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Snipping the light fantastic is no longer the be-all-and-end all when it comes

to healthy profits in the hair industry. Sarah Clark looks into business

boosting ideas - asking salon professionals for their inspirational advice.

he number of hairdressing salons in the UK has been estimated at anything from

29,000 to 35,000, and according to government statistics, annual expenditure on

hairdressing and beauty care currently stands at over £3.4 billion. With the image-

conscious consumer greedy for the latest looks, products and treatments, it seems that

the industry is sitting prettv. However, competition is fierce, and hairdressing clients can be

fickle. Successful salons nevd a certain “edge’ to attract ew business, satisfy existing clients

and maximise profit opportunity

One step beyond...
Even clite establishments need to generate
new business, and those in the know are
more than willing to push the boat out to
offer superb customer service. Most
hairdressers acknowledge the fact that they
provide more than just a basic hair stvling
service - knowing that many clients think of
a visit to the salon as more of a pampering
treat than merely a short back and sides

To entice passing trade into the salon
requires imagination and dedication but the
first factor that many potential clients take
into account is probably a simple one; their
pocket. Think over and abowve the traditional
discounts for training nights and money off

Figuring it out

for pensioners, and attract attention with
un-missable offers that secure future
business as well as the one-off re-stvle. For
salons incorporating both hair and beauty,
the potential is there to offer a voucher for
a discount on a beauty treatment when
-.pa,'r._l'-ﬂ\: a certam amount on hair
SEMVIOES, OF Lo be creative and offer a
complimentary head massage while the
client is waiting!

For those salons restricted o purely hair
services, they can go the extra mile by
offering a free-of-charge fringe trim
between regular visits, a discount on “touch-
up’ colour treatments, or a free consultancy
seTvice such as hair imaging with wigs

The future is looking decidedly rosy for the booming hair industry, with over half of
respondents to the Hairdressing and Beauty Industry Authority (HABLA) survey of 4000
salons, reporting an increase in clients over the past 12 months, and 62% anticipating an
increase. Some interesting trends emerged from the survey.

Rental

# Many hair salons have found a way to increase overall income by renting, out salon
space to self-employed stylists or beauty professionals, and this trend seems set to
continue. Currently, around 14% rent out styling chairs, whilst 7% rent out treatment
rooms and 2% rent out individual workstations

# Most rented-out rooms in hair salons are dedicated to beauty treatments, although
holistic treatments and complementary therapies are rising in popularity. An example of
this is Indian head massage - offered by 10% of salons and planned by a further 7%

Extra services

# 70% of hair salons offer a range of retail products to clients.

# 46% carry out hair or scalp analysis or similar services

# Colour analysis and / or image consultancy i on the hist of services for 11% of hair salons.

# Recent figures from HABLA sugpgest that anything from 10% to 25% of hairdressers also
offer salon based beauty treatments, and a ‘significant’ number intend 1o do so in the
future. There is particular interest in offering nail extensions and services.

(Figures from HABIA - Executive summary of an pccupational analysis of the hairdressing sector,

October 2000.)

Case Study - Scruffs of
Cambridge

Scruffs of Cambridge is the only hairdnesser in
Cambridge city, and one of only three in the
whole of Cambridgeshire o reach the
prestigious Cosmopolitan Top 30, quite an
achievement for the familv-run salon,
established over 30 years ago by Jon Chapman

| visited the salon for a taster of what
makes Scruffs so special, and to get some
inside information on what makes a
successful hair business

Walking into the salon, vou can’i help bui
mick up on the laid-back vibe, Clients aren't

sitting around looking nervous, most chat
animatedly with one or more of the sty lists,
as if they are old friends. Some of them
probably are - as Garry Chapman, artistic
director, points oul, Scrutts staff pride
themselves on their friendliness and
consider it all part of the service. * It may
be obvious, but our customers are our most
important asset, and customer service is the
ke issue for us. It's a massive part of our
image - we aim to give 110%. Many salons
can cut hair
beautifully but
they don’t make
the customer feel
at ease - wo hope
that when clients
walk through
our doors they
pick up on the
lowel v mmood
about the place,
and appreciale
the family feel.”

Garry Chapman - profile of a
professional

Garry has been involved with the hair
industry for 14 vears - he started as a
Saturday assistant at the tender age of 14,
emjoved it, and progressed to the position of
full-timw hairdresser after beaving school
“Hairdressing has alwavs been in our family
- | was brought up with it. | went to all the
shows as [ was growing up and gol a taste
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