A Littie Thanks Goes a Long Way

e know you might be nervous about raising your prices—and that's
OK. If you feel that an explanation to your clientele

is in order, you can send clients a let-
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or fear that, at best, you’ll find
yourself forced to defend your
decision to angry clients. “We’re
afraid that if we raise prices, some-
one’s going to say, ‘What are you
buying—a new car or something?’”
says Geno Stampora, Nailpro advisory
board member, motivational speaker
and former salon owner. But accord-
ing to the nail technicians and salon
owners we spoke with, your fears are
likely unfounded.

“l raise prices pretty much every
year, and I’ve never had a complaint,”
says Tiffany Blasi, owner of Tiffany’s
Hand & Nail Spa in Cloverdale,
California. “If people ask why my
salon is more expensive than other
salons, | explain to them the superior
quality of the services, the add-ons
and the advanced education of my
nail techs.”

In fact, most industry experts agree
that, if implemented correctly, a price
change won’t alienate your clients.
Furthermore, losing a few bargain
shoppers is only to your advantage.

“When | ran my former salon, if
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any of my techs became 85 percent
requested, they automatically received
a price increase,” says Stampora. “I
believe if you’re 80 percent booked,
it’s time to raise prices.” The reason;
If you charge $20 for a manicure
and you’re 80 percent booked, you
can raise your price to $25, lose two
clients per day, and st:ll be making the
same amount of money. “You actually
want to lose those two clients,” contin-
ues Stampora, “because they don’t
understand your value. They’ve
labeled you a $20 manicurist and they
can’t grasp the concept that you’re
now worth more.”

“You shouldn’t be afraid to raise
prices, especially if you have a full
book,” agrees Peggy Beach, a booth
renter at Manicurisma Nail Studio in
Rochester, Michigan. “If you lose a few
clients, you’re freed up to take on new
clients at your increased rates.”
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. Step 2 Choose
A la Carte or Across
the Boar

Once you realize the need to raise
prices—and understand that you
won’t lose your entire clientele in
the process—start thinking about
where those increases will occur.
Should «ll of your prices go up or
should just a few key offerings be
subject to a price raise? “l never rec-
ommend that you raise prices across
the board,” says Ken Cassidy, presi-
dent of Kassidy’s Salon Management
Consultants in Long Beach,
California. “Most people in our
industry have become successful,
both individually and within busi-
nesses, by offering two to three pri-
mary services. One tech may have a
great reputation for French mani-
cures while another may be known
for her spa pedicures. Look at how
much income these key services gen-
erate, then raise these prices.”

La Vonda Lewis, co-owner of James
Place Nail Salon in Sterling, Oklahoma,
carefully examined her service menu
before deciding to raise the price of
her pink-and-white sculptured nails. “I
used to charge $25 across the board for
a set of nails,” she says. After some
internal debate, Lewis came up with a
solution that took time into considera-
tion. “I raised the price of my pink-and-
white service to $30, but left the other
services at $25 because they take less
time to complete.”

Another tactic might be to raise
prices across the board by a set
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percentage to keep up with inflation,
payroll and cost-of-living increases.
This concept is easy to explain to
clients. After all, who doesn’t deal
with heightened living costs?

Before you implement price
increases, though, realize that print-
ing costs will come into play with
those added dollar signs. New prices
require new menus. So if you think
you may be raising prices in the near
future, hold off on getting that new
batch of menus printed up!

Step 3: o Your
Homework

You’ve gotten the easy part out of
the way—choosing where the price
increase will occur—and now you
must decide what the actual price
increase will be. Think you know what
you’re worth? This determination
might be more difficult than you’d
like to believe. Determining your
worth is a key to increasing prices
seamlessly; however, one danger lurks
around the corner: pricing yourself
out of your market. “As far as | know,
there isn’t a magic formula to raising
prices,” says Stampora. “Therefore,
you need to do a little homework to
understand how much of an increase
your market can bear.” Take these fac-
tors into consideration before decid-
ing on a price:

» Competition: This should include
only salons with a similar value
proposition. Don’t worry about
another salon that has lower
prices if its services and decor are
well below your standards.

e Inflation: Compare this year’s
expenses to last year’s to deter-
mine how much the cost of oper-
ating your salon has gone up.

* Client demographics: Consider
the income levels, unemployment
rates and ages of your clients.
“If you happen to be in a market
that has a 15 percent unemploy-
ment rate, for instance, you might
want to be more conservative
when choosing to raise prices,”
notes Stampora.

You should also factor in your own

experience and that of your staff. Do
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us to keep our promise to you that we
will offer the best services, using only
quality products with the finest ingre-
dients available. We have access to all
of the beauty products in the world,
and we use only the ones that we feel
are the absolute best,”” says Stampora,
who prepared a letter for his clients to
explain the annual price increase that
occurred in his former salon (see
Stampora’s letter on page 110).

Step 6: Sl Your Staft

You need to make sure your staff is on
board with the proposed changes.
While booth renters can jump straight
to Step 7: Sell Your Clients, salon own-
ers should first take a moment to con-
sider their employees. “Not only do
the staff members have to agree with
the increase, but also they must
understand what this price increase
will produce for everyone, including
each person’s part of the raise,” says
Stampora. “And the discussion can’t
be solely about money. It needs to be
about the promise of great services
and products, a safe environment and
the ability to expand. You don’t want
to raise your prices and have your
service providers steaming about your
decision. Instead, you want everyone
on your team to believe that this move
is necessary, worthwhile and all part of
doing business just like every other
business in the world.”

step 1:
Sall Your Clients

“You will always lose a certain percent-
age of your clients when you raise
prices,” says Cassidy. “But I've found
that most clients don’t pay that much
attention to price as long as they’re
satisfied with the services they receive.”
Everyone we spoke with echoes this
sentiment. But it still doesn’t hurt to
prepare yourself for client complaints
and questions.

“It took me a while to raise prices
for the first time because | was so
afraid 1'd lose clients,” admits Beach,
who chose to soften the blow by
upgrading her services along with rais-
ing prices. “l added exfoliation and
massage to my services and reminded
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clients that | use only high-quality,
professional products.”

Lewis’ passion for superior service
easily allowed her clients to stomach a
slight increase. “If everybody in this
business undercuts each other, you
end up with salons that rush to get
clients in and out quickly. The result:
They’re doing a really poor job and
people are getting hurt,” she says. “I
always take the time to make recom-
mendations about nailcare and serv-
ice options for each client.” Spending
a moment with your clients to let
them know you’re going the extra
mile with service, sanitation and indi-
vidual care can help take the edge off
of a price increase. And you shouldn’t
feel guilty about sharing this informa-
tion; clients, if not told up front about
add-ons, often won’t stop to consider
all the little extras you offer.

Determining your
WOIrth is key to
Nncreasing prices
seamlessly.

“You don’t need to overjustify your
price increase to clients,” says Cassidy.
“You just need to make them aware of
what’s going on around you. If there’s
a big price increase for acrylic sup-
plies, let them know that you need to
pass that expense on to them.”

Above all, keep in mind that rais-
ing prices is integral to being the best
you can be—and that your clients ulti-
mately reap the benefits of your
expertise. Says Stampora, “If you have
a dialogue with your clients in which
you’re consistently sharing your
improvements in services and educa-
tion, the client recognizes that you’re
investing in yourself, and she, in turn,

won’t mind investing in you.” ¢

Inga Hansen is a Los Angeles-based
freelance writer.
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