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PROMOTIONAL HOME RUN

people to see, for example, your hot tub image.
Atera AnyTemp Spas added Pinterest to its social 

media	marketing	strategy	in	June	2012.	“My	fiancé	was	
addicted to it, and I originally didn’t see a whole lot 
of benefit for our business,” admits Joshua Reynolds, 
director	of	sales	and	marketing	for	Atera.	“But	I	spoke	
to other business owners and saw the allure of the visual 
aspect of marketing.” 

Images of bubbling spas and tranquil spa owners 
certainly have a place on several boards (a way to organize 
your pins, which can be created around any topic you’d 
like), and more spa retailers and manufacturers are tuning 
in to this concept. “We see Pinterest as a way to visually 
communicate who we are as a brand,” says Jake Ricks, 
the	online	marketing	manager	for	Bullfrog	Spas.	“It’s	
a good way for someone to identify our brand without 
pushing a sale on them. It’s more about maintaining a 

THE NEW YEAR WILL MARK THE THIRD ANNIVERSARY of Pinterest, 
a bulletin board–style social photo sharing site, and 2012 has 
propelled it into the social media inner circle, moving it from 
seventh to third most popular social network on the web.

But	what	does	the	increased	success	of	Pinterest	mean	for	spa	
retailers? A close examination of some of the most successful hot tub 
Pinterest accounts reveals yet another beneficial tool for social media 
marketing.

WHAT’S ALL THE FUSS ABOUT?
Pinterest says its goal is “to connect everyone in the world through 
the	‘things’	they	find	interesting.”	Millions	of	pins	are	added	each	
week, it claims, connecting people “through shared tastes and 
interests.”

The power of the “repin” — a way for Pinterest users to add an 
image they find while browsing to one of their own boards — is that 
it maintains the original link to the image no matter how many times 
it’s repinned. As such, there is potential for hundreds of thousands of 
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Social Media Specialist Cassie Witt’s (cassiewitt.com) 
guidelines for spa retailers to utilize Pinterest effectively:

Don’t have a social media “one-night stand.” 
Don’t sign up, do a few things and then never touch 
it again. Rather, make sure you have the time and 
staff to make it work. If you see it’s not for you, delete 
the account so you don’t disappoint potential customers.

Share other products and services on 
your boards.
Witt points out that Bullfrog Spas does a great job 
on this element with its Dream Backyards, Relaxation 
and People That Need a Hot Tub boards.

Repin stuff. 
In other words, be active on your Pinterest account. 
Set aside time every day (or at least weekly) to work 
on it.

Connect your Pinterest account to 
Facebook and Twitter. 
Select the option in your Pinterest settings to publish 
your activity to your Facebook timeline. “This will 
stretch the reach of your Pinterest account far beyond 
just the site,” Witt explains.

Put a “follow me on Pinterest” button 
on your website.

Completely fill out your profile. 
Customers want information, so be sure to provide it.

TIPS FOR EFFECTIVE PINNING
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conversation in a visual way.”
Jill Seng, marketing director for International Hot 

Tub	Co.,	drives	this	point	home.	“The	more	images	of	
hot tubs that are shared, the more likely someone will 
see an image they love and decide to move forward with 
a purchase,” Seng says. “When someone dreams about 
what they want in the future, they more often achieve it 
if it’s a visual statement their brain can refer back to.”

IS IT WORKING?
“I’m not going to lie — I thought it was for chicks at 
first,” chuckles Dave Doornink, marketing director at 
Oregon Hot Tubs. “It’s new and we’re trying to wrap 
our heads around it. It’s not going to be something that 
sells hot tubs, I don’t think. It’s hard to tie sales back to 
Pinterest — I haven’t heard ‘I saw it on Pinterest’ yet.” 

Pinterest can help retailers connect with customers 
on a personal level. “Social media is more of a personal 
touch rather than a sales tour,” Doornink continues. 
“It’s giving us a personal face. And it doesn’t hurt that, if 

someone Googles us, Pinterest is another thing that pops up.”
“I prefer to keep up a fun and interesting conversation, rather 

than promote things,” Ricks explains of how he utilizes Pinterest. “It’s 
about branding yourself through pictures that might have something 
to do with who you are (as a company and as individual users) — 
what you think is cool.”

WHAT DOES THE FUTURE HOLD?
While we can’t yet see the full extent to which Pinterest may help 
spa retailers, there are hopes it maintains the personal feel many say 
Facebook has lost. “Facebook started as a place for college kids, and 
it’s morphed into something that every person and business uses,” 
Reynolds says. “There’s a lot of unsolicited Facebook advertising; 
hopefully Pinterest doesn’t move in that direction.”

Seng says he’ll continue to use Pinterest as long as people are 
viewing, repining and commenting on his content. For him, it’s just 
another means to get hot tubs in front of the public and educate 
them on the benefits of ownership. “We sell a very visual product,” 
he says, “so this is a perfect way to show it off.” n
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	 •	 Disrupt	service	to	the	website	so	customers	and	
  business partners can’t access it
	 •	 Plant	malicious	software	on	the	site	in	hopes	of	
  infecting visitors’ systems
	 •	 Modify	the	site’s	content	with	statements	that	may	
  be embarrassing, harassing, political, etc.
	 •	 Steal	sensitive	information	stored	within	the	site,	
  such as customer financial information
	 •	 Use	the	site	to	leapfrog	and	penetrate	the	business’		
  internal network

Daley adds that hackers can also redirect to another 
chameleon	website	for	malicious	purposes.	But	any	
strategy can be detrimental to a small business. “The 
livelihood of a small business is on the line when they’re 
down for a week or even an hour,” he says. “Large 
corporations have the resources — dedicated IT staff — 
to repair the problem, but small businesses don’t.”

Goulet says a cyber attack can cause even more harm. 
“If your business is responsible for the loss of customer 
information, not only will you lose the trust of your customers,
but you could be subject to litigation and fines,” he says.

GO ON THE DEFENSIVE 
Daley predicts cyber attacks will continue to get worse, 
as hackers have more access to relevant code. “There are 
about 10 million malware attacks per day,” he reports. 
“That is significantly more than five years ago, and I can 
imagine there will be a lot more in two years.”

To counteract this, spa retailers should make sure 
their protection policies are fully intact. Goulet recommends
deploying firewalls and keeping software and rules 
current: “You need to have the best-of-breed security 
at all layers of your network,” Goulet says. “With more 
companies allowing employees to use their own laptops,
smartphones and tablets, it is vital to have the best end-
point protection available to track and secure all the 
openings in your network that can be exploited.” 

Contos	adds	that	scanning	for	operating	system,	
application and database vulnerabilities should be 
ongoing. “Sensitive information should be encrypted. 
Web application firewalls and database firewalls should 
be utilized for incident prevention,” he says, adding 
that he believes the problem is just beginning. “We are 
only seeing the tip of the iceberg and, as cyber warfare 
matures, industrialized countries will have the greatest 
risk profile with the most to lose.”

However,	if	you	put	in	the	effort,	it	may	pay	off:	By	
taking some basic preventative steps, Goulet says, “there’s 
a good chance that hackers will leave your business alone 
in favor of ‘softer targets.’ ” n

IN THE WAKE OF CYBER WARFARE increasing between nations, the 
battlefront may be your own backyard — or on your computer. While
the war across shorelines may be geared toward taking out defense 
systems and stealing classified information, Symantec’s June 2012 
Intelligence Report found the number of attacks on small businesses 
is rapidly increasing, too: As of December 2011, 18 percent of cyber 
attacks were on businesses with fewer than 250 employees, Symantec 
reported.	By	the	June	report,	it	doubled	to	36	percent.	

SPA RETAILERS ARE AT RISK
The	U.S.	government	has	determined	the	cyber	realm	to	be	just	as	
volatile	to	attacks	as	land,	sea,	air	and	space.	Brian	Contos,	senior	
director	of	emerging	markets	for	McAfee,	says	cyber	crimes	against	
small businesses may be part of the grand warfare scheme. “There 
may be personal and financial information gleaned in order to 
generate	false	identities	or	finance	other	endeavors,”	Contos	says.	“Or	
systems left vulnerable to attacks could simply be used by attackers to 
expand the number of compromised systems they have under their 
control and could, in turn, be used to attack others.”

While many think their systems are too insignificant to be at risk, 
it’s	possible	they’re	wrong.	Matt	Goulet,	vice	president	of	small	business
sales for Kaspersky Lab, says the too-small-to-be-a-target mind-set can 
lead to devastating financial losses. A recent survey conducted by The 
Hartford Investment and Insurance Firm found that 85 percent of 
small-business owners weren’t afraid of getting breached, he says, adding
that, “almost half of the businesses interviewed also lacked adequate 
security measures to prevent sensitive information from being leaked.”

CYBER ATTACKS CAN HAVE 
DRASTIC RESULTS
“You see every aspect of small business 
penetrated through malicious activity,” 
says Anthony Daley, head of global small 
business	sales	at	Check	Point	Software	
Technologies. “Time is money when you’re 
losing costumers and repairing websites.”

According	to	Contos,	there	are	several	
things a cyber attack can do to a website:

Your Business May 
be at Risk for Cyber 
Attack
TAKE PRECAUTIONS AMIDST THE INCREASE IN SMALL 
BUSINESSES’ ONLINE WOES. 
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