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If you always do what you’ve always done… 

You’ll always get what you’ve always got… 
 

Your Salon or Clinic should always be developing and growing year by year 

or month by month or even day by day… BUT if you’re hoping that things 

will develop and improve ‘when the economy gets better’ then I’ve got 

some crucial news for you. You are not running a business…Your business 

is running you! You are letting the Economy run your business and you are 

just along for the ride. Why do you let the economy dictate how your 

business will behave, whether it will prosper or falter, whether it will 

survive and thrive or eventually fade away and fail? 

 

I come across a lot of salon and clinic owners who are in the situation of 

their business running them! How I explain what they are doing is to liken it 

to a dog … does the Tail wag the Dog? … Or does the Dog wag its tail? 

Hmmm interesting isn’t it, so are you wagging or being wagged? Are you in 

control or does it control you? 

 

Most salon and spa owners I get introduced to are stuck in the daily 

insanity of running around IN their businesses like headless chickens… 

and then getting home late every night just to face some more bookwork 

and a restless night’s sleep because they are not 100% sure if the salon will 

be able to pay its bills this month or whether the team are thinking of 

leaving and setting up in opposition… Not the dream they subscribed to 

before taking the plunge into business ownership. 

 

Did you know that a tree is doing either of two things? It’s either growing 

or dying, there is no in-between… So is your business like a tree? Is it either 

growing or dying? Are you letting the tail wag you or are you in control and 

wagging the tail?  

The beauty of business is that it’s easy enough to become the grower, the 

wagger and not the waggee – and you taking control of your business 

again. 
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“What most owners seem to struggle with is actually slowing down 

enough to figure out where they would like their business to go and then 

taking the time to figure out exactly what they need to do to get there.”  

 

So have you stopped for a few minutes and thought about a strategy for 

improvement? Do you have a plan for growth? Are you struggling to come 

up with ideas to improve the situation?  

 

Below, as the title suggests, I have outlined 7 mistakes salon and clinic 

owners make that chop away at profits (and sleek techniques to solving 

them). So read on and hopefully you will gain a fresh perspective on your 

business and it inspires you to make changes in how you do things so you 

can take control over your business and start to run it the way you want to. 
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Mistake #1  

Not Rebooking! 
Why Rebook EVERY Client?  

Salons are missing out on so many return visits of clients by not offering 

to make them another appointment for next time. The client may have had 

a great haircut or beauty service, a great experience and is happy with your 

pricing BUT if you neglect to invite that client back to experience it all again 

in a few short weeks… 

 

… then you leave to door open to them 

being wooed by another salons 

advertising, or them just popping in to a 

closer salon to where they work or live for 

their service and that salon may invite the 

client to rebook… and they probably 

will…  

 

because let me tell you something - In 

today’s world where people are so busy 

just surviving day to day they do not have the luxury of time to think about 

making appointments a week before they’re due…  

 

… you know this, how many times has a client rung your salon up hoping 

for an appointment for that day or Right Now even! and you have had to 

turn them down because you happen to be busy…  

 

… lots I bet and that leaves the door open for your client to find someone 

else available at that time, meaning you just missed out on one visit (and 

potentially losing the client to your competition down the road) and that 

means less money in your till. Multiply this by the many times it happens 

and if that’s not reason enough to rebook clients then you shouldn’t be in 

business. Have you thought about why you should rebook your clients – 

from a client perspective?  

 

if you neglect to invite that client 

back to experience it all again in a few 

short weeks then you leave to door 

open to them being wooed by another 

salons advertising 
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Life is so busy that most clients don’t return at the exact moment they 

should, indeed they usually leave it a week or even two past there due date 

to phone for an appointment. Now, this being the case what is their hair or 

skin condition like at this point, their hair is two weeks overdue for a cut so 

they cannot control it well, making it difficult and more time consuming to 

do, their colour may look faded making them look and feel tired, whilst for 

beauty clients their skin may be dehydrated and drier than usual, the 

condition they come to you to solve is harder to treat and if they are 

massage clients you are back at square one with their treatment.  

So how do I rebook my clients and get my team to do it too? – Well the 

answer is simple, Yeah Right I hear you say… OK so it may seem like it’s very 

difficult because you’ve been trying to get your team to rebook for years 

Right? But… with a little bit of organization and coaching of your team you 

can have a Re Booking rate to be proud of… and the full book of clients 

other less informed salons would be extremely envious of. I’m not going to 

tell you there is a ‘Secret’ to rebooking, however I am going to tell you that 

those salons that are successful at it are using some form of system, in fact 

using a sytemised approach to this can have your rebook rates up around 75 

to 80% or higher. 

The system to use is the one that suits your style of salon and personality 

of the business, but to get you started here’s a format to try.  

The rebooking process needs to start when the client is having her first 

consultation, that’s to say you should question her about how long ago she 

was last in and then point out that the reason she has been unhappy with 

her hair for the last couple of weeks is because it was just getting too long. 

Then say you have a solution to that, which you will explain to her after her 

haircut. Then you would continue with the consultation and proceed into 

the hairstyling service. Now the clincher, Once you have finished her haircut 

and just before you are about to blow dry HAVE A SECOND 

CONSULTATION… tell her you are going to explain how to take care of her 

hair at home, show her tips on how to easily do it and also recommend the 

correct products and tools she should be using, then add I’ll make your 

next appointment before you go to avoid the situation where you can’t 



7 Mistakes Salon Owners Make that Chop Away at Profits (and Sleek Techniques to Solving Them) 

 

 

     

© Copyright 2015 Shock Consult Ltd               www.salonbusinesscoach.com 
All Rights Reserved. Reproduction, in whole or in part without written permission is a violation of 
international copyright law and is prohibited. 

  8  

manage your hair for those two or so weeks, then carry on with your 

consultation and finish the style. You are not looking for an answer or 

commitment at this stage, just informing your client what you are going to 

do for them and why. 

When you are with your client at the desk for payment, either you or your 

receptionist would say to the client, does the same day of the week suit you 

for your next appointment and would morning be OK or afternoon be 

better? Clients will usually respond with a yes and a preferred time… that’s 

how easy it is to rebook clients. Yes some clients will say no, and some will 

say I won’t remember… when they say that, just explain “We call you the 

day before to confirm the appointment and can change it then if it no 

longer suits, so there is no worries about you forgetting”.  

Remember the main points of Rebooking: 

 Start framing it up at the initial consultation 

 Follow up at a Second consultation 

 Take the control and book at the desk before the client leaves. 

 

Now all there is to be required is to have a staff meeting and introduce the 

system to your team, try running a competition for 4 weeks to see who can 

win with the total number of rebooked clients and for you to observe who 

may need extra support at learning how to do it your way.  

 

A mistake people make: Using the word WOULD, as a question i.e. would you like 

to make your next appointment before you go? This is giving the client a choice, 

and given a choice clients take the easiest way… normally no thanks. (Start taking 

notice in the salon or clinic about how often you hear ‘No thanks’ when you or 

your team use the word would!) 

Change this to you being in charge with: I WILL make your next appointment 

before you leave so you don’t have to worry about remembering to ring in plenty 

of time … Which day do you prefer? 

WOULD = NO  I WILL = YES 
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Mistake #2  

Salon Owners are terrif ied to raise their prices! 

Why raise your prices?    

 

That’s right; more often than not when I talk to salon or clinic owners and 

ask them when was the last time they had a price increase the answer is 

usually over a year ago but more commonly about 2 years ago! When I 

follow up with why so long ago? The common response is a fear of losing 

clients by increasing prices…  

 

what a load of cobblers! Get over it 

people! …  

 

do supermarkets lose customers when 

prices increase? do you stop buying bread 

and milk? What about shoes and clothes, 

ever thought about how often these items 

are not cheap, year after year? Does it stop 

you buying? No… 

 

… I’m always amazed how many owners don’t increase their prices for 

fear of losing clients – and this is costing them dearly. Owners… 

 

… Get your fear under control and show some respect for what you do, 

what you spent years training to do and what you continue to train and 

improve on every service you perform and put your prices up. Now rant 

over… I’ve done some deep breath relaxation exercises and I can now 

focus on what to do about this dilemma. 

 

So when is the best time to increase your price? 

There are some lucrative opportunity times for increasing price but really 

anytime is a good time, however let’s focus on 5 opportune times to 

implement this business necessity.  

 

 

I’m always amazed how many 

owners don’t increase their prices 

for fear of losing clients! 
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1 When you first purchase a business: Generally a 10% increase when 

first taking over a business will not be noticed. Those people who 

do complain will generally be the ‘D’ grade clients and it’s a great 

time to set them free on your competition whilst you focus on 

providing value for the A’s and B’s. These will generally be your 

longer term loyal clients anyway so the extra time (and profit 

from the increase) can be spent on them, and they are your 

future business so are worth the investment. 

2 When your book is almost full: If you are in a position of being fully 

or almost fully booked up on a week to week basis it is time to 

review your charges. A 10% - 15% increase can have a serious affect 

on your bottom line, and as stated above, it can weed out those 

clients that continually take up more of your time and energy just 

to keep them happy than you have got…again allowing you to 

focus on your top clientele. These clients generally trust you; they 

are a good match with you and will also be your most profitable 

clients. They are also your best referrers and it is not unusual to 

find that it is much easier on you keeping these clients excited 

and happy with your services than the few bottom ones that 

seem to always be complaining. So a price rise will allow you to 

weed out those and give you the opportunity to invest in giving 

better value to your top payers. 

3 When you haven’t increased your prices for over 12 months: 

Now this is definitely the time to consider an increase. Would you 

believe that every client expects at some stage at least once a 

year for prices to alter?  

 

It’s true, people won’t come to you and suggest you put your 

prices up they know what’s good for them but in saying that, if 

you had regular small (5 - 10%) incremental price increases, clients 

would not bat an eyelid… it’s when you don’t increase them and 

then have to hike them up by 30% or more that you strike 

problems.  
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Let’s face it, even government departments have price increases 

usually equal to the CPI (consumer price index) rate. So a 10% 

increase should not be out of the realms of expectation of clients 

more so if you have not had an increase in the last 12 months. You 

may find that a few clients will comment or have objections to it, 

these again are generally the ‘D’ graders and we have already 

discussed that they would be better of bothering your 

competition down the road and freeing you up to look after your 

top clients anyway.  

 

One last thing on price increases…If you still have reservations 

about clients complaining or going ‘down the road’ after you put 

your prices up then you have to question your faith that you are 

providing value to them. Why do you think that you are not 

providing them with value for money? Is it because you’re not?  

 

I bet if you really asked yourself these hard questions and 

answered them honestly you would come up with the reasons 

you don’t want to increase prices… and its nothing to do with 

what clients will do it’s more about what you’re not doing to 

provide value and an experience for them.  I didn’t say I was going 

to be soft on you now did I!  

 

If you are one of the self doubters then you may want to visit my 

website to register your interest in having a discussion with me 

about how I can help you increase your belief and prices so you 

start earning the respect and money you deserve. 

http://salonbusinesscoach.com/contact-us/ 

 

4 When your closest competitor is charging more than you:  

Have you market researched your closest competitor’s prices? 

(Not all salons/clinics by yours, just the ones that compete for the 

same target market you aim at or are aligned similarly in the 

marketplace to yours. Maybe their prices are higher than yours? 

 

http://salonbusinesscoach.com/contact-us/
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What sort of message are you sending your clients and 

prospective clients by having lower prices; does it show you have 

a lack of confidence in your services and value? Maybe you don’t 

have or haven’t identified your USP (unique selling proposition, 

see mistake #6 for more on this) Not having a point of difference 

to your competitors means that you are really only competing on 

price, and that doesn’t do great things for your profitability. Get a 

USP and start charging what you are worth! 

 

5 When your costs increase: I’m sure your suppliers don’t hold 

back on increasing their prices when their raw goods costs 

increase… and you shouldn’t either. Effectively by not raising 

your prices regularly you are taking a lower profit, so its money 

out of your pocket, nobody else’s.  

 

You can increase prices for those products and services that are 

directly affected by the suppliers increase, not an across the 

board increase, thus minimizing the impact on clients and helping 

you stay within healthy margins to remain in business. Having 

smaller incremental increases can soften the yearly increase and 

help clients adjust to smaller more regular price increases. 

 

Now, the secret to successfully putting up your prices is to advertise the 

value you offer to your clients. When I say advertise it can be as simple as 

telling them all the little things you do for them that is not usually expected 

from a salon. E.g. if you serve espresso coffee, or have a choice of health 

juices available to purchase, maybe the little chocolate fish or biscotti with 

their drink is an added value service.  

The extra long scalp massage, perhaps a nice complementary hand 

massage whilst there colour is processing.  

 

For beauty clinics perhaps having a styling iron or blowaver available for 

clients to re touch their hair after having been lying down for their facial. It 

doesn’t take huge things to create value, in fact it’s often the little 

thoughtful things that offer the most impact, so go ahead, re-evaluate your 
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pricing and value proposition and start charging a fair price for your 

services. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Take a look at this chart, it shows how much business you can afford to lose 

before a drop in profit occurs when putting your prices up.  

 

 

 

Mistake #3  

Not having an effective online presence! 

Are you one of those salon owners who say’s oh sigh, I don’t understand 

the Web and all its jargon and terminology, I mean there’s Web 2.0. Clouds, 

SEO, the list goes on and on… if you are… then I’m here to tell you to get 

your head out of your …ahem, the sand…  

… and start to sit up and take notice of how much potential business you 

are missing out on.  

 

Let me tell you something… in fact I’m going to yell it so you hear it loud 

and clear… THE INTERNET IS HERE TO STAY AND WILL ONLY GET MORE 

IMPORTANT IN YOUR DAILY BUSINESS LIFE… so I suggest you get 
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comfortable, put your seatbelt on and enjoy the ride. In fact I’m going to be 

so bold as to suggest that you be the driver, yup take the wheel and control  

it!   

 

 I am absolutely convinced that if you don't 

have a well-built website driving customers 

to your salon, clinic or spa, you are literally 

missing out on the single biggest source of 

new clients in the world today. In fact I'd go 

so far as to say that the Web is now more 

important than all other forms of media put 

together as a means of finding clients. 

 

So how can you get involved in this wave of 

Web frenzy? You need to start with a well designed website, not one of 

these pretty brochure styles, but one where your potential client is 

informed about what you do, how you do it, who your clients are and how 

you work with them - and what to do to be able to become a client of yours.  

 

Your website needs to lead the prospect through to making a booking with 

you or purchasing a product or two off your site.  

 

Do some market research, go online and have a look at different salons 

websites and see if there is anything on them that would inspire a prospect 

to make a booking, there may be some wonderful glamour shots of the 

salon, there may be some staff cv’s and even pictures of the styles or 

massages. Probably there will be a list of services on a page and in some 

cases even the prices charged, but where on the site is an invitation for a 

prospect to explore why the salon would like them to book an 

appointment, where does it explain to the prospective client the type of 

service they should expect, standards and who the salon really excels at 

working with, i.e. their target market and then why does it not ask the 

client to sign up for their newsletter to keep abreast of the latest hair or 

beauty tips or their free eBook on how to easily style their hair at home or 

secrets to younger looking skin?  

 

“The Web is now more important 

than all other forms of media put 

together as a means of finding 

clients” 
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Additionally, provide news about the latest happenings in your salon 

and/or events around the local area? And worst of all, the entire website 

generally leaves the client scratching around at the bottom of the page 

trying to find the address or phone number to call!  

 

Now you can probably tell I’m pretty hot about how a website needs to 

lead your prospect through the buying cycle to making an inquiry or a firm 

appointment request. I’m afraid I don’t see many salon or clinic websites 

that do that, and the ones that do are probably raking in the dollars from 

Web savvy potential clients who use the Internet for most of their purchase 

making decisions these days. Think about it yourself, what was the last item 

or product you brought? Did you know exactly what you were looking for 

and if not where did you go for research, if you are like most people these 

days you probably went to your favorite search engine, Google, Yahoo, MSN 

or the like and did some market research, then made the decision to buy 

after this.  

 

So many clients of salons are researching other salons in their area looking 

for a new experience that if you are not online and leading them to your 

door you are most definitely missing out. Heavens, even some of your 

clients could be searching for a new salon, wouldn’t you prefer them to 

come across your site and have them reaffirmed with why they come to you 

in the first place? 

 

One final comment about the Internet, it really has become a place to 

learn, interact, share and collaborate with others. You can offer so much 

when you think about your knowledge and experience regarding your 

chosen profession, be confident to put some effort into sharing this and 

making valuable contributions to conversations and comments and you will 

reap the benefits and rewards this offers. There are numerous social 

network sites for almost everyone, Blogs that are written by people from 

and within your industry with lots of fine business ideas and tips, don’t just 

read them, interact with these authors by leaving comments and enhance 

your own online presence. 
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There simply is not enough room here to explore all the possibilities of 

your Web presence, suffice to say you better get one soon and start to reap 

the rewards of easier communication with your existing clients and new 

client enquiries daily. 

 

Now I know that a lot of us are technically challenged so my suggestion is 

that instead of doing the ‘I’m going to do it myself routine’ (where, by the 

way, it takes way too long, is ½ as effective and generally, when worked 

out, three times as expensive!) you invest (notice I said invest not 

spend/buy) in getting a Web developer that will not only design, but will 

implement search engine optimization and a marketing campaign as well as 

look after the ongoing maintenance of your site. 

 

 
 

 

With more and more people using wireless Web enabled phones and 

laptops why not provide a free wireless Internet connection throughout the 

salon. It’s time to get smart about what you can provide as a USP and really 

blow the competition away with innovation and IT. Yup… having a flat 

screen TV showing the latest videos and playing the latest music in the 

salon is just not enough anymore. Oh and if you’re not already, get yourself 

on Linked In… where all business people need to be to network online. 

http://www.linkedin.com/ 

 

 

Mistake #4  

Not having a diversif ied marketing system! 

Most of the time in marketing there is no ‘Silver Bullet’ that’s to say that it 

is more a conglomeration of different marketing events and strategies 

coming together that produce a supply of willing clients. 

 A diversified marketing strategy does not have to be complicated, in fact 

it’s better not to be, as then it is easier to implement and follow. So let’s 
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look at some classic advertising rules and methods to see how you can 

approach creating a marketing strategy in your situation.  

 

Most of us have a limited marketing budget so we look for where we are 

going to get the most bangs for our bucks! The size and content of our ads 

is important, smaller means cheaper but is that really going to work? What 

about your target market, have you identified them yet? Points like who? 

How old? Where? and what are they looking for?  

 

These are some of the things you need to 

know before attempting to market to them. 

You wouldn’t advertise a special on Blue 

Rinses if you want the young trendsetters to 

be your client now would you? 

 

So begin to establish the ‘who’, what where 

and why of your campaign and then look at 

where those people congregate, what 

magazines do they read, what papers are 

they looking at. Do they belong to any clubs or organisations locally? What 

about the Internet, are they connected with social media sites like twitter 

and Facebook?  

Another area in having a diversified marketing strategy is coupons; these 

are a tried and true method of attracting new clients and getting current 

clients to try new services. If you don’t believe that people respond to 

coupons, just ask yourself one question… why do supermarkets base their 

advertising on these very things? Think about what makes you try a new 

product or maybe a different brand of something, because you had a 

coupon? You may see this as discounting and it can be or you can add value 

to current services with a coupon.  

There will be people that tell you discounting shouldn’t be done and in 

some cases I would agree, however if your goal is to get new clients into 

your salon quickly then offering a great discount as an incentive to try your 

services is the tried and true way of doing it. Yes discounting can be done 

 

A diversified marketing strategy 

does not have to be complicated 
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tastefully and if you need any ideas or help with how you can do this then 

jump onto my website and get me to contact you for some ideas and 

advice. www.salonbusinesscoach.com/contact-us 

As discussed in mistake #3 a savvy hair salon or beauty clinic needs to have 

an effective client pulling website that not only attracts and guides clients 

to make a booking but also offers free advice, product sales, booking 

abilities and frequently updated information to keep the clients and 

prospects coming back often. This is definitely a must have for salons who 

want to survive and grow into the future.  

Bear in mind though – a website is not enough on its own; you have to get 

people to your website for it to work for you. Imagine if I said to you that I 

will do some marketing for you and asked for one of your salon cards… 

you’d probably think great wouldn’t you… then I took that card and went 

to another country all together and climbed a lamppost as stapled the card 

to the very top… how many people would you think you would get calling 

you and making an appointment… right NONE!  

And yet most websites are designed and put online without much thought 

whatsoever of how you are actually going to get people to see it, just like 

your card at the top of a lamppost, it gets lost in amongst all the other 

lampposts. Your Web presence has to involve a strategy designed to drive 

people to your website so it can then do what it’s designed to do, and that 

is get people to make a booking or join your newsletter mail program, so 

you can stay in contact to build a relationship with them so one day they 

could become a client. I could write a whole book on this one subject (and it 

probably would be out of date by the time I’d finished it!) so for now it’s 

enough to say that a diversified marketing plan has to involve a well 

thought out Web presence and sooner rather than later. 

Finally on diversification… your strategy needs to have a wide variety of 

ads and marketing property for use through different media types, just 

some of the options are Newspaper, Fliers, Coupons, Website, Twitter, 

Facebook and magazines. Other areas to consider are strategic alliances 

with other local businesses, promoting together halves the cost and could 

http://www.salonbusinesscoach.com/contact-us
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potentially double the coverage using both your databases. What about 

putting together a presentation for a local women’s group, introduce them 

to your business in a 30 - 45 minute presentation and do a mini makeover on 

one of them, then offer all a discount or value added service if they come 

visit you within two weeks… the list is boundless however, just make sure 

you don’t have all your eggs in one basket and understand one thing… you 

can never have too much advertising. Oh and one last thing on Diversity and 

Marketing…  

 

  

You need to measure everything you advertise! 

If you are spending money advertising and marketing your business you 

need to know if what you are doing is working... and the only way to do 

that is to measure the results. You need to record the number of phone 

calls you got as a result of the ad, the number of customers who came in 

and had the advertised service or product and the number of them who 

returned for more than the one visit. This is an absolute must if you want to 

spend your marketing dollar on what works for you. 

 

Mistake #5  

Spending too much time working IN Your 

business! 

Tick Tock... look at the clock.... Now did you realise the time that you took 

to look at the clock will never ever be yours to use again! 

Here comes another moment in time that you only have a short period to 

decide what to do with it... it has gone forever now... and I’m glad (if you 

are still reading this!) that you chose to use it to read these words, because 

that shows me that you do value time and you use it to improve your 

knowledge, even if you know this stuff, you are utilising your time to maybe  



7 Mistakes Salon Owners Make that Chop Away at Profits (and Sleek Techniques to Solving Them) 

 

 

     

© Copyright 2015 Shock Consult Ltd               www.salonbusinesscoach.com 
All Rights Reserved. Reproduction, in whole or in part without written permission is a violation of 
international copyright law and is prohibited. 

  20  

glean something new from what you are reading or just using it to confirm 

and reinforce your decisions and beliefs around your business. Any way you 

look at it, time is you’re most valuable 

resource, because it is the only thing that we 

get that when it has gone…we cannot get 

back! 

Are you asking yourself this question… what 

am I doing with the time I have and am I 

making the most of what I am able to do in 

the time I’m given? There are many systems 

developed to help us ‘keep track of 

time’...’Save time’... ‘Create time’... ‘Organise 

time’ and so on... whatever you subscribe to and use I can predict at least 

one thing, and that is that you spend heaps of time doing low return things 

and nowhere near enough time creating high value returns. Now I ask you, 

is that sensible? 

Here’s a quick exercise I like to use to see how your time is valued, you 

may have done this already but bear with me, it’s useful for those of us who 

haven’t. Let’s look at what you are doing now, take your last year’s total 

earnings and divide that figure by 52, Now to get an accurate result I want 

you to think about the actual hours per day you work, don’t just say 8, you 

may be standing around talking or just daydreaming for some of the time, 

so have you got an accurate figure then? OK good, now multiply that figure 

by 5 (representing the days you are at work) are you still with me? Good, so 

now just get your weekly figure and divide it by your hours per week figure, 

this will give you your accurate hourly earnings. So for you this is how much 

you actually earned per hour last year.  

Isn’t that interesting, are you Impressed or Depressed by this figure? So 

move right along to the fun part… How much are you capable of earning in 

that same timeframe and what do you want to earn? Let us do the same 

exercise again (using the same worksheet) but instead of using your figures 

put in your desired figures. How much do you want to be making, how 

 

Tick Tock... look at the clock.... 
Now did you realise the time that 
you took to look at the clock will 
never ever be yours to use again! 
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many hours do you want to be working, what’s your answer? How does 

that make you feel? Excited I hope. 

Your next question is probably … how do I get from where I am now to 

where I want to be? Well I’m glad you asked; let us look at the possibilities. 

Review what you do with your time, are you dedicating all salon or clinic 

time to taking care of your clients? Do you take time during working hours 

to do your GST, Accounts or Wages? Maybe you do these tasks at home in 

the evening or at weekends breaking into leisure or family time? Do you 

enjoy doing these tasks? Think about the cost to your business and you… 

maybe it’s worth paying someone $40 or so dollars per hour to get them 

done for you. I know and highly recommend someone who provides just 

that service, so if you wish, ask me for a referral and take the stress off 

yourself from having to do the things you don’t need to do and spend that 

time earning more for your business.  

Do you break away from your client a lot to rush to answer the phone 

because you have not had time to train the team properly? Or worse still, 

you cringe when you hear them answer it because they haven’t had any 

formal telephone training and you don’t have any scripts in place for them 

to follow? Are you not training your team because you’re too busy with 

clients?  

Are you seeing a trend here? I hope so, would you believe that a little time 

spent developing scripts and training team members (who are on a lesser 

hourly rate than you) allows you the freedom to earn the bigger bucks by 

focusing on what you can achieve in the same timeframe, on your hourly 

rate. So the lesson is to manage your phone by training team members and 

having scripts in place for them to follow as guidelines.  

Maybe it’s time to consider the benefits of having a receptionist, someone 

who is trained and is constantly at the desk to take care of the calls and 

casual drop in clients. Another benefit of a receptionist is that they can 

dramatically increase your Home Care Sales. Most salons and clinics who I 

work with that have a dedicated receptionist love it; they take the pressure 
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off and in most cases more than pay for themselves by increased salon 

productivity, service up-sells and product sales. 

By you spending a majority of your time working with clients, you limit 

yourself to a maximum earning power,  

I strongly urge you to consider leveraging your knowledge and skill to 

training others to do what you do and focus on working ON the business 

and not in it.  

Let us look at an example of what I mean… Let’s say you have a room or a 

chair that you work with, you may be able to receive $200.00 for that per 

hour by you doing the service. If you had another person in that position 

which freed you up to develop a marketing strategy that brought in twice 

as much business you have virtually doubled your quota to $400.00. I know 

that’s quite a simple scenario and you could come up with all sorts of 

reasons why that wouldn’t work (I know this; I have a friend who is great at 

seeing why things won’t work and they’re not afraid to tell me!) but due to 

space restrictions here and keeping it brief, I want to get a point across, and 

that point is… You are far more valuable working ON your business than 

you are working IN your business.  

 

 

 

If you are unsure about the steps you need to take to go from where you 

are now to where you want to be; stop reading for a second or two… go to 

http://salonbusinesscoach.com/contact-us/ and fill in the inquiry form…and 

we’ll explore how I can help you learn the easy steps to take to achieve a 

business that you are not tied to every day. 

 

 

http://salonbusinesscoach.com/contact-us/
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Mistake #6  

Not having or Recognising your ‘Point Of 

Difference’ or USP (unique selling proposition)! 

USP is the acronym for Unique Selling Proposition. It's vital for every 

business to identify its USP or if it can't identify it, to create one. 

Successful marketing requires that a business must have a competitive 

advantage, something that sets it apart from its competition. Your USP sets 

you apart from your competition and makes you unique. An old saying is… 

If you can't differentiate yourself from your competition, then one of you is 

unnecessary!  

What makes a potential client decide to come to your salon or clinic as 

opposed to your competition down the road? What makes you stand out 

from the crowd? What’s your USP? What makes you different to them? 

The USP that you chose need not be expensive to implement, it doesn’t 

have to be fancy or take a huge amount of effort or time. Your USP could 

be something that is lower in cost but high in value for your clients. 

 

Below is an exercise that will assist with you 

being able to find your unique selling 

proposition, you need to find what you can 

do to have great customer service. What is it 

that you can do to give your clients an 

experience in you salon or clinic? What can 

you do to make them remember their visit 

and tell all their friends about you? Once you 

have established what it is, you then need to 

incorporate it into everything you do. 

 

Try to think of how your USP can encourage repeat visits and loyalty. 

Maybe your USP is giving VIP Client points, rewarding clients with services 

for points redeemed? If that’s the case, add an extra step onto this by 

sending notes to clients every so often informing them of how many points 

 

If you can't differentiate yourself 

from your competition, then one 

of you is unnecessary! 
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they have and what they can use their points for or how many more they 

need to be able to get that service they have been saving them for. 

Have you ever thought to ask “Why should a customer come to us? What 

makes us different? What are we doing that’s specifically different to my 

competition?"  

If you don’t know your USP or haven’t even got one, then it’s time to find 

out... 

 

Before you complete the exercise below it is important to note that when 

creating your Unique Selling Proposition, your first inclination may 

probably be to say something like “We have the best service, quality, price, 

staff, etc in town.” You need to be a lot more specific because that’s pretty 

much what your competition is saying their USP is. In addition, customers 

are expecting service and quality from you. If you didn’t have good service 

and quality, you probably would be losing customers and sales and 

struggling anyway. 

 

Breaking this down you need to establish what exactly makes your service 

the best? Why do you have the best quality? Why do you have the best 

staff? Is it something that your clients and prospects will notice? Is it so 

noticeable that they will talk to others about it? 

Try this for your next staff meeting: 

Ask your team: 

"What 3 things do we do at our salon that is different and unique to all the 

other Salons in our area?" 

And if you can’t think of any, try this it works for Hair, Beauty or Spa: 

"What 3 things could we do that is different and unique to all the other 

Salons in our area?" 

Brainstorm this for about 10 – 15 minutes, remember the brainstorming 

rules: no idea is a silly idea, write everything down.  

Then take 2 or 3 of the best ideas and expand on them. Let them evolve, 

what more could we add to improve upon them. 
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Example: USP for a Hair Salon:  

We give every client a chair massage at the basin with our massage chairs... 

Expanding this out:  

We guarantee a minimum 3 minute scalp massage when we shampoo your 

hair or your service is free... (Use a salon timer to time this and give it to 

your client to hold)  

 

This would be a very simple yet powerful USP, how many times have you 

heard your client say the scalp massage is the best part of their visit and it 

was not long enough? And how many times do you rush through this part 

of the service because you are running late? Remember a relaxed happy 

client is a spending client. Allowing extra time to do this should increase 

your retail sales, providing you are recommending products for home use. 

Whatever you come up with, take the best idea and use it in all of your 

marketing to let every potential client know why they should come to you 

and your salon and not your competition down the road. 

 

After you've created your Unique Selling Proposition, you need to 

integrate it into your salon. After all, if your clients, prospects and staff 

don't know why you are so great and unique, it won't do you much good. It 

is your job to inform them, don’t think it’s their job to find out! 
 

A mistake businesses make with their USP is that they in fact don't live up 

to it. It's absolutely critical that you do a thorough review of your 

operations to insure that you can honestly live up to your USP. If you 

guarantee a level of customer service and it takes you three days to return a 

phone call or your receptionists chose to ignore a client when they visit 

your salon, then your USP is nothing more than an empty phrase and will 

have a negative impact more so than not having a USP in the first place. 

Remember your USP is your reason client’s visit you, if you don’t follow 

through with it then your clients have no reason to visit anymore.  
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Please don’t do what one of my customers tried to do, they said that if 

they don’t have a USP then their customers will have nothing to be 

disappointed about! I’ll let you decide how successful that salon was... 

… In case you are wondering, his attitude changed and he has a thriving 

business now.  
 

When you speak to clients, tell them you’re USP, say it with pride and 

passion! Continually remind them about why they do business with you. Re 

confirm their decision to be a client of yours over your competition. Don't 

assume that they will always remember. 

 

 

 
 

Please remember that from time to time to review your USP and if it seems 

like it is now just part of what clients expect from salons then maybe it’s 

time to update and change it. For example, a few years ago a USP that a 

salon or clinic might have had was that they served flat whites, cappuccinos 

and espressos from a flash whiz bang espresso machine… do you think that 

that is still a USP for those salons? No it’s not because most salons now 

have the flash whizz bang coffee machines and it really has become part of 

a normal salon service. If your current USP is serving fancy coffee, it’s time 

to think of another USP that works just for you. 

 

 

Mistake #7  

Not going to business experts & trying to f igure 

it out themselves! 
Why is it that Salon owners will complain about people getting their hair 

and or beauty needs taken care of by a local yobbo who really hasn’t had 

any formal training in the profession and is doing it from a back bedroom at 

home? The argument the salon owner puts forward against this is that the 

salon offers a professional environment, is able to use the right tools for 
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the job and most importantly has the experience and knowledge of a stylist 

or therapist who trained in most cases for a number of years to perfect 

their craft.  So the theory according to the salon or clinic is that you get 

better results when an experienced, trained professional helps you in a 

purpose built facility, rather than someone who has had no formal training 

at all and is winging it in their back room at home.  

 

 NOW… What does that same salon/clinic owner do when it comes time to 

running their business? You know about 

running a business as that’s what you’re 

doing aren’t you? Let’s look at the different 

departments it takes to run a small business, 

Planning, Business Strategy, Forward 

Planning, Human Resources, Accounts, 

Marketing, Public Relations, Inventory, Sales, 

Appointments, Housekeeping and the list 

goes on, and what does that owner do? They 

attempt to be the expert in all these areas 

and attempt to do them all themselves, and 

what is the result? Chaos, bedlam or at the 

very least a very haphazard business where there’s always something to do 

and not enough time or knowledge to do it well.  

What can we learn from this? It can be painful doing it yourself! 
 The pain can be simply wasting time - but quite often it can be the pain of 

wasting money AND losing opportunities. Can you afford to lose time, 

money and business opportunities? No… I didn’t think so.  

 

It may be now time to consider the prospect that hiring outside help to 

assist you in your business is a great idea.  

 

Why is it that we think we can do everything? Think about the cost of 

doing everything! How long do you take to come up with a marketing 

strategy, plan and tactics? Do you ever? Or are you one of the many salon 

owners who think you better do some advertising so you dream up the 

idea, design the ad or worse… take the advice from the newspaper rep 

 

Go to the Experts when you need 

to do something; after all, your 

business depends on it. 
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(who are employed and trained only in sales NOT in marketing!) about how 

to create your ad…and stick it in the newspaper for a few days, you maybe 

mention the gist of the promotion to your team so if by chance you do get a 

client through the ad that at least the team have heard about what you’re 

doing… get the picture?  

 

Relate to it? Done it yourself? I know I have AND I know how pitiful the 

results are from that kneejerk kind of advertising, so we can ask ourselves 

just how much we saved doing it yourself. 

 

I would argue that it cost you money (just like it cost me!), cost money for 

the ad, cost money in time to prepare it, cost money in lost opportunity to 

do something that generates income… need I go on? No I didn’t think so.  

 

Anyway, just think about how much it would have cost to get a 

professional to develop the strategy, plan and tactics, to design the 

campaign & ad, to present a script for the team to follow when leads called 

from the ads, I venture to suggest that advertising should be left to the 

professionals, after all when you want your haircut or a facial you go to 

someone who is trained and qualified to do so… an expert, you wouldn’t 

go to an ad man or marketing expert for a haircut, so why do you think you 

can do a better job at advertising and marketing? Message here is not about 

advertising or marketing, which was just the example… message is Go to 

the Experts when you need to do something; after all, your business 

depends on it. 

 

 

 
Outsourced professionals have your interests at heart - if you're not 

successful, neither are they. Finding a team of professionals, who care 

about their business as much as you care about yours, will add value to your 

clients. If you’re outsourced professionals treat you as well as you treat 

your clients, you'll all be laughing all the way to the bank! 
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So what have I said:    

So, a quick summary for you and then I’d suggest you sit back and give serious 

thought to what your next step is going to be… 

 

Fire up your creative side and consider upping your rebooking game, apply 

my advice and see the results grow, clients want to be told why and when 

they should return so you need to be providing this extra service. Also, 

don’t be afraid to raise your prices… but make sure you have a strategy 

around this to do it properly and that you provide the value to your client 

and let them know what that value is.  

 

If you haven’t yet cottoned on to the online world, and how that can assist 

with your advertising and promotion then you must have been living under 

a rock for the last couple of years! So get a wriggle on and check your 

online presence and review your strategy around the World Wide Web. 

Start to think about how you can create a website that is proactive and 

pulls clients to your business, not just a pretty brochure pushing your 

services or products at potential clients that people may or may not 

stumble upon. If you’re not sure what to do, visit 

http://salonbusinesscoach.com/contact-us/ and have a look, fill out the form 

and we’ll have a chat about what you need to consider and do to have an 

effective Web presence. 

 

Marketing your business is a science and needs to be taken seriously, 

never… never… never ever put all your eggs in one basket, by the way… 

did I say never!? Marketing needs to be part of your overall strategy - 

planned and tactically put in place, and there needs to be a diversified 

approach so that you are covering more than one base. Additionally, you 

should be measuring the results to ascertain which of your marketing 

activities are giving you the best results. 

 

When you allow yourself time to work ON your business you will start to 

see the value in leverage. Too many salon owners are limiting their 

potential to earn by standing behind the chair or bed everyday… that sort 

http://salonbusinesscoach.com/contact-us/
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of caper leads to limited income, I mean just how much can one pair of 

hands actually produce? Think seriously about the value you can add to your 

business by leveraging your time and helping your team to produce more. 

 

Figure out what your USP is… and shout it from the rooftops. Live it, 

breathe it, embrace it… People are looking for a reason to shop with you, 

and stay having your services… and are wanting to come back for more, 

give them a reason because you can bet your bottom dollar that your 

competitor up the road will one day (if they haven’t already) figure out this 

crucial business strategy. 

 

If you have been trying to be the expert in every aspect of running your 

business, it's time to stop and think about the consequences of doing 

everything. The consequences to your team, your clients, your profitability 

and of course to your family and friends… do you really think you can go on 

like this for ever and stay sane? It’s time to take the responsible approach, 

you focus on what you do best and hire outside help from experts to do the 

other things, and your business growth will more than cover their costs. 
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Next Steps 
 

Congratulations and thanks for reading all the way through! I hope you 

found it useful. If you have not done so, I urge you to go back to each 

section and draw up a plan on how you can implement the ideas shred 

there. 

 

This workbook may be a great start for some, but others might need some 

extra help with their next steps, or help figuring out what those are. Visit 

our website at http://salonbusinesscoach.com/contact-us/ to see our 

coaching programs and to complete the inquiry form so we can explore 

together a program that is perfect for your situation. 

 

Still not sure? Contact our offices at +64 21 210 8950, or by e-mail at  

hello@salonbusinesscoach.com and we will be happy to schedule a no-

obligation consultation. 

 

Finally, watch your email inbox! You will shortly receive some extra goodies 

as a thank you for reading this workbook. 

 

To your continued success! 

 

 

 

 

 

 

Malcolm Gibbons 

Salon Business Coach 

 

 

 

 

 

 

http://salonbusinesscoach.com/contact-us/
mailto:hello@salonbusinesscoach.com
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About the Author 
A personal biography … 

 

Malcolm is no stranger to success as both 

a business owner and competitive player 

in the corporate and sales world…  

Leaving a lucrative career in corporate 

sales Malcolm started on his 

entrepreneurial journey by purchasing 

his own Hair Salon.  
 

After enjoying phenomenal success running this small to medium 

business, Malcolm grabbed the opportunity to purchase a second Salon in 

Auckland as well as not long after purchasing a point of sale computer 

business. Within this capacity he utilised his wealth of experience as a 

sales and marketing guy as well as his ability to lead a team with passion 

and heart.  Having sold his businesses he completed his Masters in 

Business Administration degree (MBA) at Massey University adding the 

academic overview to business that compliments his years of practical 

experience. 
 

Malcolm is an experienced coach/consultant and has a successful track 

record in sales, marketing, strategic development and team building, both 

in his own companies and with clients he has been working with. 
 

Living and working in all parts of New Zealand has given Malcolm an 

understanding of the challenges and opportunities that exist for 

businesses in urban and rural areas, whether they be small or large 

organizations.   
 

Malcolm’s experience is diverse with his career taking him through many 

industries, including, wholesale, retail, the service industry, recruitment, 

advertising and marketing. He has worked with companies with 2 to 100 

team members. Whilst he has also been working with voluntary 

organizations and coached sporting teams. 
 

Malcolm’s passion is people and his enthusiasm is business; having 

successfully coached Salon Teams and Salon Owners, additionally he has 
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coached with success a range of other industries including importing and 

service support companies.  
 

Malcolm is now making himself very much at home on the North Shore of 

Auckland and has a gorgeous partner Janet, and two boys, both who have 

left school and are pursuing their own careers now. He also has a passion 

for travel and an innate skill in bringing out the best in the people he 

works with. 
 

Malcolm believes “Being in business should add more life to your years 

and more opportunities for your life”… and Shock Consult is focused on 

doing just that. 

 

------------------------------------------------------------------------------------------------------------------------------ 

 

“Everything he suggested for me that I did, all gave me break through 

moments! I increased my revenue by over 500% in a matter of weeks” 

Christelle McIntosh 
Christelle Make Up 

 

Malcolm has valuable experience in the Hair industry and I enjoyed the 

fact that he had already done, trialed, succeeded and failed in the things I 

wanted to know about, this experience was extremely helpful 

Tracey Wallace 

Fruition for Hair 

 

Malcolm has an uncomplicated and straight forward approach to growing 

and maintaining a high performing and successful business.  

Corinna Gerber 

Beauty for Everyone 

 

http://salonbusinesscoach.com/testimonials/Christelle-McIntosh/
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