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What are some of your biggest struggles when it
comes to pricing?



Why | created this Class for you

GOING TO THE
ON

A

The Real Problem with
Salon Pricing Content

Justifying Your Salon
Prices: Let’s Talk About It
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The Solutions You Will Find Here

e Clarity of pricing fundamenta
e Clarity of pricing fundamenta
e Clarity of pricing fundamenta

s helps e
s helps e
s helps e

iminate confusion
Iminate comparison
iminate the decades long

disfuntion in our industry around pricing as it redltes to brand
« Clarity of pricing fundamentals helps you make more dligned
decisions for YOUR salon brand

e Clarity of pricing fundamentals gives you more confidence and

courage
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Pricing is both an art and a science.

It should be aligned with your brand story,
business mode?, the experience you want fo
deliver, the cost of delivering that
experience, and how much value your
brand ?eople see in the experience
you deliver.







v

¥'s All Connected

Brand QOutcomes & Objectives

Your desired outcomes and business

objectives, godls, efc.

Brand Experi
T'rrg;s a big pegrﬁ)f your brand

promise. Everything that happens
when engaging with your brand,
online and in the salon

Brand Marketing

Pricing, menus, confent, promotions,

Your Salon
Brand Story

programs, referrals, building relationships,

awareness, efc.

Brand Business Model
The type of business you choose;
emp,g;;ent or leasebased salon,

independent siylist, digital, efc.

Brand Identity

Look, feel, voice, vibe, logos,
colors, fonts, fextures, sounds,
smells, feels.

Brand Culture and
Communications

Business Agreements, Handbooks,
Leadership, Client, Team, Tenant
Care



Brand Story Framework

Brand purpose Brand story Brand identity Markefing

Brand promise Brand vision —— Pricing

Brand people Brand values Culture

Brand services & products  Brand voice Content

Brand business model Programs
Operations and systems
Education
Communications

Client, team, tenant care v



But first, a litle marketing history

The 4 P's of Marketing
Product what is being sold (services or products)

Promotion- how is the service or product markefed
Price- what is the price strategy and profit expectations of the service or product

Ploce- where is the service or product being sold



But first, a litle marketing history

The History of the Four Ps of Marketing

The four Ps were popularized by Neil Borden, an advertising professor at Harvard University, in the

1950s, as part of the overall marketing mix. The four Ps of marketing are still widely used today by

marketers and companies to advertise their goods and services.



The 4 P's Example

Price
Product $50 haircuts
Haircuts and Colors $100 colors
Home care $25 home care avg.
8% net profit
Promotion Place
Education Insalon
Referral program Virual experiences
Social and digital Alfilicte links

Q)



But first, a litle marketing history

Philio Kofler’s Pricing Strategies

Price
HIGH MEDIUM LOW

‘ED Premium High value Superb value
2 |z
§ E Over charging Average Good value
(04 =

3 :

9 Rip-off False econo my Economy

Image credit: geflucidity
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But first, a litle markefing history
Market Segmentation and Position

The Fashion Market

image credit: Medium.com | 2



The Price Pyramid

Range Rover low volume Luxury
high price

moderate volume Moderafe
moderate price

high volume Value
Kia low price Discount



A few ferms
Market positioning

Positioning refers to the place you want your brand or product to have within a particular target market.

More specifically, the process of market positioning and brand positioning involves how you market your
brand or product to consumers to achieve that position.

Clients who may
visit salons



A few terms

Price positioning

Determining the best price point for your products or services based on various foctors such
as customer demand, market positioning, and competifion

Price strategy
A pricing sfrategy is a model or method used fo establish the best price for a product or

service. It helps you choose prices to maximize profits while considering consumer and

market demand. ®



Consistency builds trust

Consistency, darity, fransparency, and alignment of your pricing,
service, and product offerings help build frust and relationships
with the clients you wish fo serve and help you make dligned
decisions.



Pricing Fundamentals

« Pricing is an art and a science

« Pricing models and formulas are not unique o any one industry

« Pricing is meant to be aligned with your brand story and business model
« Pricing is connected to your desired outcomes and objectives

« Pricing is part of your markefing

« Pricing is both a strategy and a factic

« There are service pricing models and product pricing models



Supply and Demand

Supply
The number of appointments, inventory, and space available.

Demand
The number of people who want appoiniments, inventory, or spaces.

Low Supply and High Demand = Higher Service or Lease Price

High Supply and Low Demand = Lower Service or Lease Price







Ditterent people value ditterent things at
different times for different reasons.



Pricing and Brand Value

$2.00

One person just wants a cup of coffee
One person wants an experience and feeling they place a high value on | 2



Pricing: Haircut

One person just wanis a haircut
One person wants an experience and feeling they place a high value on



Your Salon Brand Positioning, Your Business Mode!, and Your Pricing

Luxury Salon
Luxury Salon Suie  flaYaYe Tats
lease In A Luxury Salon high price

Mid Market Salon dercio vl
Mid Market Salon Suite m ogr volume
lease In A Salon moderate price

Budget/Value Salon high volume
lease In A Budget/ low price
Value Salon



Your Salon Brand Positioning, Your Business Mode!, and Your Pricing

$2000 extensions
$200 hair cuts
$500 colors

low volume

high price

$75 haircuts moderate volume
$200 colors moderate price

$30 haircuts high volume
$60 colors low price



Your Salon Brand Positioning, Your Business Mode!, and Your Pricing

3 dlients a day
E)den.sicﬁ;\s |
pecialty color
Iow volume Luxury haircuts
high price Hair replocement

Full set lashes
6 dlients a day

Haircuts moderate volume

Colors moderate price
Lash fills

12 clients a day
Haircuts

high volume
Simple Color low price



Hair Color Services Compared To At Home Brands

épecioliy Color
olor Correction low volume
$600 high price

Basic Vivids
Blonding moderate volume $100 All Over Color
$300 moderate price

All Over Color

$125 high volume

Root Touch Up low price
$95

Madison Reed Color Bar

gl:%e(cuis Color

IGK At Home
loreal At Home



Salon Haircare Brands Compared To Non Professional Brands

Oribe Shampoo
$53 80z

low volume
high price

Carols Daughter Shampoo
Redken Shampoo moderate volume $1411 oz

$25 100z moderate price Kristin Ess Shampoo
$11 100z

Pantene Shampoo
high volume $1420 oz.
low price Suave Shampoo

$5 28 oz.

Paul Mitchell Shampoo
$14.50 10 oz.



Your Salon Brand Positioning, Your Business Mode!, and Your Pricing

Unique/Exclusive HandsOn
Ultra Premium Subscription

One On One Coaching

low volume
high price

Demo Style
moderate volume HandsOn Course Style
moderate price Premium Subscription

One On One Coaching

Webinar Style high volume
Subscription Programs low price



Your Salon Course Positioning, Your Business Model, and Your Pricing

Exclusive Courses
Exclusive Coaching low volume $5000
Exclusive Retreats high price

moderate volume

Creating Your Awesome modercte price

Brand Course

$695

high volume
Mini Courses low price $250



A Note About Discounting

1. Unless you are a discount brand, | would be careful about discounting your
services

2. Discounting is a slippery slope, and can devalue your brand

3.Consider creating and adding more value fo your experience through
programs and produdts instead of discounting. Some examples are FREE
home care sysfem with Haircut and Color Experience, Complimentary

Treatment Upgrade with Service, $25 product or service credit with referrals,
Gift Card promotions, efc.

t)






Salon Brand Story, Business Model & Pricing



Creating Your ¥
Awesome Brand
a complete course for

beauty professionals

light

+ head spa




light sclon + head spa Brand Story and Business Mode!

Business Model: Employment Based Brand Position: Luxury

Desired Ouicome: Create a sacred space for clients who value modem, luxury, health-
focused experiences and for hairdressers who value hightouch client care and growing
both their insides and outsides.

Business Objedtive: Create a profitable, sustainable longterm business with the
opportunity to expand into employee parnerships for future locations.

Profit Expediations: 20% net affer the first year



light salon + head spa Brand Story Outline

Brand Purpose
Feeling unseen, and unheard, not vibing with previous salon experiences, not feeling like my previous salons were staying on top of
frends, not feeling aligned with the values of the brand, and dients seeking a more holistic and healihy approach to all things beauty.

Brand Promise

Create a space and experience of belonging, empowerment with an edge, and feeling good from the inside out. You will feel seen,
heard, understood, beautiful and confident.

Brand People
Modem, frendy, fitness & healthy foodminded, meditation/inner work focused, passionate about the planet, value premium
experiences

Brand Services and Products
Ecofriendly and modem color, cut and styling services, scalp therapy and head spa treatments, holistic home care for colorireated hair



iht scdon + head spa brond

ll (i hl low volume Specialty Color $500

solon ead spa high price Color $3OO
Haircuts $150
Head Spa Treatment $150

moderate volume Blow Dry $75

moderate price

high volume
low price



Brand Story, Business Model, Objedtives, Outcomes, Profit
Business Model: Brand Position:

Desired Outcome:




Your Salon Brand

low volume
high price

moderate volume
moderate price

high volume
low price




Salon Pricing and Profitability Fundamentals



Pricing and Profitability Fundamentals

Cost of labor Cost of supplies Overhead

This is the actual cost of This is the actual cost of This is the general

the labor for the all the supplies you use fo overhead you pay per
experience, plus all costs complefe a service service such as rent, utilifies,
associated employment markefing, banking, efc.
Coss.

Desired profit Minimum service price

This is the net profit you desire This is the minimum service price based

from the service. Note that the on all costs and desired profit

average employment based

salon generates 0:5% net profit

Total cost of service

This is the fofal cost of the
service including labor,

supplies + overhead

Total Cost of Service + Desired Profit = Minimum Service Price



Pricing and Profiiability Fundamentals 1 hour Haircut Example

Cost of labor $50
Cost of supplies 35
Overhead $5

Total Cost of service
Desired profit $50

Minimum service price $110




light salon + head spa Haircut Pricing and Profitability

Cost of labor $70
Cost of supplies 310
Overhead $10

$90

Total Cost of service
Desired profit $60

Minimum service price $150




Your Salon Service Pricing and Profitobility

Cost of labor
Cost of supplies
Overhead

Total Cost of service

Desired profit

Minimum service price




Pricing Considerations

« Every service you provide will never be equally profitable because there
will always be variables.

» Focus on the fotal profit of your business as well as individual service profit

« Salon profitability includes service profit, home care sales profit, and other
profit meaning gift cards, education events, efc.



Massage: $100

Service Time: 1 hour

Supplies:

Small body 1 oz. oil, 2 fowels
Medium body 2 oz. oil, 3 towels
Large body 3 oz. oil, 4 towels

You would never charge more for larger bodies and less for smaller bodies
just because you used different amounts of supplies.



A Note About “Hourly Pricing” And The Salon Business

In recent years there has been a rise in an “hourly pricing” narrative in the salon industry.

As you've leamed, labor and product costs are always included in defermining service pricing.

The problem with the “hourly pricing” narrative is that it atiempts fo be a simple solution yet it ends up being
complicated and not dlientfriendly.

1.Not every salon service has equal fiming

2.Not every hairdresser has the same pace for the same service

3.t conflicts with clients' perceived value of hourly pay

4. Itfocuses on pricing strategy which is meant for the business, not for the dlient



A Note About “Hourty Pricing” And The Salon Business

1. Not every salon service has equal fiming or uses equal products
Blow Dry 30 minutes., Haircut T hour, Root Retouch 1.5 hours, Head Spa Treatment - 1 hour

2. Not every hairdresser has the same pace for the same service
Highlights 1 hour, Highlights 2 hours, Highlights 3 hours

3. It conflicts with dlients' perceived value of hourly pay
Teachers are making $45 an hour and my hairdresser is “making” $150 an hour?

4. ltfocuses on pricing strategy which is meant for the business, not for the client
How you calculate pricing is a mix of your brand, business model, costs, and desired profit
That is not your dlient's business, all they care about is the experience and the price for that experience ®



Creating Your Salon Brand Services



Your services are the solutions to the problems you are solving

Your services are meant to be aligned with your brand story

Your services can evolve as your client's needs, the market and your
brand evolve

Keep it simple. Keep it aligned.



light salon + head spa Brand Story Outline

Brand Purpose
Feeling unseen, and unheard, not vibing with previous salon experiences, not feeling like my previous salons were staying on top of
frends, not feeling aligned with the values of the brand, and dients seeking a more holistic and healthy approach to all things beauty.

Brand Promise
Create a space and experience of belonging, empowerment with an edge, and feeling good from the inside out. You will feel seen,
heard, understood, beautiful and confident.

Brand People
Modem, frendl, filness & healthy foodminded, meditation/inner work focused, passionate about the planet, value premium

experiences

Brand Services and Products
Ecofriendly and modem color, cut and styling services, scalp therapy and head spa treatments, holisfic home care for colorireated hair



light salon + head spa Services

light

+head spa

HAIRCUT EXPERIENCE

Your experience includes a reloxing 10minute head, neck, scalp, and
shoulder massage, blow:dry, refreshing adult beverage of your choice, and a
home care kit sampler.

Time: 1 hour

Investment: $150

COLOR EXPERIENCE 1.0

Color 1.0 is for simple color processes and techniques and for the color
beginner and people who desire lowsmaintenance.

Your experience incdludes a preappointment consuliation done in person or
via video chat, a relaxing 10:minute head, neck, and shoulder massage,
blow-dry, refreshing adult beverage of your choice, and a customized color
insurance kit.

Time: 2 hours

Investment: $300

COLOR EXPERIENCE 2.0

Color 2.0 is for the more advanced color experience, induding blonding, vivid color,
unicoms, and for our rainbow people. Your experience indudes a preappointment
consuliation done in person or via video chat, a relaxing 10minute head, neck, and
shoulder massage, slyle, refreshing adult beverage of your choice and customized
color insurance kit

Time: 3+ hours

Investment: $500+

HEAD SPA EXPERIENCE

This experience is the ulimate selfcare for the health of your scalp and hair. Your
experience indludes a consultafion fo assess your scalp, an exfoliating and defoxifying
scalp and hair mask freatment, head, shoulder and neck massage, defox fe, and a
home care sampler kit.

Time: 1 hour

Invesiment: $150

LIGHT DRY

The light dry experience is for when you just need some exira love and care. This
experience includes a relaxing shampoo, head, shoulder, and neck massage, beverage
and blowdry.

Time: 30 minutes

Investment: $75

Building rust with you through healthy communication and fransparency is imporkant fo us at light salon + head spa.
This is why we indude a consuliaion with every experience. Thank you for choosing us.



A Still Too Common Salon Menu

The hair place
PRICE LIST

Haircut $75
Blowdry $50
Blowdry with curling iron $60
Blowdry with two irons $70
Demi color $60
Permanent color $70
Double process $80
Highlight $100
5 foils $60
Balayage $150
Ombre $150
babylights $100
Vivid color $90
Mens cut $20
Mens color $30
Kids color $25
Women over 50 color $30
Extra tube of color $10
Olaplex treatment if your hair melts $10
Extra water $5
Annoyance fee $20



Choosing Your Salon Brand Products



Your products are the solutions fo the problems you are solving
Your products are meant fo be aligned with your brand sfory

Your products can evolve as your client's needs, the market and your
brand evolve

Keep it simple. Keep it aligned.



light salon + head spa Produds
O
Hair Color- Oligo and Davines llgh‘
salon

+ head spa

Head Spa and Scalp Treatments- Oway

Care and Styling- Oway, Davines, Dyson or Zuvi

Home Care- Oway, Davines, Zuvi Halo Hair dryer

Other- Silk pillowcases, hair accessories, candles, oils, books



A Note About Salon Products and Profitability

With the rise of the professional salon product industry came a rise in salon profitability
which didn't really happen until the 80's

The reason for offering professional salon products is for the convenience and happiness of
your clients. The result is added profitability and dlient happiness.

Carrying too much inventory fies up muchneeded cash, and carrying no inventory says we
don't care what happens dfter clients leave the salon.



A Note About Salon Products and Profitability

The Simple Math

You purchase a bottle of shampoo to offer clients for home care
$10

You sell that bottle of shampoo to your client

$20

Your gross (before exira expenses) profit
$10

Purchase Price: $10

Selling Price: $20 You Have: $20

t)



Al and Your Salon Services



Al and Your Salon Services

n Hello. | am working on which services | should offer in my new salon that are in alignment
with my brand story outline below. Can you please recommend 5 luxury salon services | can
offer that are of high value to my clients? Thank you.

Brand Purpose

Feeling unseen, and unheard, not vibing with previous salon experiences, not feeling like my
previous salons were staying on top of trends, not feeling aligned with the values of the
brand, and clients seeking a more holistic and healthy approach to all things beauty.

Brand Promise
Create a space and experience of belonging, empowerment with an edge, and feeling good
from the inside out. You will feel seen, heard, understood, beautiful and confident.

Brand People
Modern, trendy, fitness & healthy food-minded, meditation/inner work focused, passionate
about the planet, value premium experiences

Brand Services and Products
Eco-friendly and modern color, cut and styling services, scalp therapy and head spa
treatments, holistic home care for color-treated hair



Al and Your Salon Services

@ Based on your brand story and the desire to offer luxury salon services that align with your
brand's values and promise, here are five high-value services you can consider offering in
your new salon:

1. Customized Holistic Hair and Scalp Rituals: Offer personalized treatments that combine

scalp therapy, head spa treatments, and holistic approaches to hair care. These rituals can
include scalp massages, aromatherapy, and nourishing hair masks tailored to each client's
unique needs. Emphasize the holistic and healthy aspect of these treatments, promoting
overall well-being.

2. Exclusive Trendsetter Styling Sessions: Provide high-end styling sessions that focus on the

latest trends in hair and fashion. Your modern and trend-focused clientele will appreciate

having access to cutting-edge styling techniques and looks. These sessions can include
runway-inspired haircuts, avant-garde styling, and creative color applications.

Premium Eco-friendly Hair Coloring: Capitalize on your eco-friendly brand ethos by

offering premium, sustainable hair coloring services. Use eco-conscious, ammonia-free

dyes and highlight your commitment to environmentally friendly practices. Create bespoke,
on-trend color palettes that align with your clients' desires for both style and sustainability.

4. Mindfulness and Wellness Packages: Cater to the meditation and inner work-focused
aspect of your brand by offering mindfulness and wellness packages. These packages can
include services like guided meditation sessions during hair treatments, aromatherapy
experiences, or even yoga or wellness workshops in collaboration with local instructors.
Promote the idea of beauty from the inside out.

5. VIP Beauty Retreats: Elevate the salon experience by offering exclusive VIP beauty retreats.
These all-inclusive packages can include a day of pampering, personalized hair and beauty
treatments, healthy gourmet meals, and access to fitness facilities. It aligns with your
clients' fitness and healthy food-minded values while providing a premium, holistic = ~—*

: 5 Regenerate
experience.



Al and Your Salon Products

Hello. | am working on which professional salon products and other items | should offer in my
new salon that are in alignment with my brand story outline below. Can you please
recommend 5 luxury salon products and other items | can offer that are of high value to my
clients? Thank you.

Brand Purpose

Feeling unseen, and unheard, not vibing with previous salon experiences, not feeling like my
previous salons were staying on top of trends, not feeling aligned with the values of the
brand, and clients seeking a more holistic and healthy approach to all things beauty.

Brand Promise
Create a space and experience of belonging, empowerment with an edge, and feeling good
from the inside out. You will feel seen, heard, understood, beautiful and confident.

Brand People
Modern, trendy, fitness & healthy food-minded, meditation/inner work focused, passionate
about the planet, value premium experiences

Brand Services and Products
Eco-friendly and modern color, cut and styling services, scalp therapy and head spa
treatments, holistic home care for color-treated hair




Al and Your Salon Products

Based on your brand story and the emphasis on luxury, holistic, and eco-friendly
experiences, here are five luxury salon products and items you can offer in your new salon:

1. Organic and Eco-friendly Haircare Products: Offer a range of high-end, organic, and eco-
friendly haircare products such as shampoos, conditioners, and styling products. Look for
brands that align with your values of sustainability and holistic beauty.

2. Holistic Scalp Treatments: Invest in premium scalp treatment products that promote

overall hair and scalp health. These could include scalp serums, masks, and massage oils

that provide a relaxing and rejuvenating experience for your clients.

Luxury Hair Tools: Provide top-of-the-line hair styling tools like professional-grade

hairdryers, straighteners, and curling irons. High-quality tools not only enhance the salon

experience but also help clients maintain their look at home.

4. Aromatherapy and Meditation Stations: Create a dedicated space within your salon for
aromatherapy and meditation. Offer essential oils, diffusers, and guided meditation
sessions to enhance the holistic and inner work-focused aspect of your brand.

5. Exclusive Membership Packages: Consider offering exclusive membership packages that
provide clients with ongoing benefits such as discounts on services and products, priority
booking, and access to special events or workshops related to holistic beauty and wellness.

By offering these luxury salon products and items, you can enhance the overall salon
experience for your clients, align with your brand's values, and cater to the modern, eco-
conscious, and wellness-focused clientele you are targeting.
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Resources

Creating Your Awesome Brand Course

A School Salon Owners Group

ChatGPT chat.openai.com

Beauty Business Guide for Pricing, Service & Salon Economics Education
@beautybusinessguide

44448



Creating Your Awesome Brand Course

great'nngrV’
gggrnylpleheooqrsefor ‘
4

A Gift of Gratitude for You
Creating Your Awesome Brand A Complete Course for CODE: SALONBUSINESSLOVE

Beauty Professionals

This is the stuff they didn't teach you in beauty school but should have so
consider this your beauty brand business school. It all begins with the
clarity of your salon brand story, the foundation you build relationships,...

: ©



Thank you.

I you have more questions, please reach out fo awesome@passionsquared.net
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