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Why Research Matters:
Massage, Reiki, and 
Structural Integration

4 Last-Minute Tax Tips

Not Happy with Your 
Practice? Change It! 
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Coupon, Groupon, and More
Should Mts offer    a daily deal?

Dear Diamond 
Massage & 
Wellness Center, 
We are pleased to 
deliver this check 
for $6,231.23 for 
your Groupon 
featured offer.

By Irene DIaMonD
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Our wellness center was the first in San Francisco to 
offer a massage Groupon deal. That was in June 2009. 
“Wow,” we thought, “that was cool—fast, easy money, with 
no out-of-pocket expense to us!” Cool indeed, until the 
phone started ringing off the hook and we couldn’t figure 
out Groupon’s system of how to track the buyers who were 
frothing at the mouth to come in as soon as possible.

In two days, Groupon sold 272 certificates for hour-
long massages at our center for $39 each. We received 
a revenue share of 60 percent (negotiated up from their 
original offer of 50 percent), less a small credit card 
processing fee, which gave us our nice little windfall. 
But boy, did I learn a lot from that experience. 

WHAT IS GROUPON?
In November 2008, Groupon was the first company to 
offer what are now called Daily Deals. These online 
promotional and marketing services offer a discount that 
is available for a few days to their list of subscribers. Daily 
Deals are usually 50 percent, if not more, off the regular 
prices of restaurants, services, and events in and around 
individual cities. There are now deals in almost every 
major city in the United States. Groupon’s name comes 
from combining two words, group and coupon, because, 
in order to receive the deal offered, a specified number 
of people must purchase it, otherwise the deal is off. 

New Groupon-like companies are coming onto 
the scene every day, vying for a piece of what may (or 
may not) be a lucrative business, depending on how 
you value a company, but the numbers are declining. 
In 2010, there were 430 “deal” websites in the United 
States. Now, there are only half that number.

Companies like Amazon, Facebook, and Yelp have jumped 
on the bandwagon, offering their own version of the Daily 
Deal. Interestingly, though, Facebook bowed out after only 
four months of testing and is not pursuing offering deals at 
all, and Yelp is scaling back its efforts. Google, however, is 
still cautiously testing the waters with limited offerings. 

OUR EXPERIENCE
Since we were one of the first businesses to work with 
Groupon in San Francisco, very few consumers understood 
that first promotion. The customers were calling us 
directly to purchase the deal, not understanding they 
needed to go through Groupon’s website. We were given 
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This is a huge 
advantage for 
a therapist or a 
small business 
because there 
are no upfront 
costs and, 
although you 
are selling your 
services at a 
discount, you 
are guaranteed 
the revenue.
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no instructions on how to track the 
purchased certificates; we were simply 
emailed a 16-page list of names of 
the buyers. Even Groupon’s staff was 
unclear about the entire system.

We quickly learned our $39 offer 
price was way too low. Because the 
discounted price was more than 50 
percent off our usual rates, it attracted 
a large number of clients who were not 
in a financial position to afford our 
standard rates, even if they sincerely 
wanted to come back to see us. We 
did, however, manage to get about 30 
percent of the Groupon purchasers 
to become repeat clients, and many 
referred their family and friends to 
us. I suggest keeping your deal price 
closer to your standard rates, even if 
you sell fewer certificates, rather than 
attempting to sell a higher number 
of certificates at a greater discount.

We also learned how important it is 
to include details, such as appointment 
availability, in the fine print of the 
deal. We had many people who were 
disappointed they could not get an 
appointment as soon as they wanted.

Since the time we ran our first 
Daily Deal, we’ve run five more with 
various companies. I’ve entered into 
negotiations with many others, but 
for several reasons decided against 
working with them. I have also fielded 
hundreds of calls, emails, and online 
inquiries from therapists across the 
country asking whether or not a solo 
therapist or massage business should 
participate in a deal, the best way 
to handle a deal, and how to handle 
being swamped once a deal has run. 
For us, we feel we have fine-tuned the 
system of offering these Daily Deals 
and perfected how to guarantee the 

best return on the experience. Will a Daily Deal work for 
you? Here are some things to consider before you jump in. 

SHOULD YOU DO A DAILY DEAL?
This question is a big one among therapists and can be very 
controversial. Many therapists and other small businesses feel 
it is a great way to stimulate business by getting some income 
and new clients. Other therapists feel it creates a “coupon 
culture” in which consumers will never again want to pay full 
price and clients are only looking for the next cheap massage.

I believe a deal can be beneficial for most 
businesses, but it absolutely needs to be structured 
appropriately and in keeping with your brand.

BENEFITS OF RUNNING A DAILY DEAL
When you agree to run a Daily Deal, the online company 
does all the work to create effective promotional campaigns, 
work that many small businesses don’t like or don’t know 
how to do. Once you have negotiated all the details with 
your account manager regarding the offer, the price, and 
the date your deal will run, they create the advertising copy, 
handle the artwork, run the promotion, handle the orders, 
and manage any refunds or customer service issues. After 
the deal ends, you and the deal company split the revenue.

I encourage you to think of this form of advertising as 
a loss leader, which means the goal is to get new clients in 
the door without spending a lot of money. You might even 
lose some money, but you will never have any out-of-pocket 
expenses you can’t afford. Even if no certificates are sold, you 
will owe nothing but will still have received exposure in the 
process. Following are some additional benefits to consider. 

Pay for Performance
Traditional advertising is paid in advance, with no 
guarantee of any sales or new customers. Daily Deals offer 
“pay for performance,” which means you only pay once 
you know exactly how many new sales it has generated 
for you. In fact, you don’t even pay them directly—their 
fees are deducted from the total revenue generated from 
the promotion prior to them issuing you a check.

This is a huge advantage for a therapist or a 
small business because there are no upfront costs 
and, although you are selling your services at a 
discount, you are guaranteed the revenue.
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If you are currently doing any paid 
advertising for your business, you 
are aware there is a cost associated 
with it. The cost you incur to run the 
ad to get a new client will offset the 
payment the client gives you for your 
service. Let’s say you put together some 
promotional flyers that cost $50 to 
print and distribute. If your promotion 
results in five new clients, your cost 
per client acquisition was $10. This 
means if you charge $100 per session, 
you just gave a session for $90.

Of course, some advertising 
doesn’t bring in even one client, so 
you must deduct the full advertising 
expense from your week’s or month’s 
earnings. If you have a budget allotted 
for your advertising, I encourage 
you to see the huge benefit that 
paying for performance gives you.

Exposure
Even if your offer doesn’t sell very well, 
by having your company promoted 
online you still get additional visibility. 
Many deal sites send your business 
name, phone number, and website 
directly into their subscribers’ email 
boxes, and have relationships with 
other media outlets. This can mean 
hundreds of potential clients hearing 
and reading about your business, 
which can have great impact, even 
if it is not seen immediately.

Breakage
Breakage refers to the many certificates 
that are sold that will never be 
redeemed. This number is estimated 
in the deal industry to be around 12 
percent of the total sold. You get to 
keep the money on those certificates 
that someone has bought, without 
doing the massage. If someone wants 
to redeem a certificate after the 
expiration of your deal, I encourage 

you to honor the price they paid for the certificate as a 
credit toward any full-priced service you offer. This will 
keep them happy and hopefully result in a new client. 

WHAT’S THE CATCH?
By now, you’re probably thinking this all sounds great: 
you get free promotion for your massage business, they 
do all the work to set up and run the deal, and you 
only pay them based on the money that comes in from 
certificate sales. So what is the catch? I think the “catch” 
is minimal, but here are a few things to consider:

Since the business model is pay for performance, 
these companies will ask that you give them an 
incredible package to offer their list so they can 
sell hundreds of them. Remember, they make more 
money if they sell 500 than if they only sell 15.

Yes, there will be a percentage of new clients who 
are only looking for the cheapest massage and will 
never become a return client for you. This is the nature 
of the industry, and is not worth worrying about.

Some people think there is “deal fatigue,” 
where subscribers (who may be on more than 20 
email lists) get bombarded by daily offers and 
start to unsubscribe or ignore these deals.

yes, there will be a 
percentage of new clients 
who are only looking for 
the cheapest massage and 
will never become a return 
client for you. This is the 
nature of the industry, and is 
not worth worrying about.
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In Favor of A Daily Deal
We had a new client come in the other day and pay full price 

for his service. He was an account manager for one of these 

Daily Deal companies, and he later called me to ask if we 

wanted to run a deal with his company. I jokingly said to him 

he should have had us run the deal first, and then he could 

have come in at a discount. 

His response was confirmation that 
many clients, although they love a good 
deal, are not living their lives around the 
deals. “If I need a service, I go to a place that will meet 

my needs rather than one that is just low-cost. I sometimes 

will use a deal to help me try a new place to eat, get a 

massage, or maybe even take a trip. If I really like the place, 

I will definitely return at full price. Even though I 

work for a high-end deal site, I would say 

the majority of the time I actually pay full 

price for most services or restaurants. 

“If I’ve tried a massage place through a 

deal, and got a good massage that helped me get rid of pain 

that had been bothering me for awhile, I would definitely 

continue to go to that business again. For me, good 
service and a positive outcome always 
trump just getting a deal, and I’ve found the bulk 

of our company’s clients feel the same way, too.”

SHOULD MTS OFFER A DAILY DEAL?
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Others feel that offering discounts 
cheapens your business in the client’s 
mind. While this may be true 
for some of the lower-priced deal 
websites, there are also a number 
of higher-end websites that cater to 
only the most exclusive businesses.

ONCE THE CLIENTS COME IN
Once you’ve got these new clients 
in your clinic or studio, it’s your 
chance to wow them—I call it “service 
vetting.” If they are looking to build 
an ongoing relationship with a 
therapist, they will be interviewing 
you, and they will continue to try 
deals until they find the perfect fit.

Susan Epperly, a clinical massage 
therapist and co-owner of Tiger 
Lily Studios in Austin, Texas, has 
successfully used a number of Daily 
Deals to grow her practice. “Be open 
to working on clients from all walks 
of life, even those whom you think 
are not your ‘ideal clients,’” she says. 
When it comes to turning discount 
voucher clients into long-term, repeat 
clients, the most important strategy is 
to “give ’em all you’ve got.” Offering a 
deal will put new clients on your table, 
but that really only provides you with 
an opportunity to audition for those 
clients. You want them to leave thinking 
(and talking) about the exceptional 
value they got and their eagerness 
to return. “A deal gives new clients 
an opportunity to try out an MT’s 
services at a discounted introductory 
rate. Over 60 percent of our discount 
voucher clients, after having tried 
us out, have returned for additional 
sessions at our full, regular rates.”  

WHAT TO OFFER?
To get started, I suggest creating an offer for one of your 
lower-priced services, such as a 30-minute massage, or a 
package of a 30-minute Swedish massage with aromatherapy 
and a foot bath, for example. Your account manager will 
try to get you to offer a higher-priced service because 
they make more money, but my suggestion is to keep it at 
something that retails for less. That way, even with the price 
reduction you will not lose much, plus you will still get new 
clients. Once clients love you, or even at their initial visit, 
they can then choose to upgrade, or add services or time, 
and you will not be obligated to split the revenue for it.

See if you can create a package similar to this 
“Pamper Party”: Total Package Value—$84 ($54 for a 
30-minute massage, $15 for aromatherapy, and $15 for 
a foot bath). Customers pay $44, which is 50 percent 
off. When they come back, they know your regular 
rate is $54 for the 30-minute massage—not a big jump 
from what they paid for their deal certificate!

One of my colleagues, Paul Brown, and I were involved 
in an online discussion on Massageprofessionals.com/forum 
giving advice to other therapists about offering deals. “I did 
a Groupon voucher as a solo practitioner last November and 
sold 200 vouchers for a half-price hour massage session,” 
Brown wrote. “The first thing I did was limit the hours that I 
accepted [deal] clients—[I] eliminated evening and weekend 
appointments for them so I could continue to see my existing 
clients. I offered a small discount on their next massage if they 
booked one right then at the end of their session within two 
weeks. This helped me convert many, many of these clients 
to become regulars. Finally, the voucher expired, and I have 
been booking some of the expired voucher clients using the 
voucher as a gift-credit applied toward a full-rate session 
instead of for a full session—one of the expired certificate 
clients booked a two-hour session with me recently and 
paid the difference—which means I made money off of that 
voucher. Other clients are doing the same thing. Almost 
30 percent of the vouchers expired, so that’s cash in my 
pocket for no work. Granted they will have to be honored 
as coupons if they decide to book a session, but that means 
that I make almost all of the money I would have made on 
a massage session,” he says. “I rebooked 20 percent of the 
clients—that’s a fantastic return on my investment, and I look 
forward to these new clients for a good long time to go.”  
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WHAT TO DO
Get sample ideas. Look on some deal websites (Bloomspot.
com, GroupSwoop.com, Joffer.com, LivingSocial.com, 
TownHog.com, TwoBuckDuck.com, and WeGiveToGet.com, 
to name a few) and see their past offers to get ideas of what 
you can offer.

 
Decide how many new clients you can handle. There 
have been numerous reports of solo practitioners 
and small businesses being swamped with too much 
business and ending up with many disgruntled 
clients who complain in online reviews.

 
Develop your offer. Decide how to position your 
offer, either as a specific service, such as a $95 hour 
massage for $49, or a general discount on any of your 
services, such as $100 worth of services for $50.

 
Define your fine print. I suggest you limit the number 
of certificates each person may purchase; allow them to 
purchase a certificate as a gift; put a minimum client age; 
have a six-month or one-year expiration date; and specify 
the hours they can schedule with you. If you live in an 
area with tourists, restrict the deal to local residents.

 
Determine your upsell. Once you have new clients in the 
door, what will you do to keep them coming back to you? 
Come up with a really irresistible offer that they can’t help 
but say yes to, and don’t limit it to just discounts. Remember, 
when you knock their socks off with your ability, service, 
skills, and warmth, these people will hopefully ignore the new 
deal offers that arrive each day in their email, knowing that 
you provide not only a good value, but exceptional results. 

HERE TO STAY
Everybody loves a great deal. These Daily Deal companies 
are here to stay, and as our economy ebbs and flows, so 
will the way the deals are structured. Business owners 
(like you) are becoming savvier about working with 
coupon companies. Hopefully these companies will 
continue to be a valuable advertising resource.

As you can imagine, massage is one of the most popular 
services being offered in Daily Deals, so we as massage 
therapists have the upper hand. We have the ability to 
negotiate well, package our services in ways that best 
reflect our skills and needs, and price them accordingly. 
Hopefully, the result will prove profitable for you with 
new and returning clients coming in your door. 

SHOULD MTS OFFER A DAILY DEAL?

MARCH
2-4 Austin, TX 800 474-0852
2-4 Wellfleet, MA 508 349-2429
3-4 Lancaster, PA 717 842-0393
17-18 Dallas, TX 214 275-0884
23-25 Clarkdale, AZ 866 334-3348
24-25 Columbus, OH 614 336-9502
24-25 Chicago, IL 630 389-9999

APRIL
13-15 Grand Prairie, AB 780 228-3652
13-15 Santa Fe, NM 505 982-8398
14-15 Seekonk, MA 401 829-0293
21-22 Cleveland, OH 877 349-0120

27-29 Wash. DC area 240 529-8232
28-29 Clarkdale, AZ 866 334-3348

MAY
4-6 Minneapolis, MN 952 894-9988
17-18 Lexington, KY 859 252-5656 X31
18-20 Chicago, IL 866 334-3348
19-20 Lexington, KY 859 252-5656 X31

JUNE
1-3 Gainesville, FL 352-339-3412
9-10 Seattle, WA 206 853-6875
22-24 Avila Beach, CA 805 801-8088

All workshops are NCBTMB approved

— ANATOMY TRAINS WEEKENDS —

ANATOMY TRAINS® Short Courses for Manual and Movement Professionals

Body Language is a unique 200-hour skill development
course based on the Anatomy Trains. Essential
information for the yoga teacher, trainer, or movement
teacher! Starts April 2012 in Boston. Details at:
http://tinyurl.com/BL2012

www.AnatomyTrains.com • 888 546-3747

Structural Integration Certification 

You asked and we listened! Anatomy Trains second
edition and Fascial Release for Structural Balance now

come in spiral
bound editions.
These books are
identical to the
standard-bound
editions, but they
lie flat on your
desk or treatment
table for easy ref-
erence. Both are
available at our
on-line store.

When you train your mus-
cles and coordination,
you're training your fascia
too! This new video by Dr.
Robert Schleip connects
new scientific discoveries
about our sinews and their
response in training, injury,
fascial remodeling, elastic-
ity, and proprioception. This
fresh look at the fascial
web.includes practical exer-
cises and awarenesses for
your students and clients.

20-page booklet included
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FASCIAL FITNESS

How to Train Your Connective Tissue Network

New Products

AVAILABLE IN OUR WEBSITE STORE

Put Anatomy Trains to work in your practice!

KMI (Kinesis Myofascial Integration is our flagship 500-
hour certification in Structural Integration based on the
work of Dr. Ida Rolf. New trainings begin in Maine (August
2012) and in Portland, OR (January 2013). Details at
http://www.anatomytrains.com/kmi/courses

Fascial FitnessSpiral Bound for Convenience

For Manual Therapists For Movement Therapists

 Irene Diamond, RT, 
is an educator, public 
speaker, and business 
coach who enjoys 
enlightening therapists, 
fitness trainers, coaches, 
and other “thera-
preneurs.” Diamond will 
be inducted into the 
Massage Therapy Hall of 
Fame in 2013 for her work 
with Active Myofascial 
Therapy, and her online 
business resource, 
SuccessfulMassage 
Therapist.org. Reach 
Diamond at Facebook.
com/TherapySuccess, 
Twitter.com/
MassageResource, 
or www.thediamond 
method.com.

As you can 
imagine, 
massage 
is one of 
the most 
popular 
services 
being 
offered 
in Daily 
Deals, 
so we as 
massage 
therapists 
have the 
upper 
hand.
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