By Kate Hamilton

frer working for 12 yearsin the

telecommunications industry

asa markcting executive,
Erika Mangrum was in need of a change.
Stressed out from the muleiple pressures of
going to school to carn her MBA, working
full-time and nurtu ring anew marriage,
she was pusning her limits both pcrsonaiiy
and professionally. In scarch of a respite,
she scheduled a massage anact that later
would spari{ an interest in the spa industry.
Iwent for a massage and choughrit was
rcaiiy nice. [ decided to use the spa concept
for my final project,” she recalls. From
there, her class assignment blossomed into
asuccessful business venture that would
take the industry by storm.

To complete her MBA at the
Kenan-Flagler Business School at the
University of North Carolina at Chapel
Hill, Mangrum interviewed a cross section
of clients about what thcy were iooi{ing
for in the ultimate spa. What she found
was a clientele sccking expert information,

as WC” asaway to cscape thC daiiy grind,

Clients wanted an educated profcssionai
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who imparted knowledge and
rcaiiy good information, and
they wanted their experience
to feel spa-like, says Mangrum.
After afewyears of research
and nctwori{ing with other
industry professionals, the
latria Day Spa brand was

born with its first locarion
openingin September 1999 in
Ralcigh, North Carolina.

latria, which means theart of
well-being in Greek, focuses
on rciicving the overworked, weary client
with nourishing treatments. As with many
new spas, its ﬁrstycar in operation was
difficult. “The hardest thing was to try not
to be all things to all people. You want to
appeal to everyone, butyou really can
lose your brand. However, we knew we
had something that people really wanted,
she says.

Now the spa has grown to four
locations  threein Raicign and one in
Cary,North Carolina  and has won
several awards, including 7riangle Business

Journal's 2004 and 2005 Top Women-
owned Businesses list. Mangrum credits
this tremendous success to forward
thini{ing, Ifyou only focus on the inside
of the business, you risk bcing passcd by
because thereare alot of playersin this
industry, she says. Looi{ing forward to
the next two to five years will keep you
ahead. Ask yourselfwhere youwant to
goand what youwant to be, so you can

put that pian into motion.
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latria Day Spa,
Raleigh, North Caroling
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In addition to her responsibilities at
the spa, Mangrum teaches spa marketing
and retail management for the Univcrsity
of California, Irvine, as well as spa and
hospitality management for Cornell
University. “This combines my two loves:
tcaching and mari{cting, Students get
exposure to the business side of the spa
industry, learn a way to market more
cftectively, understand who their clients are
and discover ways to measure a successful
marketing campaign, she notes.

Mangrum has been named the

2004 Woman Business Owner of the
Year by the National Association of
Women Business Owners. In addition, she
has made several television appearances
on MSNBC, CNN, ABC,NBC and
CBS: hasappcared on the cover of Business
Leader magazine; and has been featuredin
Emreprmew magazine four times.

Opening latria has been one of the
most rcwarding decisions Mangrum has
ever made. Its also amazing to have my
S-year-old daughter sec her mom succeed
in cvcrything she does, she says. However,
the most rcwarding thing to me is when a
clientfeels beteer, reccives the resules they

wanted and is in a better piacc. s



