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EYEBALL SHARE

WHEM THE ECONOMY IS SQUEEZING EVEN THE
MOST GENEROUS OF MARKETING BUDGETS,
THESE OWNERS ARE DISCOVERING THAT
INTERACTIVE MEDIA ALLOWS FOR THE MOST
EFFECTIVE AND INEXPENSIVE CAMPAIGNS.
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SALONS OF ANY SIEZE con ben

efit from interactive marketing,
which encompasses websile ns

abhity, viral marketing, affiliate
marketing, social media and e-
blasts. Most salons are taking
advaniage of e-blasis because
they affordably reach all cli-
ents or a targeted group. Use a
marketing service 1o send them
out, and all you do is Gl out
information in a emplate: they
send it 1o your ¢-mail list. For
 fee, vou can also get customs-

¢ Derek Reynolds, the salon director at Studic
Gaven, used 1o work in a corporate énvironmant
with access 1o a craative department. Now, he
produces professional-looking promotions using
templates provided through his manufactures
which ho prints lacally,

designed e-blasts and newslet-
ters. Analyics allow you o see
everything from who opened
your ¢-mails o who passed
vour offer onto friends.
Jeannie Sutton, owner
of Beehive Waxing Salon,
Carlsbad, California, says
her best advice is to usea
service o send out e-blasts.

“You can’t do it all, and

they understand spamming

laws, cull your lists for
duplicates and make certain
clients can opl-out,” she says
"We send outl monthly offers
to-all our clients and specials
for those whose providers have
left the salon.”

The director of marketing
fur Zano Salons and Spas
in suburban Chicago, Nettia
Badgley. recommends choos-
ing an e-mail marketing serviee
that is highly customizable. so
YOu Can uss Your own artwoirk
and maintain your bramd image

More than 63'J éﬂf companies

found e-mail marketin
most effective metho

the
for

customer retention.

source: The Direct Marketing Association, courtesy Goloyal.com



For highly targeted offers, she
uses different databases foreach
of the salon’s five locations. In
addinon, Zano recently started
a teen club, and thus far, has
a databnse of 2,000 for 1een-
targeted promotions.

“The most imporant element
of any e-blast is an interesting
subject line,” savs Badgley.
“Chur *Annual Spa Sale Save
20%" message was opened by
28 percent of reciplents. which
15 high. Last year, our BEF offer
worked best; If clients brought in
another person and both booked
the same day, each got S0-percent

PLUG

off. We also promoted that offier
on Facebook, and every single
location was booked solid for
the week of the special.”

Clients should be given the
chance 1o opt out of e-mails, bul
they should also be encournged
1o pass the offers 1o a friend.
Any more than a monthly mail-
ing is wo much, say salons in
the know.

If you are closely connected
with o manufactarer, many make
their high-end images available
for affiliated salons o use ine-
blasts, on Facebook pages amd
more. (They are usually tied to

»*Marketing at a Click
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to the printer. Now, with th
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* Quark Promote
guarkpromote.com
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Professional marketing material produced using == —
Redken's My Business Toolbox.
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Jean-Pierre Salon in Boston,
salon munager Kris Baxter sim-
ply goes to a corporate website
for model and produect shots,
which she uses in e-mailed posi-
curds, shelf talkers and station
signage. Some she prints in the
salon on high-guality stock; for
others that require heavier paper
stock, she simply downloads the
digital art and takes it (o a local
copy shop. Asan elite salon, she
als0 has access (o larpe fashion-
week photos that are used ina
light box.

“Oince we download the im-
ages and offers, we send out the
e-hlasts,” says Baxter, “Clients
love retanl promaotions, The best
ones bundle twoor three products
al a price savings oroffer a thind
product at a diseount.”

“Our manufacturer has tem-
plates we can download and add
copy toy, and they also offer blow
ups of model images that we
take 1o 8 copy shop and mount
o Toam core for salon 1_1-:m:<'.'x,'

says Derek Reymolds, the salon

salontoday.com

director ar Studio Gaven in
Brentwood, Tennessee, [ used
o work in a corporate environ-
ment with a creative depanment,
but most salons don’t have their
own, With all the materials thar
are availahle from manufactur-
ers for free, you don't need one
o look grear.”™

Ap Currie Hair Skin Nalls
in Glen Mills, Pennsylvania,
wner Rdﬁd]‘ ﬂurriu ARrces
that maintaning branding and o
L]lliiill} Image 15 crucial 1o suc
cess, when you are using photos
andl templates from a marketing
pariner. Beyond e-blasts. he uses
corpormbe-partner images for snadl
mitl postcards, which are sent 1o
the list he purchased. based on
f1p codes, income and gender.
He also posts the images on his
salon's Facebook page, because
preal images attract eyeballs,

“We just downloaded an
image and used it in a post-
card three weeks ago,” says
Cumig. “Already we have 20
new gppointments,”

—Victoria Wurdinger
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