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Introduction 
If you’ve downloaded Rich Salon Owner, it means that somewhere in the world, you're a spa 

or salon owner who is either struggling with their business, is just making ends meet, or 

wants to know why the salon down the road always seems to be bustling with clients, yet in 

your salon you can hear the tumbleweeds rolling across the floor. 

But have faith, because no matter how bleak your situation may currently be, you’ve already 

taken the first step towards transforming your spa or salon into a success simply because 

you’ve downloaded the book, or you're listening to this recording.  What this means is that 

you want your business to grow. And, by the end of this book, I guarantee - if you follow the 

tips, guides and advice you find here - I guarantee that not only will your business improve, it 

will flourish. 

The purpose of this book is to reveal to you why your salon isn’t making as much money as it 

should be, and to show you how you can turn it into a money-making machine.  

So put down those scissors, nail files, wax strips and forget everything you think you know 

about running a spa or salon, because this book will change the way you run your spa or 

salon forever.  

In this book – I’ll teach you all about marketing that does and doesn't work, what REALLY 

matters in business, how to do marketing that OPENS the floodgate to an INFINITE 

NUMBER OF NEW CLIENTS. I’ll give you the step-by-step tools to generate new leads, and 

turn them into clients. So stop struggling in your business and get it to start making MORE 

MONEY for you TODAY. This book is a handy little guide on how you can stop working in 

your business and start working on it, and I’m giving it to you for free because it’s time you 

had the opportunity to own the salon or spa you’ve always dreamed of. Wouldn’t you agree?  

One more thing before I go on.  

This book is not about Facebook, or Twitter, or Instagram - although we cover those 

things, they are, at the end of the day, just forms of media. Neither is it about hiring or 

managing staff - we talk about staff too, and how they should be part of the marketing & 

sales process. But hiring and managing staff is a whole book of its own.  

Rich Salon Owner is about the thinking behind successfully marketing a salon's products and 

services. Sure, you'll find some classic examples of what works, and how to apply those 

examples to your own business. But it's more about the thinking that goes into creating those 

tested, proven examples. It's what we call Direct Response Marketing, and it can be a 
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thrilling journey. Happy reading - or listening, if you're hearing the audio book version of 

this.  

Greg Milner, Co-founder and CEO, Worldwide Salon Marketing.  

Perth, 2019. 

FREE RESOURCES FOR SALONS & SPAS 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FREE One-On-One Fast Start Marketing & Business Coaching Session 

In just 30 minutes, on a face-to-face live video link, Rich Salon Owner author & Worldwide Salon 

Marketing founder Greg Milner will give you three 'must-do' action steps to instantly increase 

your appointments and sales. It's easy, just go to  

worldwidesalonmarketing.com/wsm-free-coaching-call/ 

 

 FREE Website Analyser 

If you're NOT getting dozens of new leads, clients and sales each month from your website, it 

could mean it contains critical errors. Just enter your website address into our Free Website 

Analyser - we'll even give you a free Website Audit Report so you can get those errors fixed.  

Go here: www.worldwidesalonmarketing.com/analyser 

 

 

http://www.worldwidesalonmarketing.com/wsm-free-coaching-call/
https://worldwidesalonmarketing.com/analyzer-rso/
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Chapter 1: Getting Noticed 
 

Despite what so many small business owners believe these days, successful marketing simply 

ISN'T all about the online world.  

There's a hell of a lot more to it than that, and I'll cover all of that in later chapters. Having 

said that, there's ONE area of online marketing that's so vital, so crucial to your success, I 

want to bring your attention to it right here and now, simply because, if you don't get this 

right, you're going to be fighting the battle blindfolded, with both arms tied behind your 

back.  

And that vital component is Getting Found. Getting Noticed.  

If your prospective customers and clients can't find your business when they're searching for 

a product or service online, then no amount of slick logos, wonderful offers, 5 star 

testimonials and expensive shop fit outs is going to help you.  

It wasn't that many years ago that the Yellow Pages was king. That's where everybody 

automatically looked. And for small businesses, it was easy, back then. You paid a small or 

large amount of money, depending on how big an ad you wanted, and for the next year, that's 

how people found you when they were looking for a product or service.  

Then, along came the internet, and smart phones, and search engines - in particular, the 

10,000 pound gorilla we now know as Google.  

Google, for better or worse, IS the new Yellow Pages. When your potential customer is 

looking for a hair or beauty service, a massage or some gel nails or lash extensions, in her 

area, there's only one place she's going to look. Not Facebook, not Instagram, not Twitter or 

any of a dozen other social media. Google is it.  

If you and your business can't be seen on the first page of Google results, then you're pretty 

much invisible. In a moment, I'm going to get you to do a little discovery exercise for 

yourself, but first, a heads up, in plain English. There are three ways, and only three ways, 

your business can be on the first page of Google search results.  

The first is with paid advertising. They're the ads you often see at the top of a Google search. 

Google calls them Adwords, and depending on what you're advertising, what sort of 

competition you've got, what market you're trying to attract, Google advertising can be a very 
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effective way of getting people to buy your stuff, book an appointment, or just to generate 

leads for future marketing.  

So Google Adwords is one way of appearing at the top of search results.  

The second way of being on the first page of Google is by what we call 'organic' or natural 

results. That's when your website appears naturally because of the way Google's software 

analyses what people are searching for, and matches that search with the most relevant 

websites. Now, that process of getting your website to appear when people are searching for 

what you sell is called Search Engine Optimization, or SEO.  

It's a highly complex, laborious, manual, technical and infinitely variable process, best done 

by specialists who are trained in that very specialized area of technology. By the way, at 

Worldwide Salon Marketing, we build and optimize hundreds of websites for small 

businesses all over the world, so if you need any help with that, simply go to 

worldwidesalonmarketing.com and contact us from there.  

The third way - and in many cases, the most important way of being on the first 

page of Google is through what we call Google My Business listings. When you do 

a search online, for a product or service in your local area, you'll almost always see at the top 

of the page, a map, and under that, the names of three businesses which fit that search 

criteria.  

Until a couple of years ago, Google used to show the top 7 businesses. Now it only shows the 

top three. Which makes those top three listings the most valuable real estate any local 

business can have online.  

Those top three, according to Google statistics, get more than 90% of all the phone calls 

generated by searches.  

In a moment, I'll get you to pause this recording and do a little discovery research for 

yourself, but first, an example. If you go to Google on your phone and search for say, 'beauty 

salon hobart' - that's H-O-B-A-R-T - you'll see at the top of the search results the Google 

map, and three business listings underneath it. One of those listings is for Escape Beauty 

Lounge, owned by one of our long term Members.  

Alongside that listing, you'll see a phone call icon. Every time someone touches that icon, 

Google records the fact that somebody has found Escape's listing and called the business.  
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Every month, Escape Beauty Lounge gets on average more than 150 calls from people 

who've found their business listing and called them. That's right, one hundred and fifty a 

month. That's NOT counting all the other people who have clicked through from the business 

listing to the salon's website, and called the business from the website.  

Now, here's what I suggest you do. Go to Google on your phone.  

In the search field, type for example, hair salon, or beauty salon, and the name of your town 

or suburb, and see what comes up. Don't bother typing the name of your business, because 

remember, you're a prospective customer who doesn't even know the name of your business, 

you're just looking for a hair salon or beauty salon or a hair or beauty service in your local 

area. Do this for a number of different search terms if you like, just to give yourself a wider 

spread of results.  

Go on, then come back to me... 

____________________________________________________________ 

Okay, what did you find? If you found your business among the top three under the map, 

using the kind of search terms your potential customers might use, then you're doing great.  

But...if you had to go into 'more places' before you found the name of your business, not so 

great. All those businesses under the top three are sharing only ten percent of all the phone 

calls generated by those search results. The top three are getting 90%.  

Remember, this is all about getting found, getting noticed, by people searching for what you 

sell. It won't matter if you provide the most dazzling services on the planet, if people find 

your competition instead of finding you, you may as well open up shop in the middle of the 

Sahara Desert, for all the good that'll do you.  

So, still with me? Good. 'Cos there's a lot more to this.  

Just to recap, there are only three ways people are going to find you when they search online 

- the first is paid advertising, the second is your website appearing organically, and the third 

is via the Google local business listings at the top of the page.  

Your Google local business listing is something that Google gives you for free. BUT...it has to 

be treated as if it were a separate, stand-alone website, in fact in many ways it's more 

important than your company website, because apart from any paid advertising, it's the first 

thing people see.  
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When we accept a new salon client at Worldwide Salon Marketing, the first thing we do is 

spend a lot of time setting up that client's Google local business listing properly.  

Just like any website, it has to be optimized, with appropriate photos, opening hours, links to 

the salon's website and a bunch of other information. Then as part of that process, we create 

backlinks and citations pointing to that listing, from elsewhere on the internet.  

Even the photos themselves have to be optimized properly, with appropriate file names, even 

hidden data in the file that helps Google lift the listing to the top of search results.  

Just an aside here, perhaps the most important aspect of your Google local business listing is 

reviews. Over and over, salon owners tell me they've got great reviews on Facebook. That's 

terrific...except that Google doesn't care about reviews on a rival company's website, 

Google only cares about reviews on their own platform.  

If you look at some of the top Google local business listings, you'll notice that the best ones 

have a star rating - that's because the clients of that business have given it reviews on Google 

- not Facebook. The more reviews you get, the more phone calls you're going to get...after all, 

when YOU search for a restaurant in your local area, you take notice of the online reviews, 

right? Right.  

Oh, and another thing - it's absolutely crucial that you go into the back end of your own 

Google listing and reply to your reviewers - thank the good ones, and carefully reply to the 

bad ones, if you have any. Google takes notice of that too.  

Yeah, it's a very technical process, and a lot of businesses get it badly wrong, unless they 

know exactly what they're doing.  

But it's essential if you're going to be noticed, if you're going to be found.  

As I said, we do this day in, day out, for hair & beauty businesses, in fact, any local business, 

all over the world.  

If you'd like help with that, get in touch with us via our website, 

worldwidesalonmarketing.com, or just call us here at the office, on +61-8-94439327.  

So that's a very brief overview of one of the most important marketing advantages you can 

have - getting noticed. Everything depends on it. If people can't find you, nothing else 

matters.  
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Once they find you, that's where everything else comes into play - what I call the Sales 

Thinking behind getting people to book an appointment, or buy something from you.  

And that's what I'm going to cover in subsequent chapters.  
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Click here to get your Free One-On-One Fast-Start session with Rich Salon 
Owner author Greg Milner 

 

Is your website  

 Dated, tired, not working properly?  

 NOT getting you a significant number of new leads, bookings and sales every month?  

It might need a serious overhaul. At Worldwide Salon Marketing, we design, build, manage and 

optimize hundreds of websites and associated infrastructure for salons, spas and other small 

businesses all over the world.  

See these examples:  

http://allurahair.com.au/ - top ranked in Google, this site generates more than 200 calls from new 

clients every month.  

http://www.walkervillehairbeauty.com.au/ - top-ranked in Google, it's fresh, simple and attractive. 

https://www.beauty-salon-taringa.com/- top-ranked, this site brings in more than 60 new client 

inquiries every month.  

NEED ANY KIND OF HELP WITH YOUR WEBSITE?  

Call +61-8-9443 9327 or email support@worldwidesalonmarketing.com 

 

https://worldwidesalonmarketing.com/wsm-free-coaching-call/
https://worldwidesalonmarketing.com/wsm-free-coaching-call/
http://allurahair.com.au/
http://www.walkervillehairbeauty.com.au/
https://www.beauty-salon-taringa.com/
mailto:support@worldwidesalonmarketing.com
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Chapter 2: Clearing the Fog on Marketing 
The truth is, most owners and operators of small businesses are simply too busy working too 

hard to make any real money, and certainly working too hard IN the salon or spa to get any 

clarity about what really matters in business.  

I’ll talk in more detail about this later, but essentially the two things that matter are: 

1. Product – that is, what you sell, and –  

2. Marketing  

At the moment, you think that what you sell is hair services, or body treatments, or perhaps 

some kind of cosmetic services. Actually, that’s not what you sell at all, but I’ll get into that 

shortly.  

It’s marketing that’s created so much confusion for many small business owners, and the 

prime purpose of this free ebook and audio companion is to simplify it for you, cut away 

most of the nonsense you’ve been told and get you thinking clearly about it. Frankly, despite 

what the so-called advertising geniuses will tell you, it’s not rocket science. 99% of it is 

common sense, only 1% inspiration.  

But let’s be clear on a couple of most important points.  

Point #1: Marketing IS your business.  

As the owner, it should be your PRIMARY job. Not doing hair, not providing massages, not 

doing body wraps. Because ONLY marketing will bring customers through your door.  

Point #2: Marketing is a process, not an event 

Most business owners treat marketing as a chore they try to fit in during a spare half hour 

sometime between their morning coffee and lunch on a Monday. Smart business owners 

realise that the marketing of a business – any business – needs to be systemised just as 

importantly as any other process in the company. Imagine what would happen in most 

businesses if the bookwork, or the ordering, or the accounting, or the payroll, or the service 

delivery was relegated to afterthought.  

Yet, remarkably, that’s how most business owners treat marketing. And that’s mainly 

because it seems so hard, so un-scientific…so BIG that the average salon or spa owner buries 

herself in her cave and hopes it’ll all go away.  
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But you don’t have to fear it. You just need to understand it by breaking it down into 

component parts. You eat an elephant exactly the same way as you eat a hamburger; one bite 

at a time. Remember, marketing IS your business. It’s a process, just like any other system in 

your business.  

Let's look briefly at what marketing actually IS. If you think advertising is marketing...well, 

yes, that's true. Word of mouth is marketing too. So is having a well-designed website that 

prospects can find in a Google search. In fact, clean toilets is marketing, if you want to really 

get down to basics.  

But the very best definition of marketing probably belongs to Dan Kennedy, who famously 

described it as "any activity which brings a customer to you, willing to buy from you and you 

alone at the price you want to charge."  

Think about that for a moment. Any activity. Online. Offline. In the salon, even. When you or 

your staff smile as a client walks out of your salon, when a client tells one of their friends 

about you - that's marketing.  

What follows from that is something few grasp. And it's this: successfully marketing your 

business isn't about doing ONE thing - Facebook, for example, or Instagram, or the 

occasional mailbox flyer - it's about doing MANY things, simultaneously.  

Because not everything is going to work, all the time. In fact, it's positively dangerous to rely 

on just one main source of your appointments and sales.  

Let's say, for example, that you rely only on Facebook. Great, that might work, for a while.  

But you have no control over Facebook. Only Facebook has control over Facebook. At any 

time, the company can completely up-end its strategy, its platform, its rules and regulations. 

It can, and does, arbitrarily delete entire business pages. If, one day, your entire Facebook 

presence was deleted by Facebook, and that was your only source of bookings and sales, 

where would that leave you?  

Up the proverbial creek without a paddle, that's where.  

The number ONE is the most dangerous number in business. From time to time, I consult 

and advise businesses outside of the hair & beauty industry on their marketing strategies.  

I remember one small business owner who came to me, proud as punch, that his business 

had won a contract with a big national company. The single contract was set to provide his 
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business with more than 90% of its sales for the next three years. Because of this, he 

explained, he would no longer need my advice, and wished to end our consulting agreement.  

A year later, he was out of business. The national company had gone broke, owing him tens 

of thousands of dollars.  

It was a tough lesson. Relying on one of anything - one source of leads and sales, one 

supplier, one employee gives you absolutely no room to move if you lose that one thing.  

One of our long term Members, Louise Adkins of Lavish Skin in Benalla, Victoria, is a prime 

example of how to spread the risk. Since joining Worldwide Salon Marketing a decade ago, 

Louise has become a very astute student of marketing & business. She never leaves it to one 

thing to generate her business's revenue. For example, when Louise is marketing her annual 

membership drive, she doesn't merely send one lazy email to her clients.  

Louise employs a mixture of email, text messaging, hard copy mail, Facebook and Google 

advertising, website lead generattion, videos on YouTube and many other methods of getting 

her message out, and drives this campaign hard over a period of many weeks.  

Every year, her membership drive has brought in more and more money. In 2017, she ran 

this campaign for at least 6 weeks. And when she pulled the trigger and released her salon 

memberships for sale, she brought in no less than $55,000 in sales in a single week.  

And that huge cash injection came from just a tiny percentage of her overall client base.  

Members of Worldwide Salon Marketing can log in to the Members Resources Center 

and watch as Louise describes on video exactly how she rolls out her campaign.  

If you're reading this or listening to the audio recording, and you're not a Member, go to 

www.worldwidesalonmarketing.com and find out more about our Membership programs.  

So, the key lessons from this chapter are simple:  

As the owner of a business, your primary job is to bring the clients through the door. And 

that means marketing. As I said earlier, marketing is any activity which brings clients to you, 

willing to pay what you charge.  

Advertising is marketing. Word of mouth is marketing. Customer service is marketing. As 

Ray Kroc, the founder of McDonalds would tell his staff, clean toilets is marketing.  

And what you think you sell may not actually be what you're selling.  

https://salonprofessionalsacademy.com/
https://m357.isrefer.com/go/cas20/sbpmp/
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Decades ago, Charles Revson, the founder of the Revlon brand of cosmetics, was quoted as 

telling his staff "In the factory, we make lipstick. In the store, we sell hope."  

Successful marketers know that customers aren't the slightest bit interested in that new 

fangled, expensive piece of machinery you've invested in. They don't care a jot that you're 

offering the latest skin technology.  

Your customers don't want a microdermabrasion treatment, or a course of fat cavitation.  

They want smooth, supple skin. They want to look slim and trim.  

The lesson is this: be clear about what you're selling. Sell what people actually want.  

 

 

Click here to find out more about the Client Attraction System,  
with Marnie Kallmeyer, who used this exact system to grow her salon from a lowly $2,000 a 

month to more than $17,000 a WEEK! 

 

 

 

 

 

 

 

 

https://m357.isrefer.com/go/cas20/sbpmp/
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Chapter 3: What Really Matters in Business 
As I mentioned in Chapter 2, only two things are absolutely essential for a successful 

business. One of them is having something to sell – your services and products – and the 

other is a well-structured, proven system to get customers through the door.  

And that means marketing. Nothing else – not back office accounting, not staff, not 

computer systems – nothing else matters like product and marketing. A business can survive 

– maybe not very efficiently, but survive – without well-tuned back-office systems. But no 

business, no matter how large, can even exist without something to sell and some systemized 

way of getting customers.  

And, as I said in Chapter 1, getting your message noticed is becoming more and 

more difficult.  

When I was a kid, we had two TV stations. Now there are hundreds, serving hundreds of 

special interest groups.  

The market place has fragmented. We’re now bombarded with several thousand marketing 

messages a day, and those messages are coming at us in a range of different media that was 

unheard of even a few years ago.  

This isn’t meant to scare you, but just think for a moment. I remember a time when there 

were no smart phones, no mobile apps, no fax machines, no computers, no pay TV, certainly 

no internet, no iPods, no email, no world wide web…and that’s just to name a few of the 

many media forms that businesses are now using to spread their messages.  

So it’s more difficult than ever – especially for a small business like a salon or spa – to get 

your message across efficiently, effectively, without spending a fortune. For you, that means 

it’s even more important to efficiently target, reach out to and connect with only what I call 

“high probability prospects” ideally matched to what you are offering.  

But it IS achievable, as 

thousands of salons & 

spas have proven with 

the tools they have at 

their disposal as 

members of one of 

Worldwide Salon 

Marketing's various 
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programs, such as Marnie's new Client Attraction System 2.0 - in weekly how-to videos 

with downloadable templates, it give you the basic, done-for-you tools to get more clients, 

faster.  You'll find that course if you go to the salon resources drop down menu at 

worldwidesalonmarketing.com.  

I’ll make another point here that most small business owners don’t get, and frankly, the 

people who run even the biggest, dumbest companies don’t get it either.  

What you’ll find in everything we do, and every service we provide for our Member salons, is 

that all of our marketing and advertising, whether it's online or offline, falls into a category 

called Emotional Direct Response Marketing.  

It’s important to recognise the difference between the kind of marketing and advertising that 

most businesses do, and the kind of advertising and marketing that comes under Emotional 

Direct Response. A lot of these differences come down to two points: the “branding myth” 

and “why your opinion doesn’t matter”. 

So, what's The Branding Myth?  

Most business owners – and I’m sure you’ll be familiar with this – have been told for years 

that you ‘have to get your brand out there’ or ‘concentrate on getting your logo right’ or 

‘make sure you use lots of pretty pictures, not much text, just your name and phone number.’ 

If you watch television, listen to the radio or read newspapers and magazines, you’ll see this 

kind of advertising all the time.  

Usually it’s done by what I call big, dumb 

companies spending other people’s money, 

namely their shareholders’. This kind of 

branding and imagery style of marketing is not 

only hugely expensive, but it’s also wasteful and 

unaccountable.  

Take this ad, for example:  

There’s no direct means of measuring the 

effectiveness of such marketing, the companies 

are just hoping that if they spend enough 

money, if they shout loud enough and long 

enough, some of it will stick.  

https://m357.isrefer.com/go/cas20/sbpmp/


   16 

 

 

You may have tried doing this yourself with ads, flyers, brochures and other marketing 

material that does little more than offer your name, contact details and a pretty picture or 

two.  

And that’s fine, if you’ve got enough money to compete with the messages put out by the 

likes of Nike, Microsoft, McDonald’s or thousands of other companies all competing for the 

attention of consumers.  

But for the average small business it’s hopelessly ineffective. Keep doing it that way and 

you’ll soon be out of business. You need to be cleverer, more specific, more targeted. I call it 

the “Three Ms”: Emotional Direct Response Marketing is about sending the right 

Message, to exactly the right Market, using precisely the appropriate Media.  

As you look through the examples in Rich Salon Owner,  or in the 8-week Lite marketing 

course, you may find yourself thinking ‘my business is above this style of advertising’ or ‘my 

customers are too sophisticated for this.’ 

It is a mistake that most business owners in all industries make, and it’s a fatal one.  

Why? 

Because your opinion doesn’t matter.  

This may be hard to swallow but, to be brutal, what you think about your marketing, or what 

your friends, family or staff think, doesn’t matter in the slightest.  

The only opinions that matter are those of your customers. And they vote with their wallets. 

Many times I’ve heard a salon owner say ‘Oh, I couldn’t run an ad or flyer like that. I showed 

my staff and they hated it, thought it was too tacky, too “unprofessional”. Not glossy enough.’ 

Beware of such thinking. You are not your client. Assuming that your clients are too 

sophisticated for this kind of marketing is wrong in the extreme.  

I’ll give you one example. Many years ago, one of America’s biggest business magazines 

promoted a subscription drive to the CEOs of hundreds of the country’s biggest companies.  

Now, you would think that these people would be among the most sophisticated people 

anywhere. Yet they responded to the offer in droves, because as a bonus they got a coffee cup 

imprinted with an image of the magazine cover, personalised with the photo of the CEO and 

a headline that said “Bob Smith Named Forbes Magazine Executive of the Year” or 

something similar.  
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Point is: these so-called sophisticated CEOs bought the subscription because they wanted the 

coffee cup to put on their desk and point to it tellingly when any subordinate questioned 

their judgment.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Chapter 4: Why do We Hate to Sell? 
As famous sales coach Zig Ziglar said, poor sales people have skinny kids.  

Most people in the beauty industry turn their noses up at the notion they are in the sales 

business. This attitude has always seemed strange to me. We love to buy things, absolutely 

love it.  

My brother tells the story of how his wife's credit card was stolen. He didn't report it for a 

month, because the thief was spending less than she was.  

He was only half joking.  

We love to buy things, yet we hate selling. Why is that? It's weird.  

Because if nothing is sold, no income is earned. If no income is earned, no taxes are paid, 

and if no taxes are paid, no schools are built, hospitals staffed, teachers paid. The entire 

economy stops. Money has absolutely zero value unless and until it changes hands. 
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One of the fundamental changes of attitude you’ll need to accept if you’re to become a more 

successful business owner is this: Everybody is in the business of marketing and sales. And 

as the owner, your primary responsibility is to be the marketer of the business, not the doer 

of the services your business provides.  

Let me tell you a little story: 
 
Recently, my wife Michelle and I drove down to a local outdoor centre to buy one of those big 

market umbrellas for our rear deck. Having chosen the model and color, I was shoving the 

box in the car when I suddenly realized I needed one of those heavy bases to stop the thing 

blowing away in the wind. 

I asked the ‘salesman’ if he had any of these in stock. Naturally, like most sales people, he 

hadn’t made the slightest attempt to upsell me this vital component, let alone any other 

accessories I might be interested in. 

After all, you might think that if I was interested in a deck umbrella, I might also need a new 

barbecue, or a deck chair, or whatever. No, he hadn’t bothered. 

But this was even worse. He actually told me: “Well, we do have those bases but, to be 

honest, you can get them cheaper down the road” and pointed me in the direction of a huge 

home renovation warehouse. 

I was stunned. Here was an employee actively discouraging the business owner’s customers 

from spending money with him. If it had been my business, I might well have fired him on 

the spot. 

Be assured, you have a sales prevention department in your salon or spa. Sometimes it’s 

because you and your staff are simply too busy working in the business to actually do any 

selling, which sounds strange, doesn’t it…too busy working to make any money. 

 

Other times, it’s because your staff are just ignorant, they haven’t been trained, or because 

you don’t have the systems and policies in place to allow them to sell without thinking about 

it. Other times it’s because they think selling is beneath them. 

Time after time I hear beauty therapists, for example, say “But I’m a beauty therapist. I’m 

not a sales person.” That is absolutely correct. 

But I’m a sales person, NOT a beauty therapist, yet I could walk into a salon and sell more 

product than most beauty therapists and I know nothing about skin care! 

How is that then? How do you become as good at selling, as well as your staff? 

You would learn about the product. You would learn all the benefits of using each product 

so you could give your knowledge to your customers. You need to do this in order to 

sell, and to sell well. 
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And this isn’t difficult. People love to learn new things, especially things that benefit them, so 

you, your staff AND your clients all win. 

Once you start selling actively, you’ll find your clients are more interested in your products, 

more interested in what YOU have to say about your products, and more likely to open up 

their wallets. If you make it easy for people to know how they’re benefitting from a product 

or service, you’ll find it easier, even enjoyable, selling that product or service to them. 

Because if you don’t have something to sell, you don’t have a business. 

But - and here's the thing - the better your marketing, the less energy you have to spend in 

selling. Because if your marketing is done properly, it acts as a kind of unpaid sales person. It 

brings customers and clients to you who are already primed to buy.  

Chapter 5: The 7 Essential Elements of Direct Response Marketing 
There are 7 essential elements that make up any compelling direct response marketing 

message, and I’m going to take you through them now.  

They are: 

1. The Offer  

2. The Headline 

3. The Warning 

4. The Proof 

5. The Guarantee 

6. Scarcity 

7. A Call to Action.  

 

1. The Offer: 

The offer is the most important element of all. No ad, no matter how well written, is worth 

spending money on unless it has a great offer.  

An offer is NOT discounting. In fact, I’ll go so far as to say that discounting is a last resort, 

and does more damage than good. Discounting not only takes money out of your pocket, it 

trains your clients to expect it. If you’ve ever had a phone call from somebody asking when 

your next special discount is on, you’ll know what I mean.  

In Direct Response Marketing, an offer is best described as a deal where if they pick up the 

phone now and make an appointment they’ll get some added thing, or combination of things 

that they cannot get another time, or can only get if they’re among the first 12 or 17 to call.  
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To give you an idea of the difference between a weak offer and a strong offer, I’ll use an 

analogy.  

Let’s say two men are each selling a horse. One says to the horse buyer, ‘Here’s my horse, 

give me the money now and you can take the horse.’  

The other one says ‘Don’t give me any money now. Take Beauty for a week, ride her as you 

wish, and after a week if you like Beauty, only then give me the money.’  

Now, who do you think is going to make the sale?  

Typically, a good beauty industry offer will be built on an existing service you want to sell, 

combined with free add-ons that cost you little or nothing to provide, but which give massive 

perceived value to the customer.  

You’ll see many instances with the templates in this eBook, and on the website if you join the 

Client Attraction System 2.0, which talk about, for example, ‘$249 worth of beauty 

treatments for only $99 – but be quick, first 14 to book!’ 

Now, this is to a degree a slight-of-hand. But creating a great offer is so important that it’s 

worth spending some time on. Without it, your marketing is dead in the water.  

 

Value Adding vs. Discounting 

Value-adding is a concept that is alien to many business owners. Most resort to simple 

discounting, which is nothing more than a desperate attempt to drive sales – any sales – 

anything but to have empty chairs or treatment rooms.  

Yet this goes against years of research into what makes people buy. Most studies that I have 

read indicate that when offered a range of reasons to buy a product, price is actually third on 

the list of priorities. For baby boomers particularly, VALUE for money is number one.  

https://m357.isrefer.com/go/cas20/sbpmp/
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Yet when you think about it, value-adding is everywhere around you. Are you wearing a 

diamond ring right now? Take a look at it. The de Beers company of South Africa has done a 

stunning job over several decades of convincing all women and half the world’s male 

population that a diamond has some kind of inherent value.  

It hasn’t. Apart from industrial use in drill bits, a diamond is pretty much useless for 

anything. A diamond is actually little more than compressed dirt. They’re not even scarce…in 

2005 alone, the world production of gem quality diamonds was more than 91 MILLION 

carats.  

But De Beers knew this, and in the 1940s embarked on an orchestrated campaign to 

convince women that only a diamond is forever, and to pressure men into believing their 

lives would not be worth living unless they committed one quarter of one year’s income to 

their loved one’s engagement ring.  

Value-adding can be done in lots of ways, but the simplest way for most salon owners is to 

look at what you currently do for free.  

All salons provide some kind of free services for clients when they come in for a hair or body 

treatment. It might be a scalp massage, an eyebrow tint, a hand massage, a mini pedicure, a 

free style consultation, or a combination of these and many other services.  

Trouble is, most salons don’t put a value on these things – they simply give them away for 

free.  

And when you give something away without telling the customer what something is actually 

worth, it is by default worthless.  

But magic happens when you add up all the things you currently do for free, and give them a 

nominal value.  

For example, when you spend 10 minutes consulting with a client about the best style for 

their hair, or best treatment for their skin, is your time worth nothing? Of course not. You’re 

a trained professional. Would you expect a doctor or a lawyer to give you ten minutes of their 

time and not put a value on that? No, you wouldn’t. Whether you actually charge for that 

time is not the point.  

The point is the perceived value the client feels they’re getting. And if the services you’re 

currently giving away for free were to have a nominal value attached to them, it would 

change the whole complexion of your offer.  
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The key word here is perception. You see, in many cases what the client perceives as the 

value of any given service or services is what you tell them it is.  

All I’ve given you here is a very basic outline of how to value-add. There are many more ways 

to do this. For example, you might currently offer a cut and colour at a certain price. But if 

you value-add by listing all the normally free services you provide as part of this cut and 

colour, you come up with a package that has enormous added value. And remember, there is 

no point doing this unless you are going to list the added extras, with their nominal value, in 

your marketing message.  

You can then simply name this new package, re-brand it if you like, so that it’s called the 

“Scarlett Johansson Glamour Make-Over”, or whatever. You can actually take the exact same 

package, give it a couple of tweaks, and call it something different, for example the Meryl 

Streep Screen Goddess package, to appeal to a different demographic. 

Similarly, the Valentine’s Day templates below all offer the same package but the design of 

each template has been changed to appeal to different buying demographics i.e. men buying 

for their partners/girlfriend, women wanting to impress their partner/boyfriend, and single 

women. Once you’ve created an offer, you need to wrap a complete message around it.  

 

 

 

 

 

 

 

 

 2. The Headline 

The next thing you need is a compelling headline. The headline is essentially the “ad for the 

ad.” 

If you look at most ads, what you’ll see is a common mistake…the name of the business as 

the headline for the ad. This is a very dumb thing to do. Remember that the headline is the 
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ad for the ad. It has only one job, and that is to compel your target market to read the rest of 

the ad.  

If the name of your business does that, by all means go ahead and use it. But in most cases, 

the only person the name of the business matters to is you. Nobody else cares a jot about it.  

So swallow your pride and send it where it belongs: to the very bottom of your ad. 

There are a few guidelines that you can use to determine if your headline passes what I call 

the Tabloid Test test: take everything out of your ad except the headline and the contact 

phone number – if it still stands up, if you think people would still pick up the phone and call 

– then it’s probably a good headline.  

3. The Warning 

After you’ve made your offer and headline you need to warn people what will happen if they 

choose not to take action. You need to make sure that you are very clear here, as people are 

resistant to any sort of change, and it’s difficult to get them “over the line.” If your treatments 

or products really do deliver the benefits you’re promoting, if the bonuses you’re offering are 

really that good, a warning about what will happen if they fail to take action can be very 

powerful. For instance, you can warn prospective clients that if they don’t book into your day 

spa for a back massage NOW they will be in total agony and discomfort. Or, if women don’t 

do something now about their hairy legs and armpits they’ll look unattractive and couldn’t 

possibly wear a bikini to the beach…Once you’ve made them feel discomfort you can 

introduce your product and offer them the remedy.  

So there are the primary elements any decent direct response marketing piece should have in 

it no matter what media you’re using.  

4. The Proof  

So what else does a good direct response piece need? If you’ve got a great offer, capped with 

a strong headline, plus a warning about what will happen if they don’t act and you still aren’t 

getting any calls…one reason is lack of credibility. You need to prove that what you’re 

offering works. 

Remember, we’re talking about attracting NEW clients here, people who don’t know you. 

Why should they believe what you say about your products or services?  
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You see, nobody believes the salesman. It’s what your customers say about your services that 

matters. Yet so many salon & spa owners don’t get this. They seem to expect that by some 

miracle, prospective clients will by default believe everything they say.  

But what your customers say about you is a thousand times more compelling, more 

believable than anything you can ever say about yourself, your products, or your services.  

What would the weight-loss industry be without testimonials, and before and after photos? It 

would die overnight.  

How many testimonials should you have? As many as you can get. You cannot have too 

many. How often should you use ‘em? As often as you can, everywhere you can. Online, 

offline. (And, by the way, reviews on Google are far more important than reviews on 

Facebook.)  

How to get testimonials? Simple, ask for them.  

Now, there are testimonials and there are testimonials. You want your testimonials to be 

specific. Specifics beat meaningless generalities every time.  

So, a testimonial which says “Gee, the girls at ABC beauty salon are so nice, and they make 

great coffee…” isn’t nearly as powerful as “My friends were green with envy – they couldn’t 

believe I looked so much younger after my Glamour Girl Makeover at ABC Beauty.”  

As a Member of the Client Attraction System 2.0,  the hassle is taken out of knowing 

how to get the best possible testimonials from your clients. There are ready-made 

testimonial documents on the Members website, so all Members have to do is download a 

documents, print it, and give it to their clients to fill in the boxes. Easy!  

The more specific the testimonial the more powerful it will be.  

https://m357.isrefer.com/go/cas20/sbpmp/
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5. The Guarantee  

After you’ve shown believable proof of the validity of your offer, you then need to remove the 

risk of doing business with you with a guarantee. 

Most salon owners are terrified of this, for no good reason. And yet, at seminars when I ask 

the room what would happen if I was bitterly disappointed and wanted my money back, most 

people put their hands up and admit they’d either give me my money back or re-do my 

service for free.  

The power of a strong guarantee is one of the most misunderstood strategies in marketing. 

Most salon owners fear it will encourage customers to take advantage of them, yet the reality 

is that very few people actually claim on a guarantee.  

Ask yourself – in say the past year, count up the total number of customers you’ve served. 

How many of them have you actually had to hand money back to? Very, very few, if any at 

all.  
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Yet the power of a strong guarantee to drive sales is immense, for very good reasons. You see, 

for every one person who picks up the phone after reading your ad, there might be 20, 40 or 

a 100 who almost pick up the phone, but don’t.  

And one of the biggest reasons is fear. Fear of making a bad decision, fear of not getting what 

they’ve paid for, fear of loss, fear of making a fool of themselves.  

Good marketers know that removing that risk and reversing it hugely increases the chances 

of a sale. So they shout their guarantee from the rooftops. Bad marketers hide it under the 

front counter, only to be brought out in the direst of circumstances.  

 

But there are other compelling reasons to use a strong money-back guarantee. Most unhappy 

customers will leave a business quietly, and the business owner will in most cases never 

discover why.  

By offering a great guarantee, you are not only giving your customer permission to tell you 

why they are unhappy, you’re actively encouraging it. Why would you do that? Well, because 

it’s never the initial problem that’s the issue, it’s how you solve it.  

If you get the chance to talk to an unhappy customer, you get the chance to not only save the 

client, but turn that client into a raving advocate…even an evangelist for your business.  

So a strong guarantee is an absolutely essential element of any worthwhile direct response 

message. If you aren’t prepared to guarantee something, you probably shouldn’t be in 

business.  
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On final word about guarantees. Most business people will try to fudge this, offering what I 

call a weasel guarantee. You’ve no doubt seen these: it’s where you see the words “money 

back guarantee” and alongside it is an asterisk. Immediately your heart sinks because you 

follow the asterisk down to the bottom of the ad and it says “Conditions Apply”, and 

something like “to claim your guarantee, you must turn up at 2am on a Tuesday morning 

accompanied by both great grandparents.”  

Be bold. Stand by what you sell. It will repay you in spades.  

6. Scarcity  

There is absolutely no point in making an ad with the greatest offer on the planet and then 

telling your market, by omission if not overtly, “Please call, you can pretty well get this offer 

any time.”  

You want them to call NOW, not next week or next month or next year. So you have to inject 

some scarcity into it, manufacture it if you have to. But in most cases you’ll be able to – and 

should – explain why you’ve put a limit of say 17 or 21 or 29 in such and such a particular 

offer.  

Many of our Members have used this strategy to devastating effect, building up a huge 

waiting list of people, pushing them over into the next week or next month, creating a buzz.  

7. A Call to Action 

Many good marketing ads fail because they don’t tell the prospective client what to do next. 

People like being told what to do – it saves them having to think! 

Your ads need to tell people exactly what action to take to respond to your offer. It is better to 

give them more than one way to respond, such as a number they can call, a coupon they need 

to cut out and bring in to the salon to redeem, or even “liking” your business Facebook page 

to get a special bonus to use at your salon. 

Either way, you need to tell your prospective client what to do.  

So there are the 7 primary elements that any decent direct response marketing piece should 

have in it…no matter what media you’re using. Just using those 7 essential elements will put 

you far ahead of your competition. And crafting the perfect ad is made even easier with the 

Client Attraction System 2.0, where you can simply download hundreds of templates 

that already have the 7 essential elements. Save yourself the time of thinking up a crafty 

headline or offer – all you need to do is create a package and enter your salon details! 

https://m357.isrefer.com/go/cas20/sbpmp/
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Chapter 6: Selling Your Story 
 

If anybody ever tells you that you have to run an ad a few times to know whether it’s going to 

work, show them the door.  

If an ad or flyer or sales letter doesn’t work the very first time, it’s never going to. 

Unfortunately, most business owners fall for the trap of running a pretty, branding-style ad 

with no offer, no scarcity, no compelling reason for prospects to pick up the phone right 

NOW…and wonder why it didn’t work. So they keep running the ad in the hope that 

somehow, some of the mud will stick. Of course, it doesn’t, and pretty soon the business 

owner blames the media they’re using, or gets fed up altogether and says “Oh, I’ve tried 

advertising and it doesn’t work.”  

It DOES work, if you do it the right way.  

Once you’ve mastered the basics you’ll want to employ even more horsepower.  
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That comes with crafting a well-written message around your offer, your headline, your 

guarantee, your testimonials.  

I’m talking about the “story”. Yes, everybody has a story to tell. People want to do business 

with people, not faceless entities. The more you can personalise your story, the more 

powerful your message will be.  

For example, you might use a headline like “My friends laughed when I said I was going to 

look 9 years younger…but when I walked out of the salon…”  

Under it, you might write a little story. “If you feel younger than you look, you are not alone; 

it’s not your fault. Millions of women feel the same. I’m one of them. Like many women, I 

was concerned about the ever-increasing lines around my eyes and mouth, yet I felt no older 

than I did when I was 30…but as you can see from these before and after photos, I look so 

much younger than I did only a few weeks ago…my friends are amazed.” 

This ad might be constructed from a testimonial from one of your clients – with her written 

permission, of course – using her real name, real occupation, real suburb, real photos. And 

accompanied by the appropriate offer, deadline, call to action etc. 

 

Click here to get your free one-on-one marketing Fast Start session with Rich 
Salon Owner author Greg Milner 

 

Chapter 7: Generating Leads 
 

Most business owners make the mistake of trying to do what we call “selling off the page”, in 

other words, running an ad on Facebook, putting an ad in the paper, or doing a mailbox 

flyer, and expecting to sell the service there and then. It’s called a “one-step” sale.  

But we’ve found it’s much smarter to offer a free or low-price service with the purpose of 

doing nothing else other than getting prospects to raise their hands and effectively say ‘Hey, 

I’m interested in what you have to sell.’ 

http://worldwidesalonmarketing.com/wsm-free-coaching-call/
http://worldwidesalonmarketing.com/wsm-free-coaching-call/
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You see it’s much more valuable to get the client rather than make the initial sale. For 

example, wouldn’t you rather have 10 people call for a free or low-cost service, than just one 

or two call to book a high-priced service?  

It makes sense, doesn’t it…it all comes down the lifetime value of a customer. Most business 

owners can’t see past the initial sale, they make the common mistake of thinking that the 

purpose of getting a customer is to make the sale, whereas smart business owners know that 

the purpose of make a sale is to get the customer.  

Let’s say you run an online ad or mailbox flyer with a headline that says:  

Ladies! Get a FREE cut and color valued at $99, 

first ten to book, Monday and Tuesday only!  

Most salons have days when their appointment book is relatively empty…why not fill those 

chairs or treatment rooms with potential clients, assuming that even if you convert only half 

of them to long term clients, that’s five new long term clients who might each be worth $500, 

a thousand dollars or more to you over the course of a year.  

Your ad or flier might have cost you a couple of hundred dollars to run or distribute. Let’s say 

it cost you $10 or $20 to deliver each of those free services.  

But if you can get five long-term clients each worth even $500 to you in a year, that’s $2,500 

in extra annual income. Imagine doing that every single week to fill your light days. If all the 

sums held true over a full year, that would add $130,000 to your annual income.  

Lead generation advertising has only one job and that is to get a qualified prospect to put 

their hand up and identify themselves to you. Once they’ve done that, you can market to 

them in lots of ways, until they eventually buy from you and become your client.  

The internet has made generating leads a whole lot easier than it used to be. For example, at 

Worldwide Salon Marketing we set up and run lead generation campaigns for salons & spas 

using a combination of online advertising - say on Facebook and Google - which sends 

prospective clients to the salon's website, where we've previously set up a special page where 

they can opt-in to get a special deal.  

It works like this: the prospect clicks on a Facebook ad, which takes them away from 

Facebook and into the special page on the salon's website. Let's say it's to get a free $25 Gift 

Voucher.  
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The prospect fills in the form on the web page, giving their name, phone number and email 

address. The owner of the salon gets an email containing those details, and calls the prospect 

up on the phone to book their introductory appointment.  

We have Member salons who are getting as many as 60 new leads every single month using 

that method. It's not the only one, but it's a very effective one.  

Would you be prepared to give away a $25 Gift Voucher for the chance to win a new client 

who could be worth $1,000 or more to you in a year? Of course you would.  

 

Get more business ideas and inspiration with the Rich Salon Owner Podcast! 

Subscribe now and get a new podcast every week.  

Go here for iTunes 

Go here for Android 

 

Our Member Salons & Spas are all over the world... 

 

 

 

 

 

 

 

 

 

 

 

Chapter 8: The Biggest Advertising Mistake 
 

Let me digress for a moment and talk about a mistake that almost all business owners make 

when it comes to advertising.  

https://itunes.apple.com/au/podcast/the-rich-salon-owner-podcast/id1263384397
http://www.stitcher.com/podcast/worldwide-salon-marketing/the-rich-salon-owner-podcast?refid=stpr
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Most business owners try to get their ad to do too much, to appeal to all possible prospects. 

But doing this achieves nothing. Asking a single ad to do everything is asking too much of it.  

A single ad should have one purpose, one job, one expected outcome, and 

nothing more. If you want to sell a particular kind of body treatment or hair service, only 

sell that service…don’t simply fill your ad with a bullet-pointed list of everything you do. 

That’s not an ad, it’s an expensive business card. And nobody ever sold anything off a 

business card.  

So instead of saying in your ad something like ‘Call us for all beauty needs such as body 

treatments, pedicures, manicures, massages, nails, blah blah blah…’ make your ad specific, 

make the offer very clear. For example, the following headline was crafted by Instant Laser 

Clinic in Melbourne, Australia. It pulled $25,000 in sales. 

 “Look Years Younger Without Surgery! Discover what the Hollywood stars 

are getting done.”  

It seems so simple, doesn’t it? But this headline has been carefully created to deliver one 

message,  and deliver it with power and conviction.  

Here are further examples of real headlines that were used by WSM Members around the 

world and achieved great results: 

 “Attention Ladies! One FREE Permanent Hair Reduction Treatment”  

This headline was used in an ad by Tracey Orr of Absolute Beauty and resulted in 30 new 

clients and approximately $125,00 in sales. 

“How to Get a Massive $322 of Beauty Treatments for Just $99!”  

Tegan Messineo of Body Firming and Beauty in Bunbury, Australia, used this leading 

headline to generate 24 bookings in just 24 hours! 

A word of warning: Most of the people who sell you advertising space are ignorant of this 

kind of advertising and if they’re not ignorant of it, they fear it, because it is so accountable.  

Many, many times we have had Members tell us that advertising reps have mocked the copy-

intensive style of the templates, sneering at them because they look unprofessional, don’t 

look glossy enough , don’t have lots of pretty pictures in them, have too much text etc. 

Sometimes magazines have even refused to run them. 
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What the smart business owner has to do, however, is educate herself enough so that she is 

an informed, well-researched consumer so that when she does deal with service providers 

like agencies and printers and publishers, she can demand exactly what she wants. The 

Client Attraction System 2.0 gives you the skills needed to be a savvy and confident 

business owner, as well as templates that are guaranteed to increase clients and sales. 

Printers and publishers won’t be able to disagree with you when you get amazing results!  

Very few businesses spend any time at all on the only thing that really matters, which is 

getting customers through the door. Very few spend any time or research on what 

they’re going to communicate to the market about who they are, and why prospects should 

do business with them. Very few spend any time doing what we call “sales thinking”: which is 

analysing what you sell, what your USP is, what your customers really want – and crafting a 

perfectly-pitched message that sells you and your business.  

Chapter 9: Sales Thinking 
Ask yourself this question: imagine that you are your prospect, and the prospect, in her 

mind, is asking ‘Why should I do business with you as against any and all competition in 

your area?’  

Part of what I call the “sales thinking” process you need to go through before you craft any 

marketing message is finding a great answer to that question, and when you have a great 

answer, you have what we call in marketing a USP, or unique selling point.  

And if your answer is ‘Oh, you should come to us because we’re really good at what we do’ 

well I’m afraid you’ve failed because everybody says that.  

Fortunes have been built on the strength of a great USP. For example, many years ago there 

was a courier company, and they answered this question by finding out exactly what it was 

that annoyed people about using a courier company…and they came up with their USP, 

which was: 

“Absolutely, positively overnight.” 

Very simple isn’t it? Another one was Victor Kiam’s USP for the Remington company. When 

he took over the company it was in desperate trouble. He turned it around with a simple USP 

that answered every man’s criticism of electric shavers…that they didn’t shave as close as a 

blade. He said: 

“It’ll shave as close as a blade or your money back.” 

https://m357.isrefer.com/go/cas20/sbpmp/
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Very simple, but very powerful. In fact, both of these companies picked what it was about 

their particular business or product that got up the nose of their target market, and came up 

with an answer that solved those objections.  

So what is it about your beauty salon, or your hair salon, or your industry that annoys people 

and gives them a reason not to come in? Is it cleanliness? Is it that they have to wait? Is it 

that there’s no parking in your area?  

Finding a solution to people’s problems is a sure way to success.  

But finding a great USP is only part of the battle of creating a compelling marketing message. 

  

Chapter 10: The Myth of Advertising Copy 

Now to a common misconception when it comes to writing ads with a compelling story – 

how much text to put in a letter, or an ad, or a flyer.  

I bet you’ve been told by advertising people “don’t put too much text in, they won’t read it” or 

“use lots of pictures, too much text makes it look ugly.”  

Well, they are quite plainly and simply wrong. There’s an old saying, less is more. No, 

actually, more is more. The more you tell, the more you sell. And yet if you talk to the 

newspaper advertising sales rep, he’ll tell you to use lots of blank space, just a few bullet 

points about your services, with your name at the top.  

Nothing could be further from the truth. The fact is blank space never sold anything. I have 

lost count of the number of full-page newspaper ads that contain nothing more than a small 

picture – say, of a car – and a couple of lines of text.  

As if this alone is enough to cause a stampede of buyers. What has actually happened in these 

cases is that the creative types at the ad agency have simply been too lazy to put any effort 

into actually selling this client’s wares.  

Let me give you an analogy. Let’s say you had a client in your salon, and you’ve instructed 

one of your staff to give this client a run-down on all the wonderful services your salon offers.  

Would even think of telling your staff member to stop talking when they’ve reached 250 

words? Of course you wouldn’t.  

Your advertising has to be treated as an unpaid salesperson. The better your marketing, the 

more it tells, the more it will sell.  
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Which means that the harder it sells, the harder it tells your story, the less actual selling 

you’ll have to do when your prospect, having read your ad or flyer, actually picks up the 

phone and calls your office.  

If it’s done properly, instead of getting the phone call asking “How much do you charge for 

X” you’ll get more and more phone calls from desperate prospects wanting to book in, and 

saying “Gee, I hope I haven’t missed out on your great offer…”  

But, that doesn’t mean that you and your staff shouldn’t be skilled at selling on the phone, or 

in person.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Chapter 11: The Media 
Now I want to talk about the media you use to deliver your message. But keep in mind that 

the basic strategies I’ve talked about so far apply across all media.  

In the whole world, there are only two types of people, and I don’t mean men and women. I 

mean clients you already have, and clients you haven’t met yet.  

Obviously, aside from referrals, the other way of getting new clients is to advertise for them.  

FREE One-On-One Fast Start Marketing & Business Coaching Session 

In just 30 minutes, on a face-to-face live video link, Rich Salon Owner author & Worldwide Salon 

Marketing founder Greg Milner will give you three 'must-do' action steps to instantly increase 

your appointments and sales. It's easy, just go to  

worldwidesalonmarketing.com/wsm-free-coaching-call/ 

 

 FREE Website Analyser 

If you're NOT getting dozens of new leads, clients and sales each month from your website, it 

could mean it contains critical errors. Just enter your website address into our Free Website 

Analyser - we'll even give you a free Website Audit Report so you can get those errors fixed.  

Go here: www.worldwidesalonmarketing.com/analyser 

 

 

http://www.worldwidesalonmarketing.com/wsm-free-coaching-call/
https://worldwidesalonmarketing.com/analyzer-rso/
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You can do this online, with ads on social media such as Facebook and Instagram, or with 

Google Adwords. It does require considerable technical expertise, so if you're not an expert, 

find one.  

We do this day in, day out for salon owners all over.  

You can do this locally, with flyers delivered to mailboxes or business. Same rules apply: if it 

doesn’t have a compelling headline, a great value-add offer, scarcity etc then it’s not worth 

delivering.  

Or, you can do it more widely such as in the local newspaper or on radio and TV, or a 

combination of all of them.  

The secret to direct response is to TEST everything.  

If you’re running a newspaper ad at the same time as you’re doing a mailbox flyer containing 

the same offer, you need to code each one so you know where the calls are coming from, or 

have a rule in place so that staff ask each and every caller where they saw the ad. Only that 

way can you judge which form of media is the most effective in driving sales.  

As I’ve said before, we’ve found that the most effective way of using what we call broadcast 

media – that is newspapers, magazines, radio etc – is to generate leads. So you don’t try to 

sell off the page, you get them to put their hands up, and only sell to them after that.  

But of course, you wouldn’t advertise online or in the local media if you were marketing to 

your existing clients. That would be silly, because you already know where they live. If you’re 

doing it properly, you have collected the full contact details of every single person who’s ever 

been into your shop or called you on the phone.  

Once you have their contact details, a whole new world opens up. You can collect all their 

names and addresses, and put them on your mailing list, and every month mail them a 

simple newsletter about your salon offers, or perhaps got them to enter a competition. You 

might even use SMS to invite them to a special salon event once in a while. When these 

people ARE ready to spend money on salon products or services, who do you think they’re 

going to call?  

Marketing to an existing database is 6 to 8 times cheaper than it is to attract a new client. 

Most salon owners ignore this basic fact, and spend far more time than they should on 

getting new clients.  
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The most effective method of marketing to your existing clients is an old fashioned 

one…direct mail.  

Ironically, one of the reasons direct mail is so effective is simply BECAUSE so many people 

now do email and SMS…yes its cheap, yes it’s efficient, but it’s nowhere near as effective as a 

letter, in an envelope, with a stamp on it.  

I am sure that one of the reasons for this is simply that very few people now receive letters, 

like they did in the old days before computers and mobile phones. Imagine, for a moment, if 

you get home tonight and in among all the bills and junk mail was a normal looking letter, 

with a hand-written address on it, and a real stamp.  

Which would you open first? The letter of course.  

Get more business ideas and inspiration with the Rich Salon Owner Podcast! 

Subscribe now and get a new podcast every week.  

Go here for iTunes 

Go here for Android 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://itunes.apple.com/au/podcast/the-rich-salon-owner-podcast/id1263384397
http://www.stitcher.com/podcast/worldwide-salon-marketing/the-rich-salon-owner-podcast?refid=stpr
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Chapter 12: Testing & Measuring 
 

The next what I would call sophisticated marketing strategy is testing.  

Many times, I’ve heard from salon owners who are disappointed with their marketing 

results. They might have committed a large amount of time and money to say, a mailbox 

flyer campaign, or some online advertising, and the results have been poor.  

The beauty of online advertising - if it's done the right way - is the ability to get results within 

a day or two, rather than waiting weeks.  

More about that shortly, but first let's take offline marketing.  

Let’s say for example that you wanted to do a simple one-page flyer to a suburb or group of 

suburbs around your salon or spa. You’ve presumably constructed a well-crafted marketing 

message that contains all the elements of Direct Response Marketing.  

Now, you can avoid a lot of pain if you test this flyer on a small section of the proposed area, 

and measure the results. You might, for example, use a template from the Members website 

and craft an offer for a $99 Screen Star Glamour Package with a total value of say, $250.  

Instead of sending this out to an entire area of say 10,000 homes all at once, you could test 

this to just 1,000 homes, and see what results you get. If you get bookings for products or 

services worth $2,000 to you, and the test has cost you $200 to distribute, you could then be 

reasonably confident that rolling it out to the remaining 9,000 homes would return about 

$18,000 in new business.  

One word here about results.  

I’m often asked what sort of percentage response you should get on your mailing. In the 

direct mail industry, a figure of 1% is often cited as being very good, if you’re mailing to a 

cold list.  

Typically though, we find our kind of direct response marketing bring far higher responses 

than a mere 1%. In many cases, particularly when mailing to existing clients, our Members 

have achieved response rates of 25% and higher. Much depends on the offer, the target 

market, the timing and, of course, whether you mail several follow up letters, or just the one 

original letter.  

Online marketing can give you a much better and faster handle on the effectiveness of your 

ad or post.  
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Depending on a bunch of variables, you can literally pull the trigger on an online ad 

campaign, and know within a day or two, sometimes within hours, whether it's going to work 

or not. Remember, it's all about Return on Investment.  

For example, at Worldwide Salon Marketing, our technical and marketing experts set up, run 

and monitor online ad campaigns for salons & spas all over the world.  

For a medi spa in Adelaide, we've been running a series of Google ads directing prospects to 

a set of three different landing pages on that spa's website. Now, this spa is spending about 

$1200 a month on these ads - but, they bring in more than three times that amount in 

monthly sales.  

As soon as an ad begins to falter, we replace it with a new one, and run that until the sales it 

generates begin to dry up. All advertising, over time, will lose its effectiveness. Sometimes, 

an ad can work for years. Other times, it might last a matter of days. It's all about testing and 

measuring.  

 

 

Chapter 13: Selling Benefits 
 

Let’s get down to some of the finer points of the Sales Thinking process.  

Remember, sales thinking is the effort and energy you put into defining your message 

BEFORE you create your ad, or flyer, or letter.  

The mistake almost everybody in the beauty industry makes is simply listing a series of 

treatments or services they provide in their salon.  

These are what we call Features. But people don’t buy features, they buy BENEFITS.  

Benefits are the result that your client gets when she buys one or more of your services.  

For example, nobody wants a cut and color. The cut and color is simply the thing that you 

are selling. Nobody wants that. Nobody comes to your salon for simply a cut and color, or a 

facial, or cellulite treatment, or to get their nails done.  

What they come to you for is this: they want to walk out of your salon looking so good their 

friends are green with envy. So in this case, instead of advertising a simple cut and color, you 

might say:  
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“Make your friends green with envy over your new Scarlett Johansson screen star 

makeover…”  

Or, instead of selling a facial, you might say:  

“Look 9 years younger in just 1 hour with this breakthrough new Skin Rejuvenation therapy.”  

Similarly, no woman in the history of human habitation of the planet has ever sat bolt 

upright in bed on a Saturday morning, nudged husband Norm in the ribs and declared 

“Norm, what I really want today is to go down to Mary’s salon, get hot wax poured all over 

my inner thighs, and have Mary tear the hair out by the roots.”  

Of course not. What she actually wants is smooth, hair-free legs so she can rub them up 

against Norm and not have the stubble scratch his skin.  

Here’s some homework for you:  

Get a bunch of 3 X 5 cards, and on each card write ONE feature about your business. Not just 

a list of services, but anything you can think of that might be attractive about your business.  

Underneath that, write the benefit the customer gets from that feature. For example, you 

might write  

FREE PARKING RIGHT OUTSIDE 

The benefit from this might be: “That means no parking miles away and walking all the way 

in the rain or the heat, no catching public transport – we have a huge car park right 

alongside the salon so you can park your car right outside – don’t risk messing up your new 

hair by having to park a mile away in the rain or wind!”  

Or, you might write  

PROFESSIONAL BRAND PRODUCTS 

And the benefit might be "We’ll never use cheap bulk stuff on your hair or face.”  

And the implication here is that if they go somewhere else, they might end up with cheap 

bulk products used in their hair. I once wrote an ad for a house painter, and down the 

bottom of the ad it said “We only use real paint!”  

He actually got calls from people who said “Gee, I’m glad I found you, I wouldn’t want a 

painter who used fake paint.”  



   41 

 

 

The more you can do this, the more features and benefits you can write down, the better 

you’ll be able to build credibility.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FREE One-On-One Fast Start Marketing & Business Coaching Session 

In just 30 minutes, on a face-to-face live video link, Rich Salon Owner author & Worldwide Salon 

Marketing founder Greg Milner will give you three 'must-do' action steps to instantly increase 

your appointments and sales. It's easy, just go to  

worldwidesalonmarketing.com/wsm-free-coaching-call/ 

 

 FREE Website Analyser 

If you're NOT getting dozens of new leads, clients and sales each month from your website, it 

could mean it contains critical errors. Just enter your website address into our Free Website 

Analyser - we'll even give you a free Website Audit Report so you can get those errors fixed.  

Go here: www.worldwidesalonmarketing.com/analyser 

 

 

http://www.worldwidesalonmarketing.com/wsm-free-coaching-call/
https://worldwidesalonmarketing.com/analyzer-rso/
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Chapter 14: More Sophistication 
 

I’ve talked broadly about how to sell the benefits of your salon, how to test whether your ad 

works, and how to market to your existing clients using direct mail. 

Now I want to talk about a more sophisticated marketing concept that are probably staring 

you in the face without you recognising it.  

This is a concept called the Ascension Ladder…it’s about getting sections of your client base 

to elevate themselves to higher levels of spending on a regular basis.  

Most salons and spas treat all their customers the same way, like they are some kind of 

homogenous group who all think the same, earn the same amount of money, live in the same 

part of town, go to the same movies, eat at the same restaurants, and belong to the same 

clubs and social groups.  

Now, when you look at it like that, it’s nonsense. Yet so many businesses miss out on 

business that’s just waiting to be had, because they do nothing to accommodate different 

desires and preferences.  

But everybody aspires to being special in some way. That’s why some people buy expensive 

“look-at-me” cars, live in gated communities, belong to exclusive golf clubs or travel to exotic 

locations that so-called “ordinary people” can’t afford.  

Have you ever wondered why Business Class passengers fly at the front of the 

plane? One reason is because all the other passengers in the cheap seats have to slowly file 

past the front and cannot avoid seeing the upper classes enjoying their big comfy seats, with 

better food, better choice of magazines and drinks: an all-round more exclusive experience.  

Imagine what would happen in your salon if you set up a special area for your VIP clients. In 

your hair salon perhaps you would have more expensive chairs, with flat screen TVs in front 

of them, with the clients own preferred brand of coffee and cookies and latest issues of their 

favorite magazines…  

In a beauty salon or skin care clinic, your VIP members might get a specially-marked 

treatment room, with its own TV screen, more luxurious fittings, and so on.  

Naturally, as Members of this VIP club, these customers would pay a monthly or annual fee, 

and for that they might get special prices or added services that only VIP club members get.  
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Equally naturally, your non VIP customers would see this going on in the salon, and 

naturally, you’re going to get questions about it. It’s what we call envy marketing, and it 

works by playing to the desires for special treatment that all of us have.  

Chapter 15: Re-inventing your Business 
 

As a salon or spa owner, you should put a great deal of time and energy into re-inventing 

your business so that it’s different from your competition. Remember, simply being good at 

what you do isn’t enough. All prospects and clients assume that you’re good at what you do. 

It’s much more important to be different than it is to be merely good.   

Yet so many business owners don’t get this. Even, or rather, especially, the big dumb 

companies don’t get this. Take a look at the car industry. If you look in your local newspaper, 

you’ll see that all the car yard ads look pretty much the same. In fact, squint a little and you 

won’t be able to tell one from the other.  

In my local paper, they even structure their ads the same way, with the cheapest cars at the 

top and the most expensive down in the bottom right of the ad.  

This has always been a mystery to me. Whenever I’ve bought a new car, the salesman has 

always made a point of showing me the most expensive models first, because he knows 

through training that if you pitch the most expensive item first, rather than the cheapest, a 

larger percentage of buyers will opt for the most expensive of the offerings.  

So it stumps me why they don’t follow this practice in print – after all, advertising is 

salesmanship in print – and put the most expensive cars at the top of the ad instead of at the 

bottom.  

One of the keys to marketing success is to simply look at what all your competition is doing, 

about-face 180 degrees, and do the exact opposite. In my experience, just doing that can be 

enough to create a substantial difference in your business, at least initially anyway.  

One way to re-invent your business is to inject some fun into it. Because there is no rule that 

say’s marketing can’t be fun, but there is a rule that says it can’t be boring! Humour can go a 

long way to get people’s attention and win them over. If you can make people laugh, you’ll 

rarely offend.  

For example, the Raise the Dead letters shown previously aim to get lost clients back in the 

door. The letters are written from Rupert, your dog, with a picture of Rupert at the top of 
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the letter, his paw prints all down one side, and signed with a cross at the bottom. After all, 

he’s a dog, and dogs can’t sign their name, can they? The fact that the dog has written the 

whole letter, well, that’s just part of the fun.  

However, there is no point in being different if people don’t know about you, which brings 

me to another marketing crime: timidity.  

Chapter 16: On Being Bold 
Most advertisers are far too timid to get attention. One of the things most salon owners find 

hard to be is outrageous. But getting attention is the biggest challenge you face as a 

marketer. If you don’t get attention in the first place, no offer will be good enough to get the 

phone ringing.  

Being BOLD is necessary, vital. A bold headline, a bold offer, a bold statement, a bold 

promise.  

Always make a big promise in your marketing. Saying “You will look quite nice after your 

treatment here at ABC beauty salon” is never going to set the world on fire.  

The trick is to make a Big Promise that is also believable. Go too far, and your credibility 

suffers. It would be stupid to say “You will definitely look 20 years younger, and men will 

wolf-whistle you from every construction site in town.”  

But saying “Your friends will be green with envy, or your money back” is something that CAN 

be delivered.  

And remember to always back your big promise with a money back guarantee and 

testimonials.  

The challenge of marketing in today’s world is that people are more cynical and skeptical 

than ever before. Marketing is simply  

Any activity which brings customers to you with a 

pre-disposition to buy from you at the price you want 

to charge.  

To get them to do that, you have to be credible, you have to have a great offer, you need to 

prove that it works, and you have to give them reasons to buy from you now.  
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All of this sounds like a lot of work, doesn’t it. And I won’t kid you, while the tools on the 

Members website work to at least take away a large part of the drudgery of actually creating 

the material, there is still work to be done.  

But let me tell you this: once you have created for yourself a winning formula, it will work 

well for you for years and years to come.  

Conclusion 
In Rich Salon Owner I’ve given you a general overview of the principles of Direct Response 

Marketing.  

In my view it is the only kind of marketing any small business owner should do, because it is 

the only kind of marketing that can be measured quickly, and be held accountable.  

No, it’s not simple. In the days when I accepted private consulting clients, I lost count of the 

number of times I was asked by business owners if I could write one ad or sales letter that 

would solve all their problems. They wanted me to give them one silver bullet that would 

somehow magically attract a hundred new customers. And I would always tell them, there's 

no one way to attract a hundred customers, there's a hundred ways to attract one customer, 

and you've got to use all of 'em.  

But success is not just about marketing, or having good sales skills. It is, in the end, about 

you, and your attitude.  

If I could give you just ONE simple path to success, it is this one thing:  

MASSIVE ACTION 

Motion beats meditation every time. Motion, even if you’re going in the wrong direction, will 

achieve results. Thinking alone will not.  

And even if you ARE going in the wrong direction, it is easier to turn a moving car than it is 

to get the thing moving in the first place.  

Action means doing many things, all at once. Success is simultaneous, not linear. That means 

you need to have many things on the go at once, because you don’t yet know which of them 

will work, and doing one thing at a time and waiting for results before you do another thing 

is a sure way to stall your progress.  

But even those who take massive action can fail, because they give up at the first hurdle. 

Persistence is Action’s twin sister.  
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One of the most famous business books ever written is called Think and Grow Rich by 

Napoleon Hill. I would re-title this book: Think, Act, Persist and Grow Rich.  

Thinking alone will not make you rich, only persistent, massive action will do that.  

To quote US president Calvin Coolidge in 1872: “Press on: Nothing in the world can take the 

place of perseverance. Talent will not… nothing is more common than unsuccessful men with 

talent. Genius will not; unrewarded genius is almost a proverb. Education will not; the world 

is full of educated derelicts. Persistence and determination alone are omnipotent.” 

Finally, a few words on the size of the task ahead.  

I don’t want you to feel afraid that it’s somehow just too big to get your head around. 

Somebody once said to me that she was digesting and trying to implement everything in the 

Members Resources website but it felt like she was trying to eat an elephant.  

I told her to do it the same way as you’d eat a hamburger…one bite at a time.  

Remember, the important thing is to do SOMETHING, anything, as long as you’re moving, 

you're taking action.  Action is everything. If you’re taking action, at least SOME of what 

you’re doing will produce fruit. But inaction produces nothing, and never will. 

As Napoleon Hill said, “do not wait; the time will never be ‘just right’”. Start where you 

stand, and work with whatever tools you may have at your command, and better tools will be 

found as you go along. 

 

 

 

 

 

 

 

 

 

 

 

 

Click here to find out more about the Client Attraction System 2.0 

https://m357.isrefer.com/go/cas20/sbpmp/

