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The Design Center staff

found when it first opened

that people came in and

wanted to try the products,

particularly the tubs and

showers. They do allow

customers to do that after-

hours, but now, customers

also can walk down the

street, and in 20 minutes,

be in a robe and a lovely

chair in a lounge area get-

ting ready to have a soak

treatment in a tub at the

Kohler Waters Spa at The

American Club. That’s a

whole different way of

marketing products than

just looking at them. 

The spa business was

actually more driven by a

desire to improve the guest

experience at our hotel,

rather than by marketing.

Golf is terrific in the

Summer, but in the Winter,

we needed some indoor

activities, and the spa

seemed like a natural

option. We also knew that

potential Kohler home 

products customers came

to our resort, and the spa

provided a fun and inter-

esting opportunity for them

to experience our products. 

We provided some spa

services in Sports Core, our

heath and racquet club,

before the spa opened in

2000, but we built the

separate spa within the

hotel grounds so we could

concentrate on using more

Kohler products and pro-

vide more services incor-

porating water. Spa guests

can spend time in a sok

tub with color therapy

and unique water features,

such as effervescent bub-

bles or a special shower,

and then have a massage.

We’ve worked to integrate

different water products

that clients could incorpo-

rate into their homes.

Have you had the results

you hoped for since the spa

opened? We know the

Kohler Waters Spa does

influence product aware-

ness and purchasing, but

the question is, to what

extent? Our spa reception

desk has a notebook that

provides details about all

the spa elements, including

paint colors, tiles and other

things in the environment,

because guests always ask,

“What’s that yellow paint in

my room?” We don’t make

the paint, but we can tell

them. That sort of interest

indicates that when people

During afterhours at Kohler’s
Design Center, customers
can try products such as

tubs and showers.
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come here, they are very

attuned to the environment,

and they want to know

where they can go to pur-

chase its components. It’s

not often that someone

comes to a spa and asks

about the paint, but here,

the clients are in an envi-

ronment where they’re

clearly thinking about

their home experience.

Maybe we should form

some sort of partnership

with a paint company!

Do the Design Center and

spa facilities serve similar

or different purposes in the

Kohler marketing strategy?

They’re similar in that both

expose customers to prod-

ucts and provide something

fun and interesting to do.

Customers may learn about

the spa from displays at the

Design Center, but it is not

a particularly common

occurrence that customers

immediately walk down

the street to the resort.

However, if someone is at

the Design Center —

close to 200,000 people

per year visit — they may

become aware of the spa

and become a customer at

some point. The spa also

works a little differently

within our marketing

strategy because it is first

and foremost a part of the

resort experience. Guests

may be there for a busi-

ness meeting, and their

exposure to Kohler prod-

ucts is incidental. 

What successes have been

attributed to the strategy of

investing in an experience

for consumers? For Kohler,

our biggest success is

establishing ourselves as a

lifestyle brand. It’s not just

about plumbing or furni-

ture, but a lifestyle. We

provide products and an

enjoyable way to experi-

ence the products. Our

golf courses are world-

renowned, and unlike

many others, they feature

state-of-the-art Kohler

bathrooms. It has been

fun to take the company-

owned land and build

beautiful golf courses and

resorts. We continue to

find ways to cross-market

and expose people to 

our products.     

Kohler’s 36,000-square-
foot, three-level Design
Center. The company also
boasts a brand-new show-
room at the Merchandise
Mart in Chicago. 


