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Christia & Co. Salon Spa in Bayside, NY, positions itselfas a
retall business that just happens to do serdee, toa,

1 b Been sad thid wien one door closes, andather oneg
opers: Lok Chistie; founder and owner of Christie &
o Saion Spa in Baside, WY, found that stateme 1o be
especially true when she decided 1o temporarly dose one of the two doors o her salon,
akcing customers ender theuigh the netail arsa Bafone che knew i, mdal sales increased
lry 13 percent
Clnistie, wh s the preskdent of Intercoifiure AmericatCanada and a leagtime
member of the Mational Cosmetology Associaton, has spent the past year researching
wois b Emipeon hier Fetall Strstegy "G thes eoonarmag Soumiunm, we womderad if o
revenue took & dip B the service department, how could we fill that gap?” Chastee says
Sheb mitllstesd] the bk &l e gtaff and retail expents and oo |nspiration Frewry
department store design to devize a plan. Her efforts appea 1o be working: Chrstie &
s L0 6 CUMmERY expeniencing the
e L i reghest retail safes in its 3B-yean
Pestory; sAlES make ug ahout 26

e o e i £ LE T T ] parcent of the salon's total resemae.

Chnste requines errgioyess 10
sal 3 specitic number of products
Bynry wveek, Meww styRsts misst sall
2 product to one in four clents
and veteran stafhers are oblinated
o make one sale for every two
Chanls, Bt Chrstie &mphasimes thal
sakes are benaficial for the stylsts
a% vl a5 the sEon's EOTIOM Ing
“The chents whia buy reta from
o Oderie Back mone ofEen Anv are
mofe koyal ™ she says

Tha staft [in'f the onfy rason
behind the salon's retail sales
Christhe & Co.'s retail display wes axpartly des|gned suceess. Carefully planned disploys
itteekatle Do bt il and Incentives contribits & well

it wvas the design of department stores; whem cusiormer s must watk thicugh
cosmietics before geting 1o mast ather departmeants, that inspired Chiistie to change
the way clients enter her salon. Chistie bred a retail eugert to belp with sverything
from strategicaly planng products fo choosing the wall oodor, “It's impartant fo c=ale
a buying envircnmant,” she says. "It scence on ds own,” For instance, she says she
placed her products under shelf headings according to hair taxture rather than brand or
product type because i el rmaks thbuying prodess mors inclividisalizad

She aluo wses the gt vath purchase” offer commonly found at department stores at
har salan, donn with ather discounts. One promotion, for examnple, gfes CLETOMErs Whin
spend 3150 or more on products a complimentary blowe-out with a newear stybst. 1t not
oy andourages dients b buy mone bul alua vl build mew tatent, Chrstie says

Christia stresses the impartance of deveicping & relationship with the brands she sells
For example, whan Kbras

-

tee, the salan's Best-eling brand, moenth semt ol an i-mal
promiction for a free Biow-out, Chiistie & Co. received 43 new customers that day
Central to Christie’s phicsophy = the idea that retall sabes should red B Wsswed as 8n
aiditonal source of revenue, but & anessential part of the salon business Says Christie,

'O reew martea is, “We are a retal busness that does great har'" —AF
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Tty Madaarsal Cosmminiog: Assocane (WOA) Rac launched a0 agoresane campsgn o
heip salons morease retail sales by 50 per oy, That's 3 $600 malan sduson of casfnio
il (0 2000 if just 25 percent of the 50,000 salons in fhe Linded Siates particinaie
Vit noacares,ong for mone infomation
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