


The spa’s many visitors are escorted
to and from each service with an air of
calmness. Appointments are made in
hushed voices, and the hustle and bus-
tle usually found in salons is lost in the
serenity of The Garden Sanctuary. It’s
this reputation for relaxation that
draws high-end clientele, and Stevens
and her staff use their reputation as
the basis of their newest marketing
plan—Concierge Night.

A Night to Remember
Typically patrons at The Garden
Sanctuary are unaware of other visi-
tors, but on this particular Wednesday
night it’s quite clear this salon is the
place to be. With more than 30 men
and women wandering the salon floor,
somehow the peace and tranquility
are sustained. Melissa Washington, a
nail technician at the spa, spa consult-
ant and organizer of the event, has
placed herself near the door to greet
her guests—concierges from all the
major hotels in the area.

Washington, Stevens and the spa
staff have gone all out for the event.
Guests enjoy a catered feast that
spreads the length of the salon’s bar

while they wait for their facials. For
those already engulfed in their mani-
cures and pedicures, Daniel Cisneros,
the salon’s hairstylist, passes hors 
d’oeuvres on a silver platter. Several of
the concierges have worked with
together in the past and are enjoying
catch-up conversation, while salon
staff members chat with others about
what the spa has to offer. “I’ve found
that salon staffers and hotel con-
cierges have a lot in common,” says
Washington. “We’re both like

Nordstrom when it comes to customer
service. Both concierges and beauty
industry technicians are in the busi-
ness of giving clients what they want.
As long as the clients are happy, that’s
all that matters.”

Like most salon staff, concierges
survive off their tips. The better they
provide for their guests, the better
their tips. “Concierges are the souls of
the city,” says Washington. “It’s their
job to know what’s happening and
where it’s happening.” 

It follows, then, that once the
concierges have had the chance to
sample the services at The Garden
Sanctuary, they’ll be more likely to
refer hotel guests to the spa. And
because the concierges are able to say
that they’ve experienced the spa serv-
ices firsthand, their recommendation
is more reliable. “Concierges send
someone over to us at least three times
a week,” says Washington, who has
pampered such celebrities as Princess
Stephanie of Monaco, Kathy Bates,
Francis McDermott and Ellen Barkin
with manicures and pedicures because
of referrals from concierges. “The
people whom they’re referring know
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know that getting people into their salon is a sure-fire way

to win new clients. Over the past year, they’ve hosted cre-

ative parties aimed at getting people in, impressing them

with impeccable services, selling them retail and booking

them for future appointments. The word-of-mouth publicity

these events create is just an added bonus. Use their ideas

as the starting point for a party of your own. Like Concierge

Night, the following parties have proven successful for The

Garden Sanctuary.

Candlelight Party Promotion. Surrounded by only the

light of more than 50 candles, staff members at The Garden

Sanctuary pamper approximately 60 women with manicures

and mini-massages. A light buffet and wine are served in the

bar area so that guests can snack and socialize while they

peruse the boutique and wait for their services. “The electrici-

ty used to go out regularly at my old salon, so I’d have to con-

tinue my services by candlelight,” says Melissa Washington, a

nail technician at the spa. “My clients found it so relaxing, it

gave me the idea for the candlelight promotion.” It’s also a

great way to retail candles. The Sanctuary invites its candle

vendors to the party to help move product.

Cosmetic Surgery Soiree. Based on the same referral

idea as Concierge Night, the staff members at The Garden

Sanctuary build relationships with nearby cosmetic sur-

geons and dermatologists. These professionals often refer

their patients to the spa after surgery for manicures, pedi-

cures, facials and body treatments, so it’s important to invite

them in to sample the services.

Press Party. Forming relationships with members of the

media—radio, television, newspapers, magazines—can be a

great asset to your salon. Stevens and her staff host a Press

Party to introduce reporters and editors to their salon for

several reasons. One, the salon gets exposure if the press

covers the event—even if a radio personality says on air,

“Hey, guess where I went last night?” that’s great publicity.

Two, the next time someone needs to interview a profession-

al about the latest in beauty trends, your salon is going to

be the first place she’ll call. “On Press Night, sometimes we

don’t get out of here until 10 or 11—we have tons of fun!”

says Washington.

Themed promotion nights can generate referrals and rev-

enue for your salon. The key to hosting a great event is

preparation and remembering that the more you put into it,

the more you get out of it.

Hairstylist Daniel Cisneros offers concierge Lisa
Horlick an appetizer while she gets her pedicure. 

Powerful Promotions



and expect quality, so the concierges
need to be confident in their referral.”

Heather Trejo, a concierge at the
LAX Marriott in Los Angeles, while
relaxing after her back and neck mas-
sage, says, “After an event like this, The
Garden Sanctuary salon will be the first
one I’ll recommend. I’m constantly
asked where to go for a good massage.”

Maria Altamirano, a concierge at

The Arguile in Santa Monica,
California, agrees. “Being able to actual-
ly have one of the services helps me to
recommend the spa to our guests, and it
makes it easier for me to give them
directions, which is a big part of my job.”

Forming a Relationship
Both Washington and the concierges
who attended agree that forming a
relationship is the basis of the busi-
ness. “Once you establish a good rap-
port with the concierges, they’ll always
be supportive of you,” says Wash-
ington, who gives a percentage of her
profits to the referring concierges for
each appointment made. 

Washington begins her relation-
ship by faxing an invitation to the
head concierges at all of the major
hotels in her area. When the
concierges call to RSVP, they’re given
approximate appointment times but
are encouraged to come and “hang
out” at the salon for the entire
evening. The appointment times help
spa service providers plan their

schedules and ensure that everyone
gets to sample the services. A week
before the event, Washington makes
baskets overflowing with samples of
Stevens’ products and delivers them
to the hotels. She follows up with
calls to make sure everyone received
a basket. “This is a great way to make
a second contact and really start 
to develop a relationship,” says

Washington. “Then when they arrive
at the salon, you’ve already formed a
friendship. That’s the first thing they
say when they see me, ‘Weren’t you
the lady who brought us all of those
really big baskets?’ I looked like Santa
Claus coming down the street, so I
was pretty unforgettable.”

Washington isn’t looking only to
gain new clients from this event, espe-
cially since most of the referrals will be
to out-of-towners there for a one-time
salon visit. Washington says that many
of the concierges themselves become
regular clients. Plus, it’s amazing how
much retail product can be sold while
the guests are getting to know the
salon. “We sell several gift certificates
and lots of product whenever we do a
themed promotion.”

All of Washington’s preparations
help make each event relaxing and
friendly. Even though there were 40
people in the salon on Concierge
Night, each guest was able to experi-
ence the calmness and tranquility of
the Garden Sanctuary.   

Jodi Mills is Nailpro’s managing editor.
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Elan Hotel concierge Paul Pofahl enjoys a 
relaxing manicure.

Masseuse Anthony Williams entertains 
party-goers.
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