
The first and only site to list and map every 
hot spring resort in the United States.



User Experience



Meet Gretchen
A 45 year old wellness enthusiast looking to plan her next family 
get away. She works long hours and is in need of some relaxation.



She heard about the benefits of  
hot springs so she searched google 

and the results were a bit confusing.







This is not good for this 
traveler’s experience. And 

what is not good for her is not 
good for you.





Trends



Secondary Wellness Traveler 
A traveler who seeks to maintain wellness while traveling or who participates 
in wellness experiences while taking any type of trip for leisure or business.

They comprise of 89%  
of wellness trips taken and  

86% of expenditures. 
- Global Wellness Institute 

78% of U.S. affluent travelers want to 
include wellness in trips and enjoy the trip 
planning process. 

From 2018 to 2019 the number that have 
taken a wellness trip increased from 1 out of 
10 to 1 out of 5.  
- Skift 

Hot Springs of America can 
capture this audience. 



Meet Jake
A business man and avid soaker. He has a business 

meeting to attend in California. He read a blog about how 
hot springs can help with jet lag.



Jake would like to find a hot 
springs to enjoy while he is there. 

His results are a bit misleading.



So he tries searching 
for hot springs “pool” 

in California

Then just “hot springs”



He finally zooms out on the hot springs search and zooms back in on California. 
He is up to 4+ steps with mediocre results.



This is what Jake is looking for.  
In just one step. 

Without this platform Jake may have 
abandoned the hot springs search 

and settled for the hotel pool.



Trend: Goal setting tourist
Demand for Specific Solutions and 
Increasing Awareness of Value 
Proposition: Consumers are 
becoming more aware of the value 
associated with a true Wellness 
Vacation that is planned with a 
specific goal and carefully 
researched to ensure the right fit 
prior to booking. 

- https://www.wellnesstourismassociation.org/
five-wellness-travel-trends-2019/



Providing searchable 
amenities and descriptions 

helps consumers find a 
quality match easily.



– entrepreneur.com

“You don’t want to attract all the people; you want 
to attract the right ones. It’s a waste of time and 

resources to nurture relationships with people who 
are a bad fit for your business.” 



Positive Experience
• Jake used Hot Springs of 

America to search for a clothing 
optional pool. 


• The facility was exactly what he 
expected and he was able to 
benefit from connecting fully 
with his soaking experience. 


• His goals were being met.




Until Gretchen and her family showed up . . .



Negative Experience
• Gretchen was tired of sifting through 

search results online and went with the 
facility that was easiest to find.


• She did not realize it was a clothing 
optional facility and was mortified when 
she had to answer her five year old when 
she asked where Jake’s pants were.


• This made Jake feel a bit uncomfortable.


• Gretchen’s goal of relaxing was not met.



Cost of attracting the 
wrong consumer 

Gretchen’s humiliation prompted her to 
write a negative review. Research has 
revealed that customers need to see 

ten to twelve positive reviews to make 
up for one negative.



Story-
minded 
traveler

Circuits, sagas and epic storylines 

Transformative travel has 
evolved from being centered in 
one location to an inclusion of 
several in which the traveler 
becomes immersed in a journey 
with a narrative. 

- 2018 Wellness Trends, from Global Wellness Summit



Itineraries



Colorado Historic Hot Springs Loop
Itineraries will help direct a story-minded traveler, benefiting multiple 
hot springs and create routes for pilgrimage travel while elevating the 

hot springs community.



Circuit potential

• Arts and Culture


• Native American rituals


• Reconnecting with nature


• Get to know a state


• Become a collector



Combatting Overtourism
“Overtourism is a wellness issue for the 
world. After all, travel to overtouristed 
places is not a well experience for 
visitors nor for locals. 

Can wellness tourism prove to be the 
antidote that eases the ills of 
overtourism? Experts say diversifying 
the tourism product helps relieve 
pressure on natural and cultural 
resources and achieves a more 
equitable distribution of tourism 
benefits for residents.” 

- 2019 Wellness Trends, from the Global Wellness 
Summit 



Slovenia
To better distribute tourism flows and 
to develop tourism beyond major 
tourist destinations, Slovenia has 
created four macro-regions, three of 
which are wellness-oriented. The 
Thermal Pannonian is an area filled 
with healing waters. 

In dividing the country in this way, 
Slovenia is merely promoting assets 
that already exist. For example, the 
country is rich with thermal mineral 
springs. Today, natural spa resorts and 
wellness centers combine natural 
features, years of healing traditions, 
and contemporary medical approaches 
in wellbeing and health. The Slovenian 
Spas Association works with the 
government to showcase these key 
assets, which can drive tourism 
throughout the entire country.



A part of the solution
At the 2018 Global Wellness Summit, Dr. Jean-Claude Baumgarten, the former president and CEO of the World Travel & 
Tourism Council, stated that wellness tourism could “be a solution to overtourism, by diversifying an established 
destination’s tourism product” and opening up new areas that travelers might not have previously considered. 

Hot Springs of America does exactly that by educating the population on the many 
diverse resorts throughout the country. 

State and local tourism associations can also utilize the individual state pages to promote hot 
springs as a viable alternative and more authentic option for out of town guests.



Marketing Benefits
• Expanded exposure 

• Boost SEO 

• Mobile friendly platform 

• Blog exposure 

• Video content 

• Visual marketing 

• Social media links



61% of mobile searchers are more likely to contact 
a local business if they have a mobile-friendly site.  
- Junto, 2019

Mobile Friendly



Blogs 

One in ten blog posts are 
compounding, meaning 
organic search increases their 
traffic over time.  
-HubSpot, 2016 

Marketers who prioritize 
blogging efforts are 13x more 
likely to see positive ROI.  
-HubSpot, 2019



32% of marketers say 
visual images are the most 
important form of content 
for their businesses. 
  
HubSpot, 2018

Visuals



• Video content is 50 times more likely 
to drive organic search results than 
plain text.  
- Omnicore, 2018 

• After watching a video, 64% of users 
are more likely to buy a product online.  
-Forbes, 2017

Video



59% of Americans believe that 
customer service through 
social media has made it 
easier to get their questions 
answered and issues resolved.  
- Lyfe Marketing, 2018 

Social Media
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