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1lon owners in five challenging areas, hair
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brands for a lifetirmne. BY BRYAN DUROCHER
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Even with consumers being loyal 1o their salon or technician for services, aisd in spite of the
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sicmal praCLCT Sales,
Five major challenges nuast be overcome (o :'h.l:_q_ the gap and reach the potential revenue
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Companies

who want to do
business with

the salon market
need to
distinguish what
it is about

their organization
that truly is or
can be different.

It opportunity is 1o focus on the sakon
CIWTIEETS |.|n|'||'r:-.1.|m:l'.r.g af the numbers first,
They need 1o konow what ther business'
numbers mean and see thar produc sales
are the fastest way tooa healthy bottom line.

This can take Hme, as many have just been
writkng checks and keeping o mental tally
withaut an organized accounting system
Ome distinetion to be nated & the salon
owners who have come from diffesent bussi-
miess arenas or have had extensive education

in addition to their cosmetdogy license wiu-

ally provide a stronger overall business
understanding and practice,

£ . DIVIDED ATTENTION. Salsn cwn-

ars have their attention divided in o many
places, The maporiy within the industry is
LEYIRE IO T Py husinesses at the same

timse, According to a Sale Metrix, Inc, survey

describing salon awnership, 77 percent are
full-time cavner'operatons, 13 peroent ane

part-time wnerfoperators, asd only & per-
cent of owners are mot working in a treat
ment moom or behind the chair at all. This
miEans most owners are juggling servicang
clients and managing staff and running a
business while being interrupted multiple
taenes dur ing the day. Same are caught up in
their own service revenwes being pounesd
intis Lse Business in order 1o kesp it open
amdd are afraid to step out from behind cheis
chair for fear of not being able to mest their
over head

Prowiding training and -:|-c'.-|.'|-.l|.1|1|.r:||: i
leveraging their business by working
throwgh athiers is the salution, Help owners
P out specific hours each week to market
and develop their busimess is the place 1o
start. It ks important to support the shifi
from l.-.-nr!-:i:lg in their business 1o warkang
on it. The potential revenue from developing
ather’s patential far outweighs what is gen
argted by their individoal sales

3 . RETAIL ENVTRONMENT. Mamy
salons owners leave linde space in the front
of the salon for product, which is often inac-
cessible, Incked away in display cases, The
oppartunity here 15 to help them design a
retail shopping environment or experience,

Edscate salon owners on the merchan-
dising techniques successful retailers use
Creatve retall product displays should have
4 major presence in the entrance o the busi-
ness and throughour the entire salon. The
atmuosphere must stimulate the five senses,

Exam plr-. wirild e certain types ol s
that relax the cient it put them in an
etjoyvable maod, aromatherapy thraughaut
the shopping ares and invitng displays that
allow the clients to feel and examine the
product selections. Manufacrers whae sup
port and can contribute ideas for merchan-
dising toals that pique consurmer interest,
sich as tester wunits, will definitely benefit in
the bong-term sales of their salon cwner
client

’4 . FEODUCT DMALOGLUE, Anather
._I'|.|'.I¢|'||_l_u in refail sales is & lack -II".:.'.lrl'.l'.u_.'
in sales. Mot salon owners and rechnicians
div ol know whist to say or when (o say it
They are focused instead on proveding seryv-
ice recommendations. Most of the wme
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they know just enough about the produecs
b s them dn a professional service.
Commdn responses from technicians hesi-
tant b learn sales include not wanfing o be
a salisperson and being seen as pushy. Ta
overcore this, salon techmiclans aeed o be
ediscated in hosw to integrate products into
hme rEgirmens to I:i'lll'l']P|¢|'|'h=|11 the service
experence, Having basie produsct knowledge
classes is not enough,

Coach slon owners and their staffs on
wihak to say amnd o tosay o, using hands-
on mvalvement. Having a defined client
capersence that inbegrates retail product
during the consultation, service and close of
the visit creates consistent business per-
furmance. Consistency is the difference
between a pood retail business and a grear
ane. The keys here are role-playing dinkogue
with the entice team and repetition. Thas as
an angoing process, Retall sales should be a
part of every job description as it supports
client retention. When looking at successiul
counterparts in the beauty industry such as
Cosmetic representatives in d:pnrrml:r:r
stores, the firss thing they bearn are the
praducts and how 1o recommend them,
Lok a1 the successful results they have with
pulling complete strangers into thear care
and closing large product sales. How much
misie cai a salon technician do for a clen
with wharn a relationship las developed?
Technical education when combined with
praduct knowledsge creates experiential
learning that is retained.

5 » RETAIL GOALS/TNCENTIVES
The call v action and the i:nmpelling reas-
s0ns bo recommend product are often
absent in salons where retail sales are down,
DHfering a commission is ot enough.
Historically, three 1ypes of motivation
call peaple o action: fear and ivtimidation,
incentives and caseal motivation. Fear and
intimidation should be left out of this pic-
ture commipletely. [ncentives are great becawse
the prize or reward is only given when spe-
cific goals are achieved. This rechnique has
b around forever because it is effecve.
Incentives have to be exarnined carefully to
firnd ot what imberests these p-ml'r.qi-l;m;l.:
Some invcentives such as prodct rebates
inferest awners, while prizes, education or

maney woubd be of interest 10 their staff
mernbers. This mativation can be a combi-
mation of acknowledgrment, self-satisfaction
of doing a job well and, of course, money,
Hm,:ltl'uw.gh MeMey is a pnw:rﬁ.ll
incentive, it 14 nol many peoples’ primary
call to action. Finally, casisal motivation
simply means that everyone in the salon
erviranment is doing their part because
they want o, In essence, when the “cat is
away the mice are not playing.” This level of
motivation ocowrs when the time has been
taken o identify the goals of the saken
ownoer's business—and the individuals
working within i—and to belp then o
achieve bong-term sucoess,

5IJI'I1I' I'I.'Iﬂﬂl]l’ﬂl.'tlll'!l.'l I'I.I"«'\E ﬂﬂlﬂﬂﬁl I‘J'IIE
call when it comies 1o promaoting long-term
retail sales within the salon market, They
have developed business programs and wni-
versities ta suppart the overall success of the
wmbon owner's buginess. The salon owner is
getting coaching in some or all of the chal-
lenging arcas and is implementing the edu-
cation ks their businesses, The result is a
financeally secure salon with a strong bond
and lpyalty to the manufacurer who sup-
ported the process.

A muldtitude of product choices available
to this market with variety in price points,
packaging and target markets that overlap
muake it difficult to penstrave. Companbes
who want to do business with the salon
miackel need v understand this and distin-
guish what it is abour their arganization
that truly is or can be different,
Manufacturers can sell salon owners a prod-
uet today of work with them on these five
challenging areas to build a refationship that
sell products for a lifetime. [N
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