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factor
Treat clients’ skin with these products 
that target the skin’s natural DNA 
repair processes. BY DARBY RADCLIFF

1.  CellSurge Intensif  
Serum Concentrate  
CELLECLÉ SKINCARE 
www.cellecleskincare.com

2.  Prevention Daily Matte  
Moisturizer SPF 32 
IMAGE SKINCARE 
www.imageskincare.com

3.  Pro-Corrective Pore 
Minimizing Serum 
TIMELESS BY PEVONIA  
www.timelessbypevonia.com

4.  LumaPro-C 
HYDROPEPTIDE 
www.hydropeptide.com

5.  SuperSerum 
SYNERGIE SKIN  
www.synergieskin.com

6.  DNA Replenishing Serum 
WILMA SCHUMANN  
EUROPEAN SKIN CARE 
www.wilmaschumann.com

7.  Pro-Collagen +  
Serum Amplifier 
EPICUREN DISCOVERY 
www.epicuren.com

8.  PhotoSerum 
LIGHTSTIM 
www.lightstim.com

9.  DNA Intensive Renewal 
DNA EGF RENEWAL 
www.dnaegfrenewal.com

  10.  Rice Extract  
Moisturizing Cream 
THANN 
www.thannonline.com

FOR MORE DNA-REPAIRING PRODUCTS, VISIT  
www.americanspa.com.
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 64 HR Tips
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A constantly revolving 
selection of retail products 
is one of the appealing 
features of Heyday. For 
more, turn to page 60.

advice on building your business
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SUCCESS CAN BE DEFINED IN MANY WAYS. FOR THE FOUNDERS OF HEYDAY (NEW YORK CITY),  

a niche spa that focuses on facials, it’s based on two statistics related to client engagement. “First, our client 

base is evenly split between people who have never experienced a facial before and those who have but were 

unsatisfied with the options in the market,” says cofounder and CEO Adam Ross. “The former group is well 

aware of the benefits of receiving facials regularly but couldn’t afford it, and with Heyday, they now can. 

So, we’re both growing the category and taking a share from existing players.”  The other number pertains 

to the frequency with which clients visit. “Approximately 40 percent of our clients come to see us each 

month, which is the ideal frequency with which people should be getting facials,” says Ross. The brand 

recently introduced its second location in TriBeCa this past August, just a little over a year after making its 

debut in NoMad, the New York City neighborhood North of Madison Park, in June 2015. Employing more 

than 50 team members between the two locations, the company is focused on expanding its reach. Here, 

Ross shares how the Heyday brand has come so far so fast and plans for its future. 

saving FACE
A New York City 

spa brand creates a 
sensation filling a need 

for fuss-free facials.

[Q+A]

continued on page 62

TO WHAT DO YOU ATTRIBUTE  
HEYDAY’S SUCCESS? 
We’re still very young, but our initial success has 

been due to offering a compelling value proposition 

in the market. There is no reason why facials 

should be more than $200, or other services, such 

as microdermabrasion being priced in the $80 to 

$120 range. At Heyday, the add-on is $35. Add 

long operating hours and easy online booking and 

it all adds up to a seamless experience. Professional 

skincare should be both affordable and accessible and 

without all the other points of friction, which is why 

we are resonating with both male and female clients.

 

WHY DO YOU THINK THE BUSINESS  
HAS BEEN ABLE TO SUCCEED WHERE 
OTHERS HAVE FAILED? 

Retail products are 
updated seasonally to 

ensure spa-goers' skincare 
concerns are being met. 

Professional 
skincare 
should 
be both 

affordable and 
accessible...

BIZ | SUCCESS STORIES
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continued from page 60
To some extent, it’s early days, so we don’t want to 

get ahead of ourselves. Today, we have a younger 

consumer (aged 20 to 40) who has historically been 

less of a focus for other spas that are increasingly 

targeting an older and more affluent demographic. 

 

WHAT HAVE BEEN THE BIGGEST 
CHALLENGES IN EXPANDING AND 
GROWING THE BUSINESS? 

For us, it will be maintaining the incredibly high 

standard for our facials and the manner in which 

we communicate what we’re doing to our clients. 

We have a comprehensive training program, and 

this remains our number-one focus, like it does in 

any people industry.

 

HOW DO YOU ATTRACT NEW  
AND REPEAT CLIENTS AND  
ENCOURAGE THEM TO VISIT? 

Our brand really helps us here. The name Heyday is 

a name used more by our parents’ generation where 

they referenced “in my heyday,” referring to when 

they were in their best period of their lives. That’s 

Heyday. We want people to be the best version 

of  themselves and have the best possible skin so 

they can put their best faces forward. Facials are 

less about pampering and indulgence and more 

about self care and wellness, and this messaging 

is resonating exceptionally well with our clients.

 

HOW DO YOU USE DIGITAL MARKETING 
AND SOCIAL MEDIA TO BOOST BUSINESS? 

We’re more of a lifestyle brand, as great skin 

is influenced by so many factors, such as diet, 

stress, sleep, exercise, and more. So, we try 

to incorporate all of this into our messaging, and 

we do it with some personality. We take skincare 

very seriously, but ourselves, not so much. People 

like to engage with brands that they see as 

an extension of themselves.

 

HOW DO YOU KEEP THE TREATMENT 
MENU FRESH AND RELEVANT? 

We rotate our products seasonally to address 

season-specific concerns and weather and 

environmental factors. Summer generally sees more 

SPF moisturizers, lightweight products, and wipes 

and mists before transitioning into oils, serums, and 

heavier moisturizers in the winter months. 

 

HOW DO YOU KEEP YOUR STAFF 
MOTIVATED TO SELL? 
Our focus is actually on knowledge and informing 

the customer.  This results in product sales, but 

one thing so many of our clients have appreciated 

with Heyday is that we aren’t pushy when it comes 

to product sales. That’s the last thing people need 

after a relaxing treatment.

 

WHAT ARE YOUR PLANS FOR THE FUTURE? 

We see incredible opportunities across the U.S., 

both in the major cities and in  a number of 

regional cities. Our short-term focus is New York, 

but in the next 12 months, we will  likely be 

looking to expand out of state.—HEATHER MIKESELL 

clockwise from top: Heyday 
features comfortable 
facial rooms, ample 
product displays, and a 
neon sign capturing the 
brand's playful message.
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