Think only the Hollywood elite can achieve
superstar status? Think again.

“BEAUTY

Salon owners all over the world are using their
expertise and authority to propel their brands
into the stratosphere, gain guru-like followings
and become the most sought-after in the
business. You don't need to start off rich,
powerful or well connected —just media savvy.
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When putting together your kit,

W,

I youn"re vt ready For that type of comimit
ment. you can go the do-ic-vourselF roune,
which is what Mantie recomaemsds for simalle

salois. A long as you lave 10 hours per wock
o dedicane otk joby™ e s, v shisohl be
il b e 10, Larry Osbehn of Marketing: Saluo-
hees, whieeh has several salon clends, sLipesls
anather altermative: “Look in newspapers anad
mizazines ard see who s witang about haa
and beauty trends. Often they are Deelancers
aind yow can hime e on an gseneedod basis,”

Thiee Girst il st importani step is devel-
apng o medg kg, which aill contuin infor-
rtlme bl visr bsiness, anid press rekeases
thut pitch story ideas relaging to vour <alon.

{For examples of stellar press Kits, turn 1o

consider the mission of

your salon and what sets it apart

from all the others.

LR

“Publicity Shot™ on page 321 Lxperts sugaes]
including backgroownd about the salon, o
“last L™ sheet om what it offers and o briel
Bigvasm ehe gavmier. And remember pichiies ore
warth i thousand words, soadd interior shas
of the sabon and headshols ol any stall who
are guoted,

When puiting epether your ki, consider
the masion of worr aibiom sl what se4s 11 apart
Trom all the others, Contends Battie, =5 bt of
people think because their salon is beautiful
they should pet press, but you really weed a
platfionm or ook, wlsaher mtivnal or negional.™
And hink sunside the box: “Lon’r juse say
‘eredl cuslinmer service —evervhody savs
that,” savs Durocher, Whatever vour salon’s
amjehe, b sume boupadate vour local and national
meedia regularly with releases that focus on
different services or trends in your salon.

To do tlat, you pecd w develop o wge
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s mecommeenls nsk int1 chienis whaich pllh'll-
I.'.Illi.'ltl'll-\.lhl,'?. rend 1o Fimd cnd where WO R
tial clicats are mast likely 0 be. When you
are reedy 1o semwd out the ki, ercate persomal

tren] cover ketters o draw edilors” ailention.

Heather Jordan, markeing manager ol

Debbie's Day Spa & Salon in =1 Augusiin,
Florida, helped her sabon @tand aur by pashdi-
clzing a wmique salon service, A press release
an their pres-
sotherapy boo

treatmient, which

waks Lter vsed g0 treat o child wth o rore Form
of cancer. landed them o segment on o local
morming falk shew. Says Josdan, “Every spa
o s i el inaimicurne. Pick sonecthing thal s
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K-ﬁ_'rl il thadt relenses showldn™ reod ke
am ad For yvouwr salon, savs Oskin  they need
tor B s anwd velesanes for the media'’s
ausdbciice. Cline Sy Wity o o Uit s o i Wi
inie larper. mationa] irends. For example, when
Juwrchin peid in 0%A oy thad pedicuns sers
wices spaked |.|III1I1:|_ simmier sarial waniher,
shie werese @ relsise aboot her salon™s mew |‘|I|-__"|1-
tech pedicune threnes that were cleaner and
safer than the old system, and tps 5 help
clicis lwwose a ligh quality mail salon. ATV
stabivmn picked 1 up lor oomewes sepmnend becius:

1l wazs iimely amed imteresting o the schence

The real key o becoming a regular media
SOUTCE, Agres experts, is e be prosclive amd
thank alsmit wlist edivors need amml when they
meed ol Ediors work montle alead, slach
ey e pching stoncs abowd summer was-
ing services in Fehmary, Reouess edaioriel cal-
CIMEATS S8 W) Can berier rime your relenses

Aond wiben editors folbsw up widls von, make
yoursell available. Chris Duello, marketing
dinzcton ol The Face and Body Day Spa
51 Loz, Missoun, has a stralepy in place.

We make sure we rim all new siaft o be
pavare thas n media call isn't something e ke
lighitly,” she says, 10 mmor there, they find
anowner or manager. Theee is a hicrrchy for
whar can take the call.” Her sabon weam also
cresles current message points so they always
b sommething o ialk sboat with an editor,
for cxample, mifi certificades wt holiduys or
S predecteen al sumimeriime

I yor medha camgauzn goels 1 e more
than wamu cam handle, or il you hind o wane
to brogden vowr range of contacts, it may b
i 1o enlist on agency, Mottie advises goma
Ui b =0y st losing slories becouse
vt clildn "t have timse b seml a release, or you
LMD S00ing YOuRe COMMPEritom is gering pross,”
Thut clo wour rescarch, be says, Ask B8 agen-
cies for severn] chemt cose studses ol salons
similar o yours and check for measurable
rosailis over i -y odl period. Inguire nbouw
Wl i pigzin fogues aisd reas of inprovemen,
ancl obizin @ sl eurrent cliciss wlon vou
cam conlcl.

Firally, b optimmistie abwsain wosr hird work,
“Litthe salons have great sucoess s D omecher,
citing a client in o small Colarada own that
has received national magazine coverage, Bul
it aladin " lenpagin oveniniglat. 1 tell my clients
ol lo expecl mirackes witle tse Nrst iebeasc.
Litve i sl b pine nsnths, and you will see

wouar el T pagy a1,

NETWORKING KNOW-HOW

Thee best way 1o build upon vour PR cfforts is
|a-} el I.H‘Lill!.' swilll mit oAl l.1.l||'|||'|m'|il:-.'|ﬂ|'i|ial'l'|
Wesley Grand Salon & Spa o Davenpor.

Fiwwan, gk 1= st im the spotlight by sabunai-



ting elitoriul clippings s kacal 1% ealk shin
undl suggesting a makeover episoda. Two
maihs of persistence finally o them on
thie wire Afteraarnd, the walon nurired the
relutionship by iviring in the show sl Fos
complimeneary services. That small anves-
ment served them well: When producers ol
THC s " A Makeover Story" contacted the
statom about salon feferences For an episode
set 1o film an the area, William Wesley got
the reference  amd the air time,

Crreer William Wesley Keck reconmnerals
rrcrmzrltmg ANY Tuwe You can, |||-r|udi1|= wvol-
nvicering vaur services at bocal fushion shows
or charty events. e also suggesis wetting on
il Bobelex of photographers m your anss,

“Cointact photograghbers whss ey wioek fir
COiTRunECs i1 your area—for example, shool-
g conpiraly brovhwres, Ask il they have any
awcounls Uil you can dhs the hoir and make-
up For,” savs Keck, “Your name staris io grow
amil }'L1|.|.'|I b knivwm @ the [eersen in call,”

T inerease your en=mir odifs, Wesley rec-
ornrnernks lsting your business with the O hame-
e of Commieree {which referred another
inakeover pregrm, “lome Il.-.ll'l.'-r:r:,'." 1 ehee
siclom b Adsa, saays Keck, “pat your namss inar
ke il clfice in every state, These places get
contected by prodicton companies and MTV
all the tme It even pot us doing freclance
work lTar billms ™

When Gjoko Shkreli, owner of Gjoko
Hair Salon/Day Spa in Larchmont, New
Yawk, got mspired to seart lis own TV show,
bt iest callexd the local cabde company s edu-
can department and asked about tlee requine-
ments 0o submit a video, Then lie wsed
networking io find a comernperson witlin his
budget. *Youw can ask the coble company o
recommendations; o lot of studens will b
mterested in deimg it be savs, Wilh ercative
thinkimg, Gijoko’s return on his show Fa
owtweighs his imvistimenl, His educational
program, which s mot designed o bz an ailver-
Lisemenl, eresties vECwoT infenesn just the sume,
O fhae venirs, his first bocal progsram enabled
b b branch sut imo larger markers, expandd-
img his exposune,

Lt rmabeage oud oF your media Bime, agnee
araners and P eperte T Lising i alber f appeaes
1% iore amportant san getfing the coverage
in lirst place,” Oskan saws, "I‘l':.'lm marke flhe
SALON TODAY 200, ot ik i yomr s, 16 o' rg
moen sl i nug.':.rjrl:', I':l'lr_ 18 wn The ssalows sl
creante sl of Bame,” Pt o i vour press relesses,
Too mamy sabons just rely on people waiching
a TV show or resding the paper that doyv,”

De Jensen Salon & Spain Sen Girl, New
dersey, lets heir eovenige speik Tor iisell
W lmke storics Trom o publication and use
11 Lo ereale an wl in e newspoper, like un
advertonind,” suys owner Mark de Jensen,
“Them we L g We sl our owm harm, Crir
aecemplishments huve been acknowledged
amml we can pronoie thal.”

IN THE 5POTLIGHT
When yinu"ve finally searted o ge pecogna-
i, you may think ihe hard work is over—

bt it s realby just beginning. Chris Duello of

The Face & Body Day Spa. which has been
Featured on several TV makeover shonws and
in local publications, says salons should be
aware of the challenges in being a media star.

First, publicity opporiuinities can inbermapl
wair Business, soit"s important 1o keep clients
placabed. *We ve beamed over lune that, gen-
crally, salon custonsers dom't mand i there's
filining or photography goig on,” seys Duelio,
“They think it's fai. But in the spa, 05 diffia-
i, Y o meed 1o be ose careful. Wi clos: disn
treatment o adjacent wethe Dlming we keep
clicngs away fromn noise and lights, aisd put up
sigins b nolaly elacnts aboul what*s going on,”

A suocessliol meodia experionee ulinnately
dupaiids onihe coener s atliiode, Un one occas
siuiy, The Fuace and Budy noecived a phone call
Tron i repuorter wanbing W corme in and ke
piciures ol men recciving silon serveces that
allernoom, “We didn t evien check our hooks,
e il said ves” says Diseller, = A% it mirvss oai,
e happerasd 10 Reve no men bl e come
s Lhat gy Dt we weren™t worned, We Just
it lked &eross the alirec b the fire stafon and
rustled some up " When vou have confidence

i vour buseness, the media wall oo 1]

PITCH
PERFECT

There are no boring storics, just baring
approaches to interssting Siories, Says
Darvid Frey, president of Markeling Best
Practices, Inc., & small business marketing
consulting firm, We've adapied his
sugReslions lor publicalivn-woethy pitches
below, Yisit were. marketingbestpractices.com
for mare advice.

1. DO A& CUSTOMER SURVEY Ask wour
clients their opinions on plastic surgery or
aboul their biggest beauty splurge.

Z. CREATE A TOP 10 LIST just as we've
dome here, Try “Most requested sakon
sereices™ of “Customer sorvico tips."”

3. PIGGYRACK OFF A NATHINAL STORY.
When Heather Jordan al Debbie's Day Spa
& Salom read about pedicures’ rising
popularnity, she created a release highlighting
hes salon's supensr pedicure thromes

It lamded thesm on the I'I"-I'.'-f‘|1|'13 TS,

..’.'. TIE YOUR BUSINESS IN WITH HOLIDAYS.
# no-bralner. Tell the media how massape
therapy helps reduce holiday stress and
inwite them in 1o see for themselves,

L. BE ARST. Think about what no one alse
is dosng: Be the frst Lo offer a personal
portrait with ewery makeover packape. Be
the first ta give your employess awnership
i wiaur Business,

EI-. EUN A "SILLIEST THING™ OR “DLMEBE

MISTAKES™ CONTEST. Whal was your clients’
wors] hame-color disaster? What happaned
whan they tried ta do thelr own brow was?

7. HIGHLIGHT YOUR ACHIEWVEMENTS. [vd
wour stylist just win a prestliglous award?
Did wour clienl lake home the oown al a
Wscal pageant?

B. GET INVOLVED. Upen your saben for a
gredl cause that is fun and rewansing far
wour antire team.

G, SURVIVE TRAGEDY, I yvou've rebusli
aMer a disastraus fre or doubled your res-
erses afer recovering from [he redession,
wow're s inspiration (o readerns.

1. SOLVE PROBLEMS. Can you groom
dlignts who are umping back into the job
market? Offer babysitting for stressad-aut
parenis who've come (o relax in your Spas
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