Put Together a Package
While most families take dad out for
a big brunch, lunch or dinner on
Father’s Day—which always falls on a
Sunday—you can offer them a
reprieve from the usual dads-day get-
together by developing a dad’s
retreat package. Open your salon on
that special Sunday and devote it to
dads only. Male guests can be
dropped off for an hour of nailcare
pampering. Or, create a larger, full-
service package that includes a
men’s manicure, pedicure, paraffin
treatment, and a hand, leg and foot
massage. To give your package even
more male appeal, add unusual and
fun touches, such as throwing some
steaks on the barbie to feed your
hungry clients or bringing in a tele-
vision and setting it to ESPN.

Matte top coat,
unscented lotions and

callus remover are all
hot, masculine
retail items.

While you have these men in your
hands, don’t be afraid to retail prod-
uct to them. Matte top coat, unscent-
ed lotions and callus remover are all
hot, masculine retail items. You’ll
also want to let your male clients
know that your gift certificates make
ideal presents for their special hon-
eys on Valentine’s Day, Mother’s Day,
birthdays and anniversaries.

Tackle the Ladies First
Now that you have your male packages
in order, you need to get the word out.
We’re willing to bet most of your female
clients have significant others. So why
not target the husbands and fathers of
your female clientele? This mode of
action is perhaps your simplest plan of
attack. First, outline the services you’ll
be providing for men. You’d be sur-
prised, but many women aren’t aware of
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More Macho Marketing

E-mail marketing. Have your female clients give you the e-mail addresses of their
male friends and family members. Create e-mail newsletters specifically designed to
entice the men in your community to visit your salon.

Direct mail. Create a series of postcard campaigns targeted specifically to men.
You can purchase a list of male executives, golf or country club members or other male-
dominated groups from any local direct mail company. You can also send a male-oriented
men’s only special to your female client list in the hopes they’ll pass it along to men they
know. Address the postcard to: “The Man in Suzie Q’s Life.”

Newspaper advertising. Run your male-oriented advertisements in the local
news and sports sections of your area newspaper. The best time to place an ad is the
day before or after a major sports event.

Cable TV and radio advertising. The same rules ring true in this medium as with
newspaper advertising. Target the news and sports programs on your local TV and cable
channels as well as radio stations.

Cross-market with other business and community groups. Partner with
male-oriented neighborhood businesses. Create cross-marketing opportunities to hand
out brochures, introductory gift certificates and flyers for each other. By sharing the costs
of advertising with a noncompeting business, you'll both win. For example, advertise
a free men’s manicure and pedicure with any new car purchased at the partnering
dealership. The dealership can mention your salon in its ads and you can mention the
dealership to your clients. Consider contacting the following types of businesses:

= Automobile dealerships
= Motorcycle dealerships
* Hunting and fishing stores

« Health clubs and gyms
* Tuxedo rental stores
* Jewelers

* Smoke shops
* Men’s clothing stores
= College fraternities

PR and media relations. Plan ahead to work with the local media to promote your
men’s promotions. Start to work the media with a series of press releases announcing
your men-only nailcare services, packages and products. Create personalized male-
oriented pitch letters to the news, business and sports section editors of your local news-
paper as well as producers of local TV stations. Public relations are critical to creating
excitement in your community about the men’s service specialties you offer.

Keep your promotions fun yet manly. By avoiding anything too feminine and
having fun with your salon staff and clients, you'll have the most hip and progressive male
executives in town visiting your salon for nailcare services!




the new crop of men’s-only treatments
available. Many products come with no-
frills, minimalist packaging that appeals
to men. Remind your female clients that
certain services, such as hand waxing
and matte polish, are extremely popular
among both blue- and white-collar men.
If the woman counters that her husband
isn’t the “beauty” type, recommend the
two come in together for a couple’s
appointment or consultation. Easing
males into salons can be most effective if
you have the backing of the women in
their lives.

Offer Dad's Day

Gift Certificates
The ladies now have it in their minds
to talk to their men about the
prospect of a salon day. But, if they
want to execute a surprise attack,
you’ll want to have gift certificates
handy to seal the deal. About a month
before Father’s Day offer gift certifi-
cates designed exclusively for men. If
your usual gift certificate comes
wrapped in a pink bow or incorpo-
rates curlicue script, make some easy,

Make some easy, inexpensive, decorative changes
to your gift certificates to add more
masculine appeal.

inexpensive, decorative changes to
add more masculine appeal. Use knot-
ted string instead of bowed ribbon, a
dark blue envelope or a “Just for Men”
sticker to seal the envelope—all small
changes that afford male gift certifi-
cates your special touch without a fem-
inine feel.

To encourage your female clients
to purchase gift certificates for men
use language such as, “We have the
perfect gift for the man in your life!”
“We know how important nails are to
your personal image, and we want to
help you ensure that the men in your
life have the same wonderful oppor-
tunity to experience our services.”
And “Spa services aren’t just for
women anymore.”
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Jargon Jocks

Once the men have walked through
your salon’s door, you want to make
sure you keep them coming back. The
key to return clientele—both men and
women—is to make your clients feel
relaxed, pampered and comfy. For a
salon that mainly caters to women,
you may need to make a few changes
to ensure that your male clients feel
just as comfortable.

Ask your male friends what service
names would put them at ease.
Changing your Pampering Princess
Manicure to Sports Manicure, Hand
Detailing or the general Men’s Mani-
cure adds masculinity to your services
with almost no effort from you. Ded-
icate a page of your salon’s menu to

feature your men’s nailcare and skin-
care services.

A picture is worth a thousand
words and makes for a successful mar-
keting tool for both women and men.
Men require visual stimulation. To
make men more comfortable in your
salon, display posters, counter cards
and window banners with photo-
graphs and illustrations of men enjoy-
ing salon services. Additionally, if your
female clients see that you offer a la
carte services and treatment packages
devoted to men only, they in turn will
be more likely to tell the men in their
lives to visit your salon.

Also, if space allows, offer your male
clients a private room for their nail-
care, skincare and haircare needs. This
exclusivity can make your male clients
feel more at ease—especially if it’s their
first time ever receiving salon services.

Male Madness
Now that you’ve hooked your men and
have them feeling comfortable, you
can plan unique marketing programs
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dedicated specifically to them and to
attracting an even larger male clien-
tele. Set aside one night each month,
or every other month depending on
the size of your male clientele, to host
a men’s night out. Make the evening
fun, entertaining and geared toward
what men like to do. Here are some
ideas to get you started:

e Monday Night Football at So-and-So
Salon. This one’s easy. All you
need is a television. Give your
clients front row tickets to a relax-
ing service while they watch their
favorite teams battle it out. Don’t
forget to put out a few men’s mag-
azines such as Sports Illustrated,
Maxim or GQ.

e March Madness. While college
basketball teams duke it out to be
No. 1, you can aggressively mar-
ket product to your male clien-
tele. Let men know that they can
score big with a “Sweet 16”
promo—take 16% off of their
retail purchases during the
month of March.

e Fishing for Dollars. Promote your
less masculine services such as
facials and paraffin treatments by
letting your male clients go fishing
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for upgraded services. Glue mag-
nets to savings coupons and toss
them in a big fish tank. Rig a fish-
ing pole with another magnet at
the end of the string and give each
male client the chance to fish for
savings. This idea also works well
as a dart game. (Just hope your
clients are straight shooters!)

Make men’s night at your salon
fun for your staff as well as your
clients. Encourage staff to dress for
the occasion. Football jerseys, base-
ball caps or fishing hats dress up the
standard salon uniform. Or, you can
go all out and have your staff dress
up in white shirts, black pants and a
man’s tie.

Keep an open mind. If your foot-
ball-loving women clients hanker to
get involved, you may want to coordi-
nate a Women’s Monday Night Football
Event or a co-ed affair.

Go Corporate
Customize a service package designed
to entice corporate-minded men.
Many corporations, particularly those
with sales teams, are constantly look-
ing for unique gift ideas. They seek
out individual and team-based prize

rewards. Companies often offer re-
treat getaways at which their sales
team can earn a respite in a team-
building environment. Work with local
companies to close your nail salon or
spa just for them during a weekday or
an early Sunday morning. Allow the
companies to bring in catered food
and a motivational guest speaker.

Beyond Father's Day
The key to success this Father’s Day lies
in making certain you gear your servic-
es to the other half, market your servic-
es in a way that makes them enticing
and look at these male treatments as
more than a one-shot deal. These
clients, if finessed properly, will keep
coming back for more—well past their

special day. ¢

Larry H. Oskin is president of Marketing
Solutions, a marketing, advertising, PR and
consulting services agency specializing in the
professional beauty business. He works with
salons, day spas, medical spas, medical
offices, manufacturers and associations
across North America. He may be contacted
at 703/359-6000 or via e-mail at
LOskin@MktgSols.com or by visiting
www.MktgSols.com.



