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There was a time not so long ago when Hot Spring, New 
Zealand’s oldest and most trusted spa company, thought 
of themselves as marketing traditionalists. 

They preferred print to PPC, TV to social media live feeds. 
But having brought in Growth Partners to steer their digital 
strategy, they’ve transformed into a digital powerhouse, 
increasing their sales and the quality of their leads, 
all while halving their marketing spend. 

How? Growth Partners uncovered opportunities that Hot 
Spring didn’t know existed, and developed a full spectrum 
of strategies to capitalise on them.
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Background 

In 1980 Dale Paretovich created the world’s first fully portable 
and fully insulated spa pool in his Auckland garage. In the 
four decades since, Hot Spring has grown into New Zealand’s 
oldest and most trusted spa pool brand, delivering luxurious 
soaking experiences to Kiwis up and down the country.

The company spent decades and endless marketing dollars 
growing the Hot Spring brand. These efforts had always 
been focused on the traditional advertising channels of print, 
radio and TV. Initially this was because traditional channels 
were the only option, but even after the explosion of digital 
marketing, the preference for print and broadcast media 
remained. The organisation knew what they were doing in 
those spaces, and they knew it had worked before.

Whether that success would continue into the future was 
another question altogether.
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Problem

At a national scale, and over time periods measured in 
decades, traditional awareness campaigns require millions 
of dollars in spend. Through its significant marketing efforts, 
always focused on traditional channels, Hot Spring did a lot 
for the spa pool industry as a whole. It was expensive, and 
the rewards didn’t exclusively come back to Hot Spring - the 
company’s competitors would often say ‘we love when Hot 
Spring spend big on advertising because the public buy more 
spas in general’.

Nevertheless, the historical success of the traditional 
approach was such that digital marketing was almost seen as 
a necessary evil - sure, Hot Spring understood the value that 
a website, search engines and paid advertising could bring, 
but it was always seen as a supplement to their traditional 
marketing efforts, as something that just ticked over in the 
background.

“Our Director has always been focused on the traditional side, 
and is savvy with it. We also thought we were doing a decent 
job with digital marketing. We were working with reputable 
agencies that were focused on SEO, SEM and paid advertising 
strategies.”  Aaron Sampson, General Manager, Hot Spring Spas NZ
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It was only when the team began to talk to a 
new digital agency - Growth Partners - that they 
discovered that they might not be capitalising on 
the opportunities at hand.

“When we were first speaking to Growth Partners, 
the general feeling was ‘here’s just another digital 
marketing agency that won’t deliver a return on our 
investment’,” Sampson explains.

But where other agencies said ‘here are the 
keywords you highlighted, here’s how high you 
ranked for each, and here’s how many conversions 
we got you this month’, Growth Partners outlined a 
very different set of numbers:

-  This is what the total New Zealand spa pool 
market is worth.

- This is your market share.

- This is what your competitors are doing. 

- This is what you’re missing out on.

The focus on market share proved pivotal in 
changing the Hot Spring Director’s mind about 
digital marketing. Growth Partners outlined who 
was dominating the space, how much they were 
dominating it, where Hot Spring could gain ground, 
and the potential returns if they were able to get 
this right.

Digital awareness also turned out to be a different 
ball game to the traditional awareness strategies 
that saw sales bleeding to competitors. By fashioning 
a digital journey for the buyer, Growth Partners 
explained that Hot Spring could stay attached to 
them throughout, and reap greater sales rewards 
at the end.
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Along with outlining Hot Spring’s current market 
share and opportunities, Growth Partners’ 
DigitalArchitect showed Hot Spring exactly where 
to invest their marketing budget in order to realise 
the greatest returns. It offered a step-by-step 
process in which it described how to generate 
more leads than the company thought possible 
- an aggressive plan that was to be implemented 
over a period of 12 months.

Then the pandemic hit.

In March 2020, just as the plan was about to be 
set in motion, both Growth Partners and Hot 
Spring were asked to turn on a dime. Realising the 
significance of the moment, wholesale changes 
were made to the plan over the course of a week.

During this process, Hot Spring realised that they 
perhaps needed more marketing knowledge and 
leadership than their current capability. “We had 
a lot of talented marketing people on our team,” 
Sampson explains, “but we needed help in getting 
the best out of them. Mal from Growth Partners 
ended up taking on a pseudo-marketing manager 
role, and brought some real structure to the 
marketing team. His connections and skills have 
been incredibly valuable.”

It’s important to note that Growth Partners are 
all too aware that internal marketing people can 
perhaps feel threatened by external consultants, 
or that their toes are being stepped on. Growth 
Partners are at pains to ensure that they 
complement a client’s internal marketing force 
- collaboration, not competition, is the order 
of the day, a fact confirmed by Hot Spring’s 
marketing team.

The Solution

. . . Growth Partners’ 
DigitalArchitect showed 
Hot Springs exactly where 
to invest their marketing 
budget 
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“As the Acting Marketing Manager since early 2020, Mal has 
been a wonderful asset to the Hot Spring team,” confirms Stacey 
Sampson, one of Hot Spring’s Digital Marketing Specialists. “His 
experience and leadership has been crucial during a period of 
rapid growth and change where he has pushed the business 
into the 21st century. Mal has helped us go from strength 
to strength, achieving big milestones in quick time. We have 
Mal and the Growth Partners team to thank for our sales and 
marketing successes.”

“We always felt that we could do so much more, but we didn’t know 
how to get there,” adds Daphne Andrews, another key member of 
the in-house marketing team. “Growth Partners has been great to 
work with - they’re like an extension of our own team. The skills, 
expertise and insights that they have shared has created a dream 
team. They motivated us to do better, and everything that we‘ve 
always wanted to achieve is now getting done.” 

But what exactly were these achievements?
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Hot Spring’s initial digital marketing hesitancy was one thing, 
but the earth-shaking events of early-2020 were quite another. 
Growth Partners faced monumental (and at that point entirely 
unique) challenges in transforming Hot Spring’s online presence 
during a pandemic, but over time they managed to do just that.

“The return on investment has been phenomenal,” says Sampson. 
“We’re spending half the amount of money we used to spend on 
traditional media, but we’re seeing better results. When you do it 
the right way, digital marketing is far more targeted and effective.”

Hot Spring viewed ‘cost of acquisition’ as a key measure in 
marketing effectiveness. On the back of the new strategy this cost 
is down substantially - about 40% lower than it used to be - which 
means that for the first time ever, the company is underspending 
rather than overspending on marketing.

“We are generating more leads overall and they are definitely a 
more qualified buyer,” Sampson continues. “Sales have increased, 
though we’re mindful that we were one of the businesses that 
COVID perhaps benefited - a lot of people were looking for a spa 
pool staycation - so as things start to settle back down we’ll begin 
to see the results of the digital work in its purity.”

The Results

“We’re spending half the 
amount of money. . . 
but we’re seeing better 
results”.  Stacey Sampson
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More than just SEO strategy and paid marketing, the 
look and feel of what Hot Spring is delivering to their 
customers has changed. The buying journey has 
been totally re-engineered - where the awareness 
and consideration phases were difficult to do in a 
controlled and effective manner offline, they now 
form a critical piece of the puzzle.

The company is now seeing far more qualified buyers 
going through its website and into its showrooms. 
Tools like LiveChat have become a part of everyday 
life, and have opened up more ways to sell spas. 
Hot Spring is also enjoying great feedback on the 
experience from both its dealer partners and retail 
customers. “I think we’re increasing our credibility as 
well,” adds Sampson.

When pressed on why he chose Growth Partners 
in the first place, Sampson said the decision was 
easy. “The Growth Partners approach is different 
to what you’ll typically see. It’s data driven, so for 
companies like us, who make business decisions 
based on data, the decision almost makes itself. 
Once you see the hard data, it’s a pretty easy call 
to go with Growth Partners.”

Having spent over four decades establishing the 
brand in New Zealand, Hot Spring are now looking to 
spread their luxurious soaking experiences across 
the Tasman. Armed with an efficient, effective and 
scalable online presence, they feel ready to enter 
markets like Sydney and Melbourne - single cities 
that are as populous as their home country.

“We can now confidently spend our money in a way 
that ensures we get results. Australia is our oyster if 
we get the strategy right.”

And thanks to their ongoing partnership with 
Growth Partners, they more than likely will.
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At Growth Partners our DigitalArchitect has been designed 
to answer all your questions and more, helping empower 
your marketing team, whether internal or external, with 
the information they need to succeed. 

By demonstrating how you can enhance your search 
strategy through both organic and paid means, we turn 
your website into a lead generation machine.

Ready to enhance your search strategy? 

We’re ready to help. 
Book a 15-minute consultation with Growth Partners 

Director Steve Bambury today.

www.growthpartners.co.nz/book-a-meeting
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