinyu Hutong,
Dongcheng, Beijing
EETHEBXEEHES-15
T: 010 8520 8989
www.waldorfastoria.com

MAHA Spa

BEKT

MAHA Club & Residences,
8 Xiao Yun Road, Chaoyang
District, Beijing
EERTHEXE =SS,
BELRAFBRITEAE
T: 010 52259877

LAINMONT SPA
LAINMONTE 4 £ 5 SPA
8B, Block A, Jinyuan Business
Center, Haidian District,
Beijing

IR &R LA
T: 13167383238

DONGTIAN SKINCARE
(China World Branch)
FRHEERPL(ERE)

3L208, North Zone, China
World Center, No.1,
Jianguomenwai Avenue,
Chaoyang District, Beijing
SRTHERZEIMAEIS
B2 = B4R AL X 3L208 4L

T: 010 6505 9163

Spa Kfr « Xi#
i spa
REW
The Westin Tianjin - Binjiang
Road Branch
BT - RILEE
6F, The Westin Tianjin, 101
Nanjing Road, Heping, Tianjin
RETFEX ERE1015
BRI TEERE(EE
niEn)
T: 022 2389 0189
www.ispa.cn

L'OCEAN SPA at Four
Seasons Hotel Tianjin
REMFEEFKT

138 Chifeng Road, Heping
District, Tianjin
RiEmMFEIRIEEIBS
T: 022 2716 6226
www.fourseasons.com

Rubis Spa

S

Riverview Place Branch
22L&

L2-2026A, Riverview Place,
238 Liuwei Road, Hedong,
Tianjin
REMARXAGHHK238S 5=
BiC2/22026A% T

T: 022 2712 7823

SCENT TIME
REFEERESTEFD
Tianxi 24-2-801, Aocheng
Commercial Plaza, Lingbin
Road, Nankai, Tianjin
REMEFREEREHXE
24-2-801

T: 022 5890 0088

The Spa

at The Ritz Carlton, Tianjin
RiEMBFREEE
REMBAREATT L
167 Dagu Road North,
Heping, Tianjin
RBFTRKAKILE167S
T: 022 5857 8888
www.ritzcarlton.com

Spa k{7 « IR
AWAY® Spa at W Guangzhou
TMWIB FEAWAY®7K 7 Huls
26 Xiancun Road, Zhujiang
New Town, Tianhe District,
Guangzhou, Guangdong, China
I HET TR BRI
HFTH26S
T: +86 20 6628 6628

| HEFEES

www.starwoodhotels.com/whotels

Angsana Spa, The Garden
Hotel Guangzhou
I-MTERIRIE iHESpa

4/F, 368 East Huanshi Road,
Guangzhou, Guangdong, China
I HRET MR T AR 368
Sak

T +86 20 8333 8989
www.angsana.com

Athena Spa at Pullman
Dongguan Forum
FEIRELAREEER
Hab/Sid

32 Dongcheng Road Central,
Dongcheng District, Dongguan,
Guangdong, 523129, China
IHFERETREEEEA
#3255

T: +86 769 2336 88886699
www.pullmanhotels.com.cn

AEVUM SPA
AEVUMEHT 5B 2 SR R SPA
1) KK MALL Branch

KK MALLJE

Shop L211, 2F, KK Mall, Luo
Hu, Shenzhen

R Z X REFRES016S
FEBHMKKMALLIEHIAL2F
L2 E™HE

T: 0755 2290 9188/2290 9133
2) KK ONE Branch

KK ONEJE

Shop L304, 3F, KK ONE,
KINGKEY TIMEMARK, Fu
Tian, Shenzhen

R EEXIEMAE289
SHERTBKK ONE 3F
L3045t

T: 0755 8863 5177/8863 5187
3) Wanxiangtiandi Branch
EES:

Shop SL312, 3F, Hua Run
Mixc World, Nanshan,
Shenzhens
RUITHELRER TR K MIF
SL3125 /@t

T: 0755 8668 7988

4) Yitianjiari Branch
HABRAE

Shop L2-58,Yitian Holiday
Plaza, Nanshan, Shenzhen
RUITELXERBAT %
L2-585

T: 0755 86951995
http://www.aevumspa.cn

Asaya Active, Rosewood
Guangzhou

I NERIE S

Guangzhou Zhoudafu
Financial Center, No.6,
Zhujiangdong Road, Tianhe,

Guangzhou
INTRAXERIIEREES T M
BAXEERFD

T. 020 8852 8888

CHUAN SPA at The Langham,
Shenzhen

BRYIBAEIES Il 1 K7l
7888 Shennan Boulevard,
Futian District, Shenzhen

R EEXREKE78885
(REFBEESENRERZXO)

SpaChina - 2024 1 93
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T: 0755 8828 9888
http://shenzhen.
langhamhotels.com

Chuan Spa at Langham
Place, Guangzhou

I INEEEBASEENE Il v keF
638 Xingang Road East,
Haizhu District, Guangzhou,
Guangdong, China
I"HRET MNTERE
HERHK638S

T: +86 20 8916 33883538
www.guangzhou.
langhamplacehotels.com.cn

Devarana Spa at Dusit
Devarana Hot Spring Hotel
Conghua

TN ERE SRR IR R
JE FRMAKST

352 Yuquan Avenue, Liangkou
Town, Conghua, Guangzhou,
Guangdong, China
I"HRETMNTALR OHER
KiE352%

T: +86 20 3798 8888*6630
www.dusit.com

FINEFULL SPA at Shenzhen
Marriott Hotel Golden Bay
RYIMEIC A T FRIE FEBR FR K ST
B1, 33 Zonglv Road, Dapeng
New, Shenzhen

RYIT AR AR AIEISS
BEBIR

T: 0755 2839 8888*8401

Heavenly Spa by

Westin Shenzhen

R 5 R TIB i R B kST
4/F, The Westin Shenzhen
Nanshan 9028-2 Shennan
Road, Nanshan District,
Shenzhen
RYITE LI X R A E9028
-2 SR BT T AR
HTRE K

T: 0755 8634 8860
www.westin.com/shenzhen

Hua SPA/{EkIT

69 Floor, Four Seasons Hotel
Guangzhou, 5 Zhujiang West
Road, Pearl River New City,
Tianhe District, Guangzhou
IR ST S ARt S
B5S T MNUEEER

T: 020 8883 3000

RN |1....

£

=1

Iridium Spa at

The St. Regis Shenzhen
RYI5 B SR ER K TT

The St. Regis Shenzhen,
5016 Shennan Road East,
Luohu, Shenzhen

RYITH F WX RERE50165
T: 0755 2223 9407
www.stregis.com
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Let's Relax

BN

2/F, Hongfa Building,
No.19, Tianhenaner Road,
Guangzhou
IINRAEZE19SELX
B2

T: 020 8362 9234

Frei

Futian Shangri-La, Shenzhen,
4088 Yi Tian Road, Futian
District, Shenzhen
RYITIEEX 40885 R
YEAEEERAEE

T: 0755 8828 4088 Ext: 6668
www.shangri-la.com

L.GRACE/NRAR EEELD
AV

2301 Building 3, 15 Xing’an
Road, Tianhe, Guangzhou
TNHRAIX R 155 RF
AT HRE HIEE3 S #2301
T: 156 2222 5092

O Spa at Grand Hyatt
Guangzhou
INEABBRAERE
LBkl

24/F Grand Hyatt Guangzhou,
12 Zhujiang West Road,

Pearl River New City, Tianhe,
Guangzhou, Guangdong, China
I HRAET TR BRI
HIIEE12ST MEHNERKX
BE24E

T: +86 20 8396 1234 ext.3520
www.guangzhou.grand.hyatt.com

Royal Spa

EESPA

No.221 Xingmin Road,
Zhujiang New Town, Tianhe,

Guangzhou
TN R X BT
%2218

T. 020 3889 4742

Shui Xiang Spa at Grand
Hyatt Shenzhen
RYIBBERE K Z KAl
3/F Grand Hyatt Shenzhen,
1881 Baoan Nan Road, Luohu
District, Shenzhen, Guangdong,
China

I FERIITZHMXE RS
18815 R B BB E3HE

T: +86 755 8266 1234
www.shenzhen.grand.hyatt.com

The Spa at Park Hyatt
Guangzhou

TN A FE— Ak T s
16 Huaxia Road, Zhujiang
New Town, Tianhe District,
Guangzhou
IR R
%165

T: +86 20 3769 1234
guangzhou.park.hyatt.com

THE SPA at Park Hyatt
Shenzhen
RYIFABE AT Fls

5023 Yitian Road, Futian,
Shenzhen

R EEX HERK50235
T: 0755 8829 1234

Raffles Spa Shenzhen
| E e i b S da T
No. 1, Shenzhen Bay, No.
3008, Zhongxin Road,

Shenzhen
AT EE3008 S R
15

T. 0755 8121 9366

Siyanli

1) ARIE

2nd Floor, Bldg. Vanke
Jinsejiayuan, No.2018,
Lianhua Road, Futian District,
Shenzhen
RYITEEXELRK20185
FfERRE -k

T: 0755 8319 3072

2) KEHE All City

L302 North All City Shopping
Center, Nanshan, Shenzhen
RYTELRAORE TN
BERER A A E M
JEXL302

T: 0755 3688 0998

3) LiE{E Shanghai Hotel
2/F Shanghai Hotel
Shennanzhong Road, Futian,
Shenzhen

R REXREDE LT
EIRETR

T: 0755 2390 7922
www.siyanli.net.cn

Spa at Futian Shangri-La,
Shenzhen
RYIBEEEEERRBEEKR

The Ritz-Carlton Spa,

Shenzhen
RYIE TR RUUE B K
e

5/F, 116 Fuhua San Road,
Futian District, Shenzhen
RYTEEXBE=ZE16SR
Y E AR AR UUE SR

T: 0755 2222 2222
www.ritzcarlton.cn/shenzhen

KEDH24%
T: 18038158781

ATARAN SPA

1) ATARAN SPA at Hilton
Haikou Meilan
BOSRERRIUERE
ATARAN SPA

2 Qiongshan Avenue, Meilan,

Haikou
BAOXEZXRILKE2S
T: 0898 3639 8888

2) ATARAN SPA at Palace
Resort Yalong Bay, Sanya
ZTETRENEE
ATARAN SPA

2 Haitang North Road,
Haitang Bay Resort, Sanya
ZIrgREREERRER
k25

T: 0898 8871 8888

3) ATARAN SPA at Huayu
Resort & Spa Yalong Bay Sanya
ST EEFERERE
ATARAN SPA

National Tourism Resort,
Yalong Bay, Jiyang, Sanya

=& AR I A E 2R A
ERX

T: 0898 8855 5888

Auriga Spa at Capella Sanya
ST ERFRERERE

Tufu Resort Area,

Yingzhou Town, Lingshui
County, Hainan

BEE = I hEAREE G
HMELBEEERX

T: 0898 8309 9999

Atlantis Sanya AHAVA Spa
= - T4F=FHTAHAVAKST
No. 8, Haitangbei Road,
Haitangwan Town, Haitang,
Sanya
ZTrigRKigREHER:L
H®8STith

T: 0898 8898 6666

The Ritz-Carlton Spa,
Guangzhou

TME hm R RIEEEK
frefuls

4/F, 3 Xing An Road, Pearl
River New City, Tianhe
District, Guangzhou

TN R BRI R
HIS 4%

T: 020 3813 6668
www.ritzcarlton.cn/guangzhou

VELEESPA
RYIBSRIE RS AR AR
212-213, South Zone, No.1
Shenzhen Bay, Yuehai Street,
Nanshan District, Shenzhen
RYITHEIL X EEEERIE
SEKX212-213

T: +86 0755 8611 1196

ansspa
Zl5an+spa

2F, Building D, Chengyang
Plaza, No. 5 Baogang Road,
Luohu District, Shenzhen

RYNT B X E R HESSITAE

Beauty Farm

Xiaribaihuo Branch

EmHEE ERERE

6 / F, Summer Department
Store, 1 Haiyun Road, Sanya
ZTrig#eR1 S EH A K6’
T: 0898 8821 6637

Bamford Wellness Spa at 1
Hotel Haitang Bay, Sanya
=g Rt =il EBanford
piSid

No.4, Haitangnan Road,
Haitangwan, Sanya
BEEZIhmEREERE
®4S

T: 0898 88691888

Hilton Sanya Yalong Bay
Resort & Spa
ER=TTREFHREAKEE
IKFF Rl

Yalong Bay National Resort
District, Sanya
SRS E R K ERX
T: 0898 8858 8888
www.hilton.com/

worldwideresorts

Huan Spa at Grand Hyatt
Sanya Haitang Bay
ZTigRER MBS KT
68 Haitang North Road,
Haitang Bay, Sanya
ZTERERERILKEsS
T: 0898 8881 1234
www.hyatt.com

Iridium Spa at The St. Regis
Sanya Yalong Bay Resort
=T S S EREE
SRERKIT

The St. Regis Sanya Yalong
Bay Resort, National Tourism
Resort, Yalong Bay, Sanya,
Hainan, China

BEE = IR EERRK
WEBRX =TT EEHE
RREE

T: +86 898 8855 5555 ext.3280
www.stregis.com/sanya

Raffles SPA at Raffles Hainan
fizeapi 3 i)
kT

Clearwater Bay Avenue,
Yingzhou Town, Lingshui
County, Hainan, China
BraEE R ERMNEEK
ERE

T: +86 898 8338 9888
www.raffles.com/hainan

Sense Spa at Rosewood
Sanya

=T ARFBRAE KT Al
1/F, Rosewood Sanya, No. 6
Haitang North Road, Sanya
572000, Hainan

BEE = IhEREERILEKE
S =T RFIBRAE S 14

T: +86 898 8871 6666

SPA InterContinental
STl 8 PR R AR
KI7 =BT

InterContinental Sanya
Resort, No.1 Zhouji Lu,
Sanya, Hainan
BEE = THNRE1S
ST B AR BRI R

T: 0898 8861 8888
www.intercontinental.com/sanya

Shine Spa for Sheraton
Shenzhou Peninsula Resort
Wil B ERS EREE
1R

Shenzhou Peninsula Resort,
Wanning, Hainan, China
BrE AT AN Bk
ERX

T: +86 898 6253 8868
www.sheraton.com

The Spa at Mandarin Oriental,
Sanya

ZITEFRHKFE
Mandarin Oriental, Sanya,

12 Yuhai Road, Jiyang, Sanya
ST AR 125

T: 0898 8820 9999
www.mandarinoriental.com

Xing Hua Chun Yu Aesthetics
of Life Spa
HETMSpakimESF

West Side of Bauhinia
Department Store, Longhua,
Haikou
BEAEOTEERERE
AN

T: 0898 6627 8888

Spa k7 * iL7x

DI SPA

RDi Spafiz REEHIL
No.24, area a, canal park,
Fuxiu Road, Liangxi, Wuxi
THRZEREFREALE
AX245

T: 0510 8241 3885

Dusit Wellness at Dusit Thani
Wellness Resort Suzhou
AMNFRBEXRWFEERE
JESR D

88 Shushan Road, Tong'an
Town, Suzhou National
Hi-Tech District, Jiangsu
FEIFEAANTEHIRER
HERILEESSS

T: 0512 6269 8888

M-SPA

MDREE

1) 8F Hilton Suzhou, 275
East Suzhou Avenue, Suzhou
Industrial Park, Jiangsu
IHEFMNTRAR TAEX
TN KB ZR275S A /R
B EBREAKT L

T: 0512 6292 0068*6330

2) 1F Kempinski Hotel
Suzhou, 1 Guobin Road,
Suzhou Industrial Park,
Jiangsu
IFEANTIVEREE
B1SHMEGHYEIEX
BE1RE

T: 0512 6289 7888*6880

3) 6 F Suzhou High-Speed
Rail Jinke Grand Hotel, 67
South Tiancheng Road,
High-Speed Rail New Town,
Suzhou
IBERMNTEHIAEERA
Be7SHMEHER KHIES
KR

T: 0512 6937 8888*6690

The Spa at Le Méridien Shimei
Bay Beach Resort & Spa

A EERIBEEAT Rl
Shimei Bay, Wanning, Hainan,
571533, China
BEE AT AGERE
ERX

T: +86 898 6252 8888*7262
www.starwoodhotels.com/
lemeridien

naked Leaf at naked Water
BL AR KT

199 North Taihu Avenue,
Suzhou
FIMALKHAE1995

T: 400 9200 518

QUEENS MAKER
ITAXER
1) Xinyuehui Branch



EIRICHE

H208, 2nd Floor, Xingyuehui,
Suxiu Road, Suzhou
MBS E VLRI
H208

T: 0512 6818 9678

2) Suzhou Central Branch
FMARL

B1-46, 1st Floor, North
Suzhou Central, Suxiu Road,

Suzhou
MBS BNFOEFIL
X-14%B1-46

T: 0512 6262 5958

3) Xinguangtiandi Branch
AR ME

5f0019, 5 / F, Xinguangtiandi,
456 East Suzhou Avenue,
Suzhou

FMTFN KIEZR456 S K
H#i585F0019

T: 0512 6818 8978

Rubis Spa

[k

1) JiuGuang Branch
ARIE

L1-C-01, JiuGuang, 268
Wangdun Road, Suzhou
Industrial Park

Sl Tl X FE 8% 2685 &
FEHEIC-0185T

T: 0512 6696 1130

2) MeiLuo Branch

EX

L6, East Area Matro, 245
Guangian Street, Pingjiang,

Suzhou
FMTIXYAEH2455E5
BEFCER

T: 0512 6916 5931

RE Wellness SPA, Crowne
Plaza Suzhou

R (FMNPEERE
BHBER)

G1, Crowne Plaza Suzhou,
168 Xing Gang Street,
Suzhou Industrial Park,
Jiangsu, China
IFEFMILEX 2B
1685 HMFPEEEREE
J&G1

T: +86 512 6761 66888068
www.wellnessspa.com.cn

RE Wellness SPA (Tonino
Lamborghini Hotel)
EFRHEART D (BNIERE
ZHERHBEE)

B1 Tonino Lamborghini Hotel,
168 Xinggang Street, Suzhou
Ind. Park
FMTHTMN Tl E X 2 #45
1685 B14#%

T: +86 512 6285 9999*68

Fa T LB S KT ARl
109 Renmin Middle Road,
Wauxi, Jiangsu, China
IIHERHTARTE1095
T: +86 510 8989 12346083
wuxi.regency.hyatt.com

The SPA at Park Hyatt Suzhou
TN RS EE

No.69 Xizhou Road, Suzhou
Industrial Park, Suzhou
FMRAEA NS

T: 0512 8666 1234

The Ritz-Carlton Spa, Nanjing
BIRE /R S KT ARl
18, Zhongshan Road, Nanjing
ERmHLE18S
T: 025 6978 8888

Talise Fitness & Spa at
Jumeirah Nanjing
BMREETEERMLKT
No.2 Yecheng Road, Jianye,
Nanjing

BRI UBHEE2S

T: 025 5878 0888

Willow Stream Spa at Fairmont
Nanjing

BRERBERFEE

BILZE KT

333 Jiangdong Road Central,
Jianye, Nanjing
MRTRBXIZHE3S
T: 025 8672 8888
www.fairmont.cn

Hong SPA, AOHONG
RESORT (Jinling Jiangbin
Branch)

BIREELEREE (EEILE
JE)BhSPA

No. 8, Wanjingyuan,
Yangzijiang Avenue, Jianye
District, Nanjing
ERmRBRGFIIKER
FES

T. 025 6959 8888

& SPA (Fuyuan Road Branch)
BEKST I (EEEE)

137-7 Fuyuan Road, Jianye
District, Nanjing, Jiangsu
IIHERR TR EEE
137-75

T. 17384471752

Willow Stream Spa of Fairmont
Yangcheng Lake

PRI WA RS E S BT NZE K
Fidaalln

No0.3668 Ma'anshan West
Road, Kunshan, Jiangsu
BT BRI FRE36685

T: 0512 5878 0888

SANGHA Retreat by OCTAVE
Institute

FEKHEX

199 Yang Cheng Ring Road,
Suzhou Industrial Park
ST Tl el X PREFR B
1995

T: 0512 6788 1888

The Spa at Hyatt Regency
Wauxi

ALAND SPA

ALANDZjif] SPA

Building 10, 1415 Cultural and
Commercial Street District,
Qingjiangpu District, Huai'an
City, Jiangsu

A ERTHLAX 14153
KAl HX10SH

T: 0517 83989877
15371403533

SPACHINA PARTNERS | #&EEF

Dragonfly Therapeutic Retreat
1%5E

No. A05-21, L5, Building
5,Suzhou Center, SIP
FHMFPLIEXLEE21S

T: 0512 6583 7906

Spa KJ7 « B

Banyan Tree Spa Huangshan
#EILBHE E R ESpa

No.1 Banyantree Road, Yi
County, Huangshan, Anhui
RHEBLTBERMRE
B15

T: 0559 2265 000
www.banyantreespa.com

The Langham Hefei
AR

200 Huaining Road, Zhengwu,
Hefei
ARTBSXIFTRE2005

T: 0551 6568 8888
www.langhamhotels.com

Zuliande

RER

4F POLY MALL, ZHengwu
District, Hefei, Anhui
RHEERETBSXRR
MALL[ 2

T: 0551 6286 6799

Ori SPA (MixC Branch)

Ori SPA (A& E)

4/F, MixC, No.111 Qianshan
Road, Hefei
AIRELES TR
T: 0551 6555 3035

MmZEER - SPA

Building 14-10, Jinwan
Junlin Yuan, Rain Forest,
Qingquan Road, Jinghong,
Xishuangbanna
ZEAEENRAMTHETER
BWRREBRMIE14-10%

T: 189 8812 8765

Bolian Hot Spring and Spa,
Bolian Hotel, Kunming
EAHBGEE HERRESPA
YYangzonghai, Kunming
FE=EEEREHIARE

T: 0871 6888 4999

Banyan Tree Spa Lijiang
mmiLfi#ESpa

Yuerong Road, Shuhe Village,
Yulong, Lijiang, China
ZHEMLELNAKRER
SRR R

T: +86 888 533 1111
www.banyantreespa.com

Banyan Tree Spa Ringha
{=&Mi#ESpa

Hong Po Village, Jian Tang
Town Shangri-la, Diging,
Yunnan, China

AR ERENBERLEN
T: +86 887 828 8822
www.banyantreespa.com

The Spa at Amandayan

KFRBAKTT

29 Shishan Road, Gucheng,
Lijiang, Yunnan

=AML AR
#%295

T: 0888 533 9999
www.aman.com

Tai Yi- SPA

#— - SPA ZHWFEREE
HRRRRT

2nd floor, Saina Block,
Qingcheng Phase II, China
Railway Shuian, Qiancheng
Road, Kunming
RMATAIEE RSk EEH T
HEMNEX 2

T: 0871 6727 2968

Yi Spa at Intercontinental
Kunming
EHMREEESpa

5 Yijing Road, Dianchi
National Resort, Kunming,
Yunnan

Z=raE R RATIE M E SR AR
BXIERESS

T: 08716318 8888

Mintsthai

ibER

1) Shuncheng Plaza Branch
B BRI L R

Next to the IMAX theater at

Shuncheng Plaza, Kunming,

Yunnan
= BRI L IMAX
®ITE

T: 0871 6360 3550
2) Joy-City Branch
KGOS
2F Zone C, Joy-City, Kunming,

Yunnan
= RSB OC
X21%

T: 08716332 7338

3) Hello-World Branch
BRI E

F8 Zone B, Hello-World
Branch, Kunming, Yunnan
=R R R ML
BX8#%

T: 0871 6835 7368

4) Gongyuan 1903 Branch
219035

2F, Jianzhijia, Gongyuan
1903, Kunming, Yunnan
ZERALE1903 2 E#
T: 08716810 4826

5) Anning Wanda Branch
BT EIE

101, Building 8, Yuefeng
Street, Anning Wanda,
Kunming, Yunnan
ZERMRT XA FHXS
#1015

T: 0871 6868 2962

6) Xishuangbanna Gaozhuang
Branch

B E S

Building 19, Building 19,
Jingfa Zhai, Gouzhuang,
Xishuangbanna, Kunming,
Yunnan
~HRAAENRAEESE
19t

T: 0691 222 6938

pa KJ7 « HHk

Hong Kong Yijing Toga &
Spa Club
FEEEmE AT SIE
Unit1, 6th Building, No.1288
NanJunShuiYunTian HuXi
Road, ChangChun, JiLin
ENEKETHERE 12885
HEAE6HIS

T: 0431 8962 8855

0431 8962 8866

0431 8962 8877
www.yijingspaclub.com

Jing Spa at Purple

Jade Riverside Resort,
ChangBaiShan ChiBei
EEERBEERKALBILE
FKIT

No.1 Binhe Road,
Changbaishan Chibei, Jilin
EREKELBIEXETE1S
T: 0433 593 8888
www.purplejaderesorts.com

Angela SPA

KEREHSPA

1) Dongyue Masion Branch
R

H2 Dongyue Mansion,
intersection of Shengtai Street
and Tiangong Road, Jingyue
District, Changchun
KERARESAHSRIH
RICABUEZRAEH2 R Ji%

T: 0431 8194 3855

2) Yi Hu International Branch
EHERRE

H3-101, Yi Hu International
Phase 2, Nanguan District,
Changchun
KEAXXREHER2H
H3-101

T: 0431 8563 8288

3) Heyuan Club Branch

FE <A

2-106, Heyuan Club, Heyuan
Road, Gaoxin District,
Changchun

KEBHX FEEEME 1
2-106

T: 0431 8296 8333

4) Zhonghai Branch

RigE

G10, Zhonghai Shuian Xindu,
Jingkai District, Changchun
KEEFRigk=8E
G107

T: 0431 8587 4577

5) Baicui Yuan Branch

HER S

Building 65, Nanhu Xincun
Steet, Chaoyang District,
Changchun
KEHHAX FH AP 654
T: 0431 8060 3877

Spa k7 « BRIL

The Ritz-Carlton Spa, The
Ritz-Carlton, Harbin
MR/RIEE R /R
IKFr AL

Tower 1, 660 West Youyi
Road, Daoli District
Harbin, Heilongjiang

BATAMRETEEXAHE

k6605

T: 0451 8402 8888
https://www.ritzcarlton.com/
zh-cn/hotels/hrbrz-the-ritz-
carlton-harbin/overview/

Spa K7 < iLT

FRIVBAKFTHl ( REH
gI5)
TTFEREmHIAAR
RiBFEE600S KE—TTNE
FRIEHERAE

T. +86 411 8250 0190
dalian.grand.hyatt.com

Lea Spa

LBALea SpatFEFT
Shenyang Lea Spa Weijing
Club

PR AR EFEL #5356
S8E

8F, 35 Tongze North Street,
Heping District, Shenyang
Tel: 024 2341 1222

FAngbeauty
FAngbeauty s & 3£ kil
Phase three, MixC, Heping
district, Shenyang

BT AEX ASE =5
T: 18604056191

Carven City Spa
HRILESPA

23-3 Wen'an Yuan, Wen'an
Road, Heping District,
Shenyang, Liaoning

T TELPAT IR RS
£5523-3

T: 024 2388 3599

Oasis Spa at Kempinski Hotel
Dalian

KEY EHEIRERE AT
KT

6F, Kempinski Hotel Dalian 92
Jiefang Road, Zhongshan
KETHLXEREE2S, Bl
EHTEIRR6R

T: 0411 8259 88888616 /8610
www.kempinski.com/dalian

Rubis Spa

[k

Capita Land Branch
BEFTE

L2-54-55, Capita Land, 691
Gaoerji Road, Shahekou,
Dalian
KEDAOXEREHECIS
EBFT T 372/R54-558 7T
T: 0411 8434 5600

Spa 7ki7 *« HiE&E|]

Altira Spa

-8/ 3 d
Altira Macau 15/F, Avenida de
Kwong Tung, Taipa, Macau
BITKFTFRA DR, RITH
EE5
T: 853 2886 8886
www.altiramacau.com/spa-
health/#/altira-spa

Asaya Hong Kong (Rosewood
Hong Kong)

SpaChina - 2024 1 95
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EHitAsaya(FEEMBE)
Victoria Dockside, 18
Salisbury Road, Tsim Sha
Tsui, Kowloon, Hong Kong
EEARRDERLTERE
185

T: +852 3891 8888

Bliss Spa at W Hong Kong
FHBW/HJE Bliss Spa

1 Austin Road West, Kowloon
Station, Kowloon, Hong Kong
HFEEALALEERS

T: 852 3717 2222
w-hongkong.com

SPA by MTM

1) Shop A, G/F, 3 Yun Ping
Road, Causeway Bay
AEERTEIS M TAR

T: 852 2923 7888

2) Shop 118, Citygate, Tung
Chung, Lantau Island
KUSWIFRBHRER118/E

T: 852 2923 6060
www.spabymtm.com

The Spa at Encore (Wynn
Macau)

EEAWE b SF TR

Rua Cidade De Sintra, Nape,
Macau
BMERER LB E

T: 853 2888 9966

The Spa at Wynn Palace
KFIEBEE KT
Avenida Da Nave Desportiva,
Cotai, Macau
BBGEEIEA DR

T: 853 8889 8889

Tria Spa at MGM Macau
B EBBEEKT
Avenida Dr. Sun Yat Sen,
NAPE, Macau
BSMEERER AR AL
Pt

T: 853 8802 8888

Tria Spa at MGM Macau
B EMESBEFAT L
Avenida da Nave Desportiva,
Cotai, Macau
BBGEEIEA DR

T: 853 8806 8888

The Spa at Mandarin Oriental,

Macau

B SER A BE AR il
Avenida Dr Sun Yat Sen,
NAPE, Macau

BTN ALIA B E89455

T: 853 8805 8888
www.mandarinoriental.com

The Ritz-Carlton Spa, Hong
Kong
EHEMBFREATT L
71/F International Commerce
Centre, 1 Austin Road West,
Kowloon

hEfETEERES
KRBT

T: 852 2263 2263
www.ritzcarlton.com

Zensa Spa

96 | SpaChina « 2024

T kST
3/F Star Tower, Studio City
Hotel, Macau
BEEILHEEE 2iC34%
T: +853 8865 1888
www.studiocity-macau.com

Spa k7 - it

RS RERERSN

1) BEEE

WL AR XTI O kE
HE15S

15 Hong Kong Street Jiefang
Road HanKou, Wuhan, Hubei
Tel: 027 8556 1855

2) BRI RIS

L AR TR R KA
—HTARE#%

2/F, T4 Raycom Skyline,
Qiuchang Street, Wuhan, Hubei
Tel: 027 8221 3770

3) EOE

WL ERNTEFFEXT
REE59S R R R A rhils
ME1-25

1-2 Building 9 Xianglong
Times Business Center, 59
Ningkang Road, Eco. Tech.
Dev. Zone, Wuhan, Hube
Tel: 027 8480 5457

4) RIS

WL AR TR E KR
188-185

188-1 Shui Guo Hu Road,
Wuchang, Wuhan, Hubei
Tel: 027 8736 0531

5) A5

L & FEPAT R KRR &
[

Yongan Plaza,Da Qing Xi
Road, Xiangyang, Hubei

Tel: 0710 3459 155

Fairmont Wuhan
RiXiziBBRREAES

249 Huaihai Road, Jianghan,
Wuhan
RNWLN X #2495

T: 027 8369 8888
www.fairmont.cn/wuhan/

M-SPA

KRS

Hilton Wuhan Optics Valley, 9
Chunhe Road, Huashan Eco
New City, Wuhan, Hubei
MR R L X R
RIFERIELESHHEFTHE
SHREUEEXFTHD

T: 027 5933 8888*8252

Siyanli

1) BB 3505

406, Wuhan International
Plaza Shopping Center Tower
B 690 Jiefang Road, Wuhan
HiX BRI 378 EE406

Tel: 027 8551 7717

2) BHFIE

4F, Xudong Shoppingmall
No.18 Xudong Street
Wuchang Distirct, Wuhan
BERSH MR 4160

Tel: 027 6889 8068

3) A&

1F, Tongcheng Square No.538

Jianshe Avenue, Wuhan
BiEKE538S B A7 —#
Tel: 027 8556 4066
www.siyanli.net.cn

Spa 747 * LU

Kempinski Spa at Kempinski
Hotel Taiyuan

KR EH BB R AR AT
No. 115-1 Changfeng Street,
Taiyuan, Shanxi, China
PELFEEKETRRE
115-18

T: 0351 866 0131

Shui Spa, Taiyuan Wanda
Vista Hotel

KB TTiE STAEE B KK FT
3/F Wanda Vista, 169 Jiefang
Road, Taiyuan, Shanxi, China
P& KR T A LS DX R R
16951 K JR T 1A STAEE [ 3#%
T: +86 351 777 6666*6760
www.wandahotels.com

Spa k7 * i#fiE

Cherry Natural Image
Management
HFEILERERHL

493 Hengdong Avenue,
Hengyang city, Hunan

M A HET R RE4935
T: 0734 522 4996

Shui Spa at Wanda Vista
Changsha

KD TIESLETEE K" K7
308 Section 1 Xiangjiang
Middle Road, Kaifu,
Changsha, Hunan, China

i kg S P R e
—E;3085

T: +86 731 8800 8888 ext.6306
www.wandahotels.com

Shine Spa for Sheraton at
Sheraton Changde Wuling Hotel
EEREXFEREBEES
SRE KT

899 Zaoguo Road, Wuling,
Changde, Hunan, China
AR ETREX 2 RE
8995

T: +86 736 788 8888
www.sheraton.com

Siam SPA

B HRASPA

458 South Desheng Road,
Yueyanglou, Yueyang, Hunan
& BT ERX
EWICEMIE#E2015

T: 8800900

The Spa at Sheraton
Changsha Hotel
KIMIBIREREEEART
Yunda International Plaza,
478 Furong Zhong Lu, Section
1, Changsha, Hunan

HEA KD TRETE —R
AT8S B ERR 17

T. 0731 8488 8848
www.starwoodhotels.com

pa 7

VENUS MAX
REEERRAL

1) Wanda Branch
ZEREE

Room 12a809-810, Erqi
Wanda Center, Intersection
of Daxue Road and Hanghai
Road, Erqgi, Zhengzhou
BT ZEX AP S MiEH
ZXOAZEFEA12A809-
810

T: 0371 8658 1160

2) Jinshui Zhenghongcheng
Branch

EKIESAHE

Room 1111, Zhenghongcheng
Residence, Huayuan Road
and Dongfeng Road, Jinshui,
Zhengzhou

BN & A X LR B 5 X
ESAEmiTABME

T: 0371 6531 8996

3) Lvdi Xinduhui Branch

B ERIE

Room 1511, Block B, Building
2, Jinshui East Road and
Dongfeng South Road,
Jinshui, Zhengzhou
WMHEAXEKRHEESRR
2SS BEISME

T: 0371 5593 3386

Spa 747 - [JI|

CHI, The Spa, Shangri-La
Hotel, Chengdus

FEREE BRKIEE ST
9 Binjiang Dong Road,
Chengdu

)I1& BT R LXK RIL R
%S

T: 028 8888 9999

Iridium Spa at The St. Regis
Chengdu
BRI R SR B AT Pl
88 Taisheng Road South,
Qingyang District, Chengdu,
Sichuan
REMIERHBTEER A
%88 S

T: 028 6287 6666
www.stregis.com/chengdu

MI XUN SPA, The Temple
House

AR &S T kT

81 Bitieshi Street, Jinjiang,
Chengdu

BETRIIX EMXE815
T: 028 6636 9999
www.thetemplehousehotel.
com

Six Senses Qing Cheng
Mountain
FWLAZKTHC

No.2 Dong Ruan Road
Qingcheng Mountain Town
Dujiangyan, Chengdu,
Sichuan

POl & R AR AR L E T A Ll
HERKAIE2S

T: 028 8712 6666

The Ritz-Carlton Spa,

Chengdu

BERE IR RETE 5 7k
Iy

269 Shuncheng Avenue,
Qingyang, Chengdu, Sichuan
FRE 01| Al AR T 7 o B
X #2695

T: 028 8358 8888

Willow Stream Spa at
Fairmont Chengdu
BRI R B R RIB B RTINE
AL

269 Tianfu Middle Avenue,
Hi-Tech Zone, Chengdu
BETEHERARERER
2695

T: 028 8800 3333

Rissai Spa, Rissai Valley, a
Ritz-Carlton Reserve
HEAKT

Zhangzha Town, Jiuzhaigou
County, aba Tibetan Andgiang
Autonomous Prefecture,
Sichuan

FRE )| SRR IR B A
MAEEILE

T: 0837 8199 999

Spa k47 « #fiL

Banyan Tree Spa Hangzhou
HUE#E Spa

2 Westbrook Resort, Zijingang
Road, Hangzhou, China
LA TR ERK21S
BZEXEERRESSE

T: +86 571 8586 0000
www.banyantreespa.com

Cordis, Donggian Lake,
Ningbo
TRERRSEEE

28 Shashan Road, Donggian
Lake, Ningbo, China

TR TR SR B R
Lhg5285

T: 574 5666 8888
www.chuanspa.com

Dragonfly Therapeutic Retreat
IR RE AT

1) BRE

No 141, Xixi Road, Xihu
FHX PR 1415

T: 0571 8502 3288

2) Raffles City @t /&
L6-04 Raffles City, No.228
Xinye Road, Jianggan
TR #2288 kELS
17L6-04T 5

T: 0571 8889 9191

Fuchun Spa at Fuchun Resort
EELEERIESESPA
No.339, Jiangbin East Road,
Dongzhou Street, Fuyang,

Hangzhou
N ERXFRMNEELER
XiE339%

T: 0571 6341 9500

Hangzhou TEA SPA

HLMTEA SPA

1) Hangzhou TEA SPA (Jiging
Branch)

WLMNTEA SPA (B KJE)

Building C, 214 North Meilin
Road, West Lake, Hangzhou
HUMT ARG ILRE L3R
182145 CH5

Tel: 19558191877

2) Hangzhou TEA SPA (Muli
Branch)

FIMTEA SPA(BEE)
501-503, Building 8, OOELLI,
West Lake, Hangzhou
HNTEHX X B Erddi8
SHE58501, 502, 503

Tel: 1590671536

Kempinski The Spa,Hangzhou
BUMNE B TR S K7
66 Lishui Road, Gongshu,
Hangzhou
HUMHEE R k665

T: +86 571 8809 3333

Love Story Hangzhou
nNEESSE

1) Love Story Hangzhou
Xingiao Branch
MME RS EHRGE

1F, Hangzhou Xingiao
Hotel, 226 Jiefang Road,
Shangcheng, Hangzhou
LN L X R AR 226 S 3
FiRIE1F

T: 0571 8888 6968

2) Love Story Hangzhou
Tiyuchang Road Branch
MMERSEEEREE
1-6 F, 12 Tiyuchang Road,
Xiacheng, Hangzhou

MMT TG ESHE12S
1-6%%

T: 0571 8785 8677

3) Love Story Hangzhou
Tianyuan Branch

HMME RS ERIIBRITTIE
Tianyuan Plaza, 2 Qianchao
Road, Xiacheng, Hangzhou
HMT TR &S
RRKE

T: 0571 8888 7068

naked Leaf Spa, naked Castle
BRI

12 Sanjiuwu, Moganshan
Town, Deqing, Zhejiang
LA EERETILEFIH
Zhig128

T: 0572 888 1111

naked Leaf Spa,

naked Stables
LB ST

37 Shangxiazhuang,
Lanshukeng Village, Paitou
Town, Deqing, Zhejiang

I AEERELS =R
LETRE37TS

T: 0572 804 6668

Neige Aesthetics Center

o TN

109 Renhe Road, Kandun
street, Cixi City, Ningbo
LA TR AR IR EE
AFNEE1095

T: 15990546165

Spa Village
i#Spa
The Dragon Hotel Tower 5



Level2, 120 Shuguang Road,
Hangzhou

BN TR SR8 1205
BERIRES S

T: 400 838 5599
www.roonspavillage.com

Shine Spa for Sheraton
Hangzhou

MMNERERE EREE
1ZiRIKIT

1 Westbrook Resort, Zijingang
Road, Hangzhou, Zhejiang,
310030, China
LA TR EERTERER
ZEERRRIFSSE1S

T: +86 571 8500 2222*8281
www.starwoodhotels.com/
sheraton

The Art of Water Spa by Run
Spa Village

New Century Grand Hotel
Hangzhou
HUNFF T 2 EBAE S

i#Spa Village - 7k £Zilg)

45/F New Century Grand
Hotel Hangzhou, 818 Shixin
Road Central, Xiaoshan,
Hangzhou, Zhejiang, China
AR TR LR R
HB818SHUMF T ZHAE
JE45

T: +86 571 8288 8888 ext.8600
www.roonspavillage.com

HUAN Spa & Fitness Center
at Grand hyatt Hangzhou
HUNEBEE

BT RRERID

28 Hu Bin Road, Hangzhou,
Zhejiang 310006, China
AL AR TIRRE28 S

T: +86 571 8779 1234
www.grandhyatthangzhou.
com

The Spa at Amanfayun
ETERBKT

22 Fayun Nong, Xihujiedao,
Xihu, Hangzhou

HUNT KR 2 X
FHHTEERF22S

T: 0571 8732 9999
www.aman.com

The Spa at Hangzhou Marriott
Hotel Qianjiang
HUMNERILHE A RIEE
IKFFHL

399 Juyuan Road, Jianggan,
Hangzhou
HMNTILI TR R399

T: 0571 8646 9999
www.marriott.com

The Spa at Midtown
Shangri-La Hangzhou

HUN R &SRR AEEX
e

Hangzhou Kerry Center,
Yan'an Road, 6 Changshou
Road, Hangzhou
TR S EREHUM
2l

T: 0571 8733 8888
www.shangri-la.com

The Spa at Four Seasons
Hotel Hangzhou at West Lake
UM B E R Al

5 Lingyin Road, Xihu,
Hangzhou

AL AT TR X RIS S
T. +86 571 8829 8888

New Era Women's Space
HUNER R B =8

302, Building 6, Intersection
of West Wenyi Road and
Chongyi Road, Xihu District,
Hangzhou

HUNTH R X — AR 55X
HZ X O61E302

T. +86 13175114149

Di SPA

3ESPA

Building 16, Xiaobafang,
Middle Xueyuan Road,
Lucheng District, Wenzhou
City, Zhejiang
ML TR F B EE
N 1635

T +86 18006872929

| Spa kst - S

Banyan Tree Spa Yangshuo
PR¥ABIHESpa

168 Zhengdong Street, Fuli
Town, Yangshuo County,
Guilin, Guangxi Zhuang
Autonomous Region, China
IR E AR ERTEHE
BRHEIERE168S

T: +86 773 322 888 ext.7500
www.banyantreespa.com

Spa XKJ7 « EK

Bolian Hot Spring and Spa,
Bolian Hotel

ERMABKENE HERR

North Hot Spring Park, Beibei,
Chongging
ERMIRRILERAERN

T: 023 6822 6666
www.brilliantspa.com

SPACHINA PARTNERS

Road, Yuzhong, Chongging
ERTHPXAL=E1395
BER

T: 023 8903 9999*6975

TRIPLE SPA (Zonglvquan
Branch)

ZEAE (FHERE)

1F, Building 7, No. 337,
Jinkai Avenue, Renhe Street,
Liangjiang New District,
Chongging
ERTHILHEAFEEEF
KiB337S7E—#

T: 023 6788 5333

Spa kit  BE

Angsana Spa (Seaview Xiamen)
Bit&Spa(EI @K LLE)

1/F No. 2 Seaview Resort,
3999 Huandao Road South,
Xiamen, Fujian, China
BREEHHREE39995
L EZ B

T: +86 592 502 3333
www.angsana.com

Chuan Body + Soul at
Langham Place, Xiamen
EIBASENRS 1 Il 1+ H+lkiT
4668 Xianyue Road, Xiamen,
Fujian, China
BREEHIlERE4668S

T: +86 592 602 9999 ext.8779
www.langhamhotels.com

Kempinski The Spa at
Kempinski Hotel Fuzhou
BNRRIEHEBESE

1 Hengyu Road, Jin'an,
Fuzhou

BB RXELSE1S

T: 0591 8899 9988

Lohkah Hotel & Spa

i iEE

277 Penang Road, Huli
District Xiamen 361015 China
BT HHEXENE277S

T: 0592 7997 777

Beauty Farm

Beicheng Branch

EmEE JLHEE

3 /£-009, Tianjie new
building, Longhu Beicheng,
Guanyingiao, Jiangbei,
Chongging
EXRMILIER A EF LIS
RETHIE3H-009

T: 023 6786 8878

Banyan Tree Spa Chongging
Beibei

EXILFEBESpa

101 Wenquan Road,
Chengjiang, Beibei District,
Chongging, China
ERTIREKELHBRE
1015

T: +86 23 6030 8888
www.banyantreespa.com

FINEFULL SPA at Hilton
Chongging
ERFRIBERZRKT
9F, 139 Third Zhongshan

Waldorf Astoria Xiamen
BIEREREE

No.1 Lianhua North Road,
Xiamen, Fujian
PEEREENTTRBRERE
1S

T: 0592 537 3333

Spa K7 * BRFS

Meschéne

EMES

72 Gaoxin Road, Hi-Tech,
Xi'an

BAEERTE XS
725

T: 029 8952 3752
www.962297612@qq.com

The Ritz-Carlton, Xi'an
BRI A RIE S

50, Keji 2nd Road, Gaoxin,
Xi'an

ARTEHEXFE TS50
T: 029 8881 8888
www.ritzcarlton.com

The CHI SPAAt Shangri-La Xi'an
ARERBRAESE 1R KT
38B Keji Road, Hi-Tech.
District, Xi'an, Shaanxi,
710075, China

B A TR X R
3852

T: +86 29 8835 5555
www.shangri-la.com

W Hotel Xi'an

BRWEE

No.333 Quijiangchi East Road
Yanta District Xi'an

PR MEEX Tt FREE3335
T: 029 8966 9999
www.marriott.com.cn

Xi'an Huaqing Royal Spa
Hotel/ T ZAEBHELFB 5
Huaging Palace No. 38
Huaging Road, Lintong

District, Xi'an
A A AR TIREXEF
#5385

T: 029 8399 9888
http://huag.coolbo.cc/Home/
Hotel/index

Spa 747 * L%

Fang Quan Spa at Hyatt
Regency Jinan

e pape kb

Pk Sl

187 Jingsi Road, Shizhong,
Jinan, Shandong, China
IR FETHHXEMNE
1878

T: +86 531 8828 1234
www.jinan.regency.hyatt.com

Heavenly Spa by Westin, The
Westin Qingdao
BRREETEERENT
PS-¥/Sid

8 Hong Kong Road Central,
Shinan, Qingdao, Shandong,
China
BhRTHAKEETRKSS

T: +86 532 6777 1888
www.westin.com

Qin SPA
TDSPAZ MUK FF PRI AL

8 North Long'ao Road, Jinan
FEh TR RELHESS

T: 0531 8162 9969

Rubis Spa

iR RS

1) Hang Lung Plaza Branch
1ERE 5

L4-68, Tower West, Hang
Lung Plaza, 188 Quancheng
Road, Lixia, Jinan

R TR R % 188 S 15
Ji5PE4R468 8T

T: 0531 5563 8020

2) The Mixc Branch
AERWIE

L3-47, The MIXC, 11111
Jingshi Road, Lixia, Jinan
FEH TRETE 1111154
F&FIBELI4TETT

T: 0531 5585 6281

TYLAN SPA

E

1) Lvdi Branch

FHIE

2nd Floor, Building 2,
Greenland Center, Jinan,

Shandong
IFREFREmGmFL2S
o

T: 0531 8609 3989

2) Henglogn Branch
1EFE 5

4th Floor, Henglong Plaza,
Jinan, Shandong
IWFREFRTIERE S H4kk
T: 0531 8608 8877

THE PURI

EHSPA

1) L1 The Mixc, 9 Shandong
Road, Qingdao
EEMLURRIEARHELE
T: 185 6190 5062

2) Qingdao Jiaodong
International Airport

B BTWREERRLS

T: 136 7889 3140

TRIA SPA

TRIAEEKSF

Tower T1, SIIC Center, No.
195 East Hong Kong Road,
Laoshan District, Qingdao
HERWHLXEERE1955
SRR TSR

T: 0532 8887 9999
https://www.dytmgm.com/cn/
mgmgingdao

| Spa ko7 - FE

The spa at Kempinski Hotel
Yinchuan
SRR B IR S AT il
Beijing Middle Road 160,
750002 Yinchuan, China
TEEREERR)ITERKX
JtmHEE 1605

T: +86 951 516 5888
www.kempinski.com

Spa KJ7 * R
Bolian Hot Spring and Spa,
Bolian Hotel, Huangguoshu
ERBIHBGEE HBRRESPA
Huangshuoshu Scenic Spot,
Anshun
RMERIATHERK K=
B
T: 0851 3818 9666

Regal Queen SPA
RIAFEZESPA

No.2, Jiandao street,
Nanming, Guiyang
RMNERETEPXFEG2S
T: 0851 8528 8166

Roseway Spa

IIESPA

1) Huizhancheng Branch
SRHE

North Huizhan Road,
Guanshanhu District, Guiyang
City, Guizhou
FMERATV LR =
=514

| HEFEES

T: 0851 8798 4521

2) MixC Branch

R&ICHE

Opposite to MixC,
Guanshanhu District, Guiyang
City, Guizhou
RMNERETRLHBX TR
ICXE

T: 0851 8221 0118

3) Weilai Fangzhou Branch
KR FE

South Shangli Road, Yunyan
District, Guiyang City, Guizhou
RMNERETEEX KRS A
i fLEaRE

T: 0851 8561 8496

4) Xiaoshizi Branch

INMFIE

Wenbi Street, Yunyan District,
Guiyang City, Guizhou
RMNERBETEERNF
MNEH

T: 0851 8851 2882

Spa k{7 « it

U SPA

5F The Mixc, Shijiangzhuang,
Hebei

2F Beiguo Commercial
Building, Shijiangzhuang,
Hebei

3F Xian Tian Xia Plaza
MALARETRIESF
JLERH2F
SR T MY $A3F

T: 0311 88886555

0311 88886566

0311 88886599

Spa Kir « BiZ

Angsana Spa (Caesar Park
Kenting)

1it#&Spa( BT L)

6 Kending Road, Hengchun
Town, Pingdong, Taiwan
AERRFREFHETRES
T: +886 8886 1888
www.angsana.com

Oasis Spa at Grand Hyatt
Taipei

AILEHERE

2, SongShou Road, Taipei,
Taiwan
AlLENERFER2S

T: +886 2720 1234

Spa Kt * FE

Gaia Aroma SPA

9F Conrad Urumgqi
BEARFTRIEEEEOR
T: +86 0991 4800006
www.angsana.com

Spa 7kJ7 * Fi

Songtsam SPA,

Songtsam Basomtso Linka
MBERERT - AHESPA
Jieba Village, Cuogao Town,
Gongbu Jiangda County,
Linzhi Prefecture, Tibet
Autonomous Region

FERE AN ET IHIIEE
e =20
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SPACHINA PARTNERS | #&EEF

T. +86 0894 5717337

Products & Equipment

/AR

Biologique Recherche
ERWE

#2812 Atelier K11, 300
Huaihaizhong Lu, Shanghai
LiETiEiEP 3005 FHEH
HRAE (K1) 2812F

T: 021 6335 3891

E-mail: Info.china@biologique-
recherche.com

BIDLOG IQUE
RECHERCHE

R

Bridestowe Health Technology
(Shanghai) Co., Ltd

win R R (Lig)
ARAH

Suite 402, Block A, 135
Yanping Road, Jing‘an District
Shanghai China
PEEETHRX

FETFB& 135S AE402E

Email: info@bridestowe.net.cn

BRIDESTOWE

Lavender Estate
ESTABLISHED 1922

No. 178 Min Tian Road,
Shenzhen, China

T: +86 155 4686 9590
www.phytomer.fr
www.phytoceane.com
www.fleur-s.com
www.viecollection.com

Cell Premium
T:+86 13911620742

Made in Switzerland

Danne Montague-King
T. 400-668-7865
www.dmk-cn.com

Danné Montague-King®

EVE LOM
www.eve-lom.com

EVE LOM

Shanghai Qingyi Technology
Co., Ltd

ERRETH
http://www.btinet.cn/

TP

BeiYang Import & Export
(Shanghai) Co., Ltd
#HiEHHO (L) FRAR
2601C, 118 Minsheng Road,
Pudong, Shanghai
LETHAERRRER118S
RITRH02601C

T: 0215178 5198
www.shanghaibeiyang.com

ELEVATIONE
elevatione.com

Earthlite (Qingdao) Massage
& Relaxation Equipment
Manufacturing Co., Ltd.
XL (BB RERRRE
ARRF

320-7 Jiushui Road East,
Licang, Qingdao, Shandong
IIFREBFERAKFRRE
320-7%

T: 0532 8760 5905
www.earthlite.com.cn

Beijing Seven Street Fitness
Club Management Co., Ltd.
tREHRSERBEERT
RAF

1106, 32 Liangmagiao Road,
Chaoyang, Beijing
FEERTHAX R BHE32S
=ik E1106

T: 010 6481 3150

PHYT'S

NATURO-ESTHETIQUE

ChinaShow Limited /
ChinaShow Trading
(Shenzhen) Co. Ltd.

BEfAR AR
g EmES (R
ARAF

18/F, Fullerton Centre,

No. 19 Hung To Road,

Kwun Tong, Hong Kong

ER: #RYIfiEEXCBDRH
BR178 SR KB 1500F
1509, Huarong Building,

98 | SpaChina « 2024

Fight On

SHEM

T: 021 6401 6665
www.fighton.com.cn

HE4,
2 9

BAL4,
Jron »

FIGHTON
BERR

Shinsegae International China

LRMES (LB ARAR

SWISE
PERFECTION

Guangdong Hoyar Technology
Holding Co.,Itd

I RERFFERFRAR
1) icoone China Headquarters,
Gaozhi Building, 120 Huangpu
Avenue West, Tianhe District,
Guangzhou City, Guangdong
Province
I"HENTRAXE#HAE
PA1205 & EKJE icoonedE

XEELER

2) Dahonggiao International
icoone China Shanghai
Branch, 999 Li'an Road,
Minhang District, Shanghai
LiBTWEITRR RIS K
YT ERicoonerp EX Liff
BESE

3) icoone China Beijing
Operations Branch, Ronghua
Xintai Building, Ronghua
South Road, Yizhuang
Development Zone, Daxing
District, Beijing
FERTAMKIREF KX 54
A REER K Ficooned [E
AL RIZESEB

T: 13602728686

icoone

Guangzhou Charming Star
Trading Co., Ltd.
INTRERSERAR
Room 03C-04, Floor 42, Pearl
River International Building,
No. 112 Yuehua Road,
Guangzhou City

T TR 112 S BT ERRA
J§4203C-04F

T: 020 2211 2398
www.chkingstar.com.cn

INDIBA®

HAFIR®

1) Room 2801, Tower C,
Oriental Meidiya Center, No.4,
Guanghua Road, Chaoyang,

Beijing, China
SRR SRS F T
I CEE2801

2) Room 03A, 21/ F,
KirinPlaza, 666 Gubei Road,
Changning, Shanghai

L RKTRHILE666S 2
BAE2103A

3) Room 03A, 21/ F, 811,
Beike building, No. 59, Gaoxin
South ninth Road, high tech
Zone community, Yuehai
street, Nanshan, Shenzhen
RUITELXEEEHERH
XX EHENESI SR
KE811

4) No. 03, 41F, office building
3, International Finance
Square (IFS), No. 1, section
3, Hongxing Road, Jinjiang,
Chengdu
BETHRIKAER=ZB1S
ERR&RALIFS 35 M
41#£035

T: 010 8595 1863

INDISA

revitalizing lives

UL N
Iy ST PCHR,

Joy Plus International Group
RN ERER

Natura Bisséfit 2, Comfort
ZonefFEMHHEXIZE

7/F C, World Galaxy Tower,

1 Yabao Road, Meiban
Avenue, Longgang, Shenzhen
R RIS R EHEERE1
SEWORLDCHKXET R
Tel: +86 755 8290 4681

+86 755 8290 4682
www.joyplus.hk

VINRQY'S

MONTE CARLO

fight
LPG fogr natural
) beauty

fuu,nl'/\

Kohler Showroom

HERT

1) 456 West Nanjing Road,
Shanghai

LB RAR456S

T: 021 5375 5058

2) Ground Floor Store of
Huateng New Horizon, 195
East 4th Ring Road Middle
Section, Beijing

LR RLIRRE 1955 £
MRMEE

T: 010 8795 1684

3) Ouyada Home Furniture, 18
South Road, Tianjin
RETEDEK18S

BRIEASR &

T: 022 5828 1355

4) 282 Northern Park Street,
Ji'nan

FrramdtEX#2825

T: 0531 8860 3645

5) 15-20,195 Middle Huangpu
Street, Guangzhou

I B AIEH195515-20
T: 020 8567 7646

6) 1/F New Sun Building,
Fourth Bagua Road, Shenzhen
AT\ EEHAXEE R
T: 0755 8245 0491

7) No.1, Fourth District of
Landscape Skyline, North
Yuechuan Alley, Yingbin Road,
Sanya
ZTEmRER AN ELAR
WAX1S

T: 0898 8866 2886

8) 18, Ximian Bridge Street,
Chengdu
METIRERE18S

T: 028 6631 9350

9) 1/F, Tiangong Sun Island,
Xingai Avenue, Chongging
EXRTHBEAERIAMBSR1E
T: 023 6768 8235

10) 317 Zhongshan Road,

Wuchang District, Wuhan
KXNTHREXPLE37S
T: 027 8670 4540
www.KOHLER.com.cn

1 ¥).KOHLER.

Lumenis Enhancing Life

Advancing Technology
MEAEFHALLAR

4/F South Building Kerry
Center, 1 Guanghua Road,
Chaoyang, Beijing
JEREAPR £ S
EEFOERE

T: 010 5737 6677
www.lumenis.com.cn

LUMENIS
BMEA

LAMER

LAMER

PHYSIOCOIFFEUR
L+
RIFER LR R BR AT
1302A Marco Polo Office
Tower, Anli Road, Chaoyang,
Beijing
EERTHERRIB S FFS
K[E1302A
T: 010 5963 6831

159 1111 9123
www.physiodermie.com

(comfort zone]

conscious skin science

BERERRES(LE)H
FRAE]

Tel: +86 21 5270 7068
www.naturabisse.com

R s

EEBEBERARAR

TINT

—DELUXE—
LERRREFAMGE
PR 2]

NINA NIN©

FINE CASHMERE

YT REGRBERAT
VAGHEGGI

BEXAER

LR ARAT
nation

AND

nature

FMNTERAHEERSE
R2 5]

MsB

COSMECEUTICALS

HETHODE
PHYSIODERMIE

Swissline
LiBREERESHRAR
Room G-H, 7/F, 567 Weihai
Road, Shanghai

BT EIER567 S RRMLE A
THG-HE

T: 02161139176
www.swissline.net.com

swiss line

BY DERMALABR

Shanghai La Trinite Trading
Co., Ltd.
LiEEARHEERA

1D, 1/F, 25 Xianfeng Street,
Minhang, Shanghai
LiEmRITR EEEH2551#1D
T: 021 52995697
www.advitam.com.cn/

3

AD VITAM

Wheatwave (Hangzhou)
International Trading Co., Ltd.
Ex (M) EFRESFRAH
1058, Changhe Street,
Binjiang, Hangzhou, Zhejiang
AL AN TEILR KA EE
Fl1E10585

T: 150 1020 0024

YUSUM
TONG

— M —

ERkFERESERAF

RYITTRKFEERZE
FRAH)

4 n %
TRANSVITAL

EEFDHEERBRAR

ESVE S

IEERESLEER
FR2 5]

&
Shatk

IEIE RIS (L) BIRAR

intraceuticals

Johnson Health Tech
Company Limited
FrLE R AR A
MATRIX

CULTI MILANO

CULTI

MILANO

ANJIAKANG
BIOTECHNOLOGY CO. LTD
R REREMTEARAT

=M=

LiteaBeauty
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WELLNESS, BEAUTY, HEALTH AND LUXURY LIVING

RIS ANEES

Subscription Form

O REFZRITHENRIARZ:E/ Yes, | wish to subscribe to SpaChina Magazine Print Copy

1HE T 15 2 51)/Please tick your geographical area (prices include postage):

. — . o
—F6H8/1 year - 6 issues T 4E1280/2 years - 12 issues EakkS 10%
(] FE China:RMB600 / US$100 (] #E China:RMB1200/ U5$200
[] &% Hong Kong:RMB600 / US$100 / HKD700 [1 &3# Hong Kong: RMB1,200 / US$200 / HKD1,400
[] Rest of Asia:RMB1,400 / US$200 [ Rest of Asia: RMB2,800 / US$400
[] Rest of the world:RMB2,800 / US$400 [] Rest of the world: RMB5,600 / US$800
* IWNIEEBEENEZEHR (RAR. #E. 555 REHKX)
& /Name T451/Sex [E 5/Nationality
4\ 7] 2&/Company Name ER{iL/Job Title
g/ Tel t£H /Fax HfB/Email Address

Ze &3 It /Delivery Address

W /City EZ/Country BB K 4% %5/Postal Code

¥ ¥ /Payment Methods

[ iCEK/Please invoice me/my company (bank transfer)

Name: /88 E XU EEFRAT BACK NUMBERS @Jﬁﬁ:ﬁ.

Bank: TH$R{T LB EIEIXIT

Acct no: 1001015909006918325 2019, 2020,2021,2022

Bank Address: /5T 5 BE57635 1% SpaChina Back Numbers
Y < 2] 1) 2 2474

[ %= {H/Alipay HEFRX10E

Name: /8B E XU EEFRAT BB X SpaChinaZk A E A 1S,
Acct no: wellbridge@sinomedia.net BRESTUHAMERRIZLE

2 32 ED IR B R IE AT 3R 15
This subscription to the printed edition of SpaChina entitles you to:
- 12BIREHEEEHTFH

6-12 issues of SpaChina Magazine delivered to your doorstep every two months
*SpaChinafR R &EE R F

SpaChina Club membership card
-EFREBXIEENS AT BTN

Discounts offered by SpaChina partner shops in China

WNFE LA, BHEE L +86 215187 9633x8235 F4l: +86 137 9544 8718
For more information, please contact Summer Xia at +86 21 5187 9633x823 or

+86 137 9544 8718.Email: summer.xia@spachina.com
You can also purchase the magazine securely online at [ ] Iwantto buy

www.spachina.com/shopping.php
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